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   Foreword   

 More than half a century ago, famed cultural anthropologist Margaret Mead paved 
the way for intercultural studies based on her belief that the cultural patterns of 
societies were learned and that people could work together to change their traditions 
and institutions. She said, ‘Never doubt that a small group of thoughtful, committed 
citizens can change the world’ (http://www.interculturalstudies.org/Mead/biogra-
phy.html). 

 The editors of  Role of Language and Corporate Communication in Greater 
China: From Academic to Practitioner Perspectives  Ng and Ngai have enlisted 
scholars and practitioners to demonstrate the importance of language-mediated 
communication in introducing the critical importance of both language and profes-
sional practice for the corporate communication profession in Greater China. They 
have created a resource book for both academics and practitioners of corporate 
communication by gathering both quantitative studies and government surveys as 
well as qualitative case studies from reputable corporate professionals. The perspec-
tives of these scholars and practitioners in the chapters of this book also illuminate 
Chinese cross-cultural communication practices and highlight the implications for 
Western societies and organisations that engage with them. 

 The editors set the background for the book with an overview chapter on the 
development of the corporate communication profession from its colonial Hong 
Kong origins as traditional public relations through its evolution to become more 
aligned with leading global practices. In Hong Kong now the profession emphasises 
both bilingual English-Chinese and trilingual English-Cantonese-Mandarin capa-
bilities of its professionals. 

 The perspectives of the scholars and the practitioners offer valuable insights 
into the:

•    Defi nition and development of the profession  
•   Importance of language, bilingualism, and professional discourse in its practice  
•   Impact of digital media  
•   Relationship of the profession to corporate branding  
•   Understanding and application of the concepts of cross-cultural communication    
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 Their discussions inform the development of effective language strategies for 
corporate communication in Greater China. 

 This book illustrates issues and concepts with case studies in banking, corporate 
social responsibility (CSR), fi nance, and entertainment. These cases suggest valuable 
methods and practices that professionals can use to provide effective knowledge and 
insight for the profession and for its practitioners, analysts, and scholars. 

 This book provides an invaluable handbook of resources on corporate communi-
cation for local and international frontline managers and staff, especially for those 
who are interested in a career in Hong Kong and Mainland China. It is also an indis-
pensable resource for academic researchers and scholars in language, culture, and 
communication studies in Greater China and overseas. Since it is written in English, 
it offers an informative overview of professional development approaches and 
reviews of language practice and cross-cultural communication issues. Finally this 
book offers a clear path for university teachers and students engaged in the learning 
of language related to corporate communication and public relations in Hong Kong 
and in Sino-US interactions.  

   New York ,  NY ,  USA          Michael     B.     Goodman         
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  Pref ace   

 Common sense tells us that in order for a corporation to communicate with its inter-
nal and external stakeholders, the message sender is destined to deploy language, 
verbal and non-verbal ones alike, to do the job. The role of language in corporate 
communication has long been seen as an under-explored topic mattering to both 
internal and external communications (Anderson and Rasmussen 2002), albeit 
increasing acknowledgement of language as a corporate asset (Dhir 2004). 

 Consider the offi cial slogan of 2008 Beijing Olympics—‘One World, One 
Dream’—relayed by designated torch bearers by the organising committee. 
Appealing to the internal public of China, the slogan seeks to instil a collective pride 
of Chinese nationhood in keeping with governing ethos of social harmony; while 
speaking to the external public of international audiences, it echoes the International 
Olympics’ ethos of global peace through transnational sports competitions. 
Language ideology here employed by the national corporate host facing an interna-
tional audience serves a pragmatic end of branding national image and driving inter-
national collaborative opportunities! 

 Henceforth, it piques intellectual and pragmatic interests of language scholars 
and trainers in bilingual education, intercultural communication, and media and 
professional discourse studies to join hands with corporate communication profes-
sionals in the academia and fi elds of practice for reviewing the changing role of 
language(s) in different functional domains of corporate communications, for 
instance, routine employee communications, CSR initiatives benefi ting both inter-
nal and external stakeholders, and brand marketing in both Greater China and part-
ners from distinct ethno-linguistic and cultural backgrounds. 

 This academic-cum-practice book is thus anchored upon the notion of language- 
mediated communication (LMC) in introducing highly dynamic and functional 
issues of language skills cum professional practice know-hows in today’s corporate 
communication (CC) profession in the Greater China context. As a resource book 
for both academics and practitioners in the CC profession, it employs both quantita-
tive (e.g. reviewed industry and governmental surveys) and qualitative (e.g. reputa-
ble CC practitioners’ case studies) evidence to explore the aforementioned 
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language-mediated communication issues facing the CC profession in Greater 
China. The topics will address both academic and practitioner readerships whose 
interests in LMC in CC practices are grounded in language practices in their own 
industries or sectors. 

 As such, the dual-focused LMC and CC resource book spans across not only lat-
est trends but also academic and industry practitioner stakeholders’ perspectives on 
language, culture, and functional role issues facing the vastly developing corporate 
communication (CC) profession in the Greater China region and international coun-
terparts that transact with Chinese CC professionals and stakeholders. It follows 
that the book will further explore implications for Western societies that engage 
with the Chinese cross-culturally in CC practices, for example, intercultural work-
place communication issues on Anglo expatriates dealing with Chinese subordi-
nates during confl ict resolution situations in a Chinese societal context. 

 There are fi ve cluster themes being featured in the book chapters. It opens with 
two cluster themes consisting of development of the CC profession and bilingual 
practices in corporate communication, drawing on Sino-American academic 
research efforts and insights from Sino-British-American CC practitioners, with an 
overview discussion of the development of the corporate communication profession 
from a macro-descriptive, retrospective perspective on where the CC business origi-
nated under the traditional label of public relations profession prevalent in the colo-
nial Hong Kong context and a review of its evolutionary path to its current status 
quo as a more distinct and diversifi ed CC profession emphasising the role of lan-
guage and particularly bilingualism phenomenon, viz. Anglo-Chinese biliterate and 
trilingual skills in the post-colonial Hong Kong society. 

 The remaining three cluster themes move the discussions across corporate social 
responsibility, employee communications, and media discourse and persuasive 
communication, through the fi eld insights of academics and those of professional 
corporate practitioners, from cross-cultural, profession-wide, and bilingual com-
munication issues to applications of heuristic knowledge within industry-specifi c 
workplace case contexts. It covers defi nitions and conceptions of CC in various 
corporate sectors, latest trends of CC (e.g. CSR) and media practices in Chinese and 
American contexts and beyond (e.g. Singapore), success norms of CC practitioners, 
intercultural employee communications, verbal and non-verbal strategies for 
enabling routine and strategic communication practices, and so forth. The practitio-
ners’ authored chapters inform both CC practitioners and various stakeholders in 
the academia about the methodological and practice issues that language profes-
sionals are to be mindful of when serving the CC profession. 

 On the fi rst cluster theme, the editors reviewed the development of CC/PR in 
Hong Kong from the 1950s till the twenty-fi rst century and conducted an empirical 
qualitative investigation into the current trends involving interviews with eight 
senior PR/CC practitioners from multinational and local companies to inform about 
the change of role and function, use of social media, language, and communication 
strategies of PR industries in Hong Kong and China. Likewise, Michael B. Goodman, 
in  A Review of Corporate Communication Practices and Trends in the US and 
China , shed light on the latest trends and practices of CC by reviewing survey fi nd-
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ings by the Corporate Communication International on practices and trends in the 
fi eld in the United States, Europe, South Africa, and China. David Hall in  Becoming 
a Successful Corporate Communication Practitioner in International Business 
Consultancy  examines how the most frequently encountered of these responsibili-
ties are discharged and highlights the skills and technical practices that are neces-
sary for their successful execution. It further examines the leadership roles of 
corporate communication professionals in the corporation, among the more com-
monly encountered of which include counsel to CEO and the corporation, manager 
of company’s reputation, driver of company’s publicity, and manager of the com-
pany’s image (Goodman and Hirsch 2010). 

 On the second cluster theme of bilingual practices in corporate communication, 
from the perspective of oral bilingual practices in corporate contexts, Patrick P. K. 
Ng, in  Bilingual Practices in Corporate Communication Functions: Verbal Skills in 
Focus , examines the status quo challenges of dealing with increasingly complex and 
integrated internal and external corporate communication settings (e.g. the vast use 
of social media) and introduces Anglo-Chinese bilingual communication strategies 
(e.g. code-switching, code-mixing, and bilingual punning) available to a novice tri-
lingual Hong Kong Chinese executive attempting to communicate effectively with 
diverse stakeholders in the dynamic internal and external corporate work fronts (e.g. 
locals to locals, locals to Putonghua speakers, and locals to English-speaking Asians 
and Westerners, inter alia). 

 From the perspective of written bilingual practices in corporate contexts, Cindy 
S. B. Ngai and Rita Gill Singh, in  Communication Styles Embedded in the Bilingual 
E-messages of Corporate Leaders in Greater China,  outline key aspects of our 
research into corporate leader electronic messages (e-messages) posted on the web-
sites of major corporations in Greater China to identify the preferred language 
modes, translation strategies, as well as the communication styles/characteristics 
embedded in these e-messages. Their fi ndings revealed that the bilingual represen-
tation strategy was usually adopted, and the authors argue that the bilingual 
e- messages refl ect the different communication styles/characteristics of corporate 
leaders with their English-speaking versus Chinese-speaking stakeholders, under-
pinned by leaders’ cultural values. 

 Approaching written bilingual practices from a translation perspective, Dechao 
Li, in  Translation Strategies in Bilingual Corporate Communication , raised the fol-
lowing translation-relevant bilingual corporate communication issues: What kind of 
translation strategies should be used in bilingual corporate communication in order 
to produce adequate versions in the target culture? What are the general guidelines 
for CC practitioners during this interlingual text production? What are the intratex-
tual and extratextual factors that should be taken into account in this type of transla-
tion practice? Drawing on a model for translation strategies proposed by Chesterman 
(1997), his paper attempts to answer these questions by making reference to exist-
ing Chinese translations of English corporate texts in Hong Kong. 

 The next three cluster themes are, respectively,  corporate social responsibility, 
employee communications, and media discourse and persuasive communication.  
On the third cluster theme of corporate social responsibility and starting from an 
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academic perspective, Augustine Pang, Angela Ka Ying Mak, and Joanne M. H. 
Lee, in  Communicating Corporate Social Responsibility in Singapore: Towards 
More Effective Media Relations , studied practitioners’ and journalists’ perception of 
CSR communication using the agenda-building model (Qiu and Cameron 2008) by 
examining news coverage of how practitioners and journalists understand CSR, 
what types of CSR stories get covered in the media, and how are CSR stories por-
trayed in the media. Their fi ndings and discussions led to a framework of media 
relations that is proposed based on Pang’s (2010) mediating the media model. 

 Onto practitioners’ perspectives and beginning from a Sino corporate context, 
Valentina Yee Kwan Cotton-Chan, in  The High-hanging Fruit: CSR in the Context 
of the Chinese Food and Beverage Industry , explored the development of CSR in 
China during the last decade and shedded light on the current challenges and future 
opportunities using the case example of the food and beverage industry. Applying 
the CSR life-cycle model by Guzman and Becker-Olsen (2010) Guzman and 
Becker-Olsen based on stakeholder awareness and expectations, her fi ndings con-
fi rm the hypothesis that China is currently in the early market expansion and growth 
phase which is characterised by the increase in companies engaging in CSR and in 
consumer awareness, with good examples of diversifi ed CSR programmes and 
potential employee recruitment and retention rewards. Crossing over to the US per-
spective, Christina M. Genest and Jo-ann Straat, in  Corporate Social Responsibility 
in a U.S. Context , take a snapshot of contemporary CSR practice in the United 
States by combining their own real-world experience with fi ndings from the current 
literature and the results of a survey of current CSR US executives. Six trends 
emerged: (1) CSR is not PR, (2) CSR drives corporate value, (3) CEOs have a lot to 
say about CSR, (4) CSR performance is being measured, (5) CSR is evolving incre-
mentally, and (6) CSR is a business imperative and a moral imperative. 

 On the fourth cluster theme of employee communications and starting from an 
academic perspective, Shiyong Peng, in  Distributions of Confl ict Potentials Among 
Western and Chinese Employees in Multinational Corporations in China , reported 
the fi ndings based on his secondary analysis (2003) analysing work-related confl ict 
distribution patterns among American, French, and Chinese employees in foreign- 
invested enterprises (FIE) and Chinese employees in state-owned enterprises (SOE) 
in mainland China. The results of the data analysis generated an emerging pattern of 
confl ict distribution that corresponds to the confl ict management patterns of Western 
and Chinese employees in foreign-invested enterprises. The study attempted to 
explain the cultural implications of the confl ict distributions. 

 Moving to an internal corporate communication practitioner’s perspective, Stella 
Nga-chi Chiu, in  Can Internal Communication Drive Business? An Overview of Its 
strategic Values and Practice Tips , suggests that in Asia-Pacifi c, people often over-
look the strategic value internal communication can bring to a corporation. She 
addresses the strategic roles of internal communication and how internal communi-
cation can impact on business. 

 Finally, on the fi fth cluster theme of  media discourse and persuasive communi-
cation , media discourse, and communication academics, Doreen D. Wu and Wei 
Feng, in  Pragmatist, Evangelist, or Sensualist? Emotional Branding on Sina Weibo , 
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introduced Gobe’s (2009) notions of emotional branding which is centred around 
the ‘evangelist’ age and the ‘sensualist’ age, whereby they examined the process of 
emotional branding by top Chinese corporations in China in the changing Internet 
landscape (via social media platforms such as Weibo and Facebook) and discussed 
the particular Chinese characteristics as well as the universal psychological princi-
ples that govern emotional branding in China. 

 With respect to persuasive communication in corporate contexts, Patricia B. Scott 
offers practitioner insights into processes of persuasion from an audience-sensitive 
and attention-span analytic perspective in the information age. This chapter not only 
provides tools that can be used to help any presentation or conversation but also 
concludes that successful corporate communication practitioners will be those who 
can be concise, make the complex simple, and be the most relevant. 

 This book as a whole seeks to merge and interrelate academic (including lan-
guage, intercultural and business communication) perspectives with professional 
practices in CC contexts in Greater China and beyond underpinned by the chapters 
distributed in the fi ve theme clusters. We hope the interdisciplinary approach char-
acterised by the rich mix of conceptual, empirical, and professional praxis chapters 
will engender further interests and insights into conceptual-cum-practice-driven 
research on language-mediated communication in a Sino-global corporate context. 
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    Chapter 1   
 The Development of the Corporate 
Communication Profession in Hong Kong 

             Cindy     S.  B.     Ngai      and     Patrick     P.    K.     Ng   

    Abstract     Several studies on the development of PR/CC have sprung up at the turn 
of the century affi rming the view on the changing role and function of PR in Hong 
Kong and China (e.g., Wang, Corporate communication practices and trends: A 
China study – Phase 2 2008. Retrieved from http://www.corporatecomm.org/pdf/
ChinaCorpCom12March08.pdf. Accessed 13 Sept 2013, 2008; Feng JY, Goodman 
MB, Corporate communication practices and trends: A China study 2010 .  Re trieved 
from   http://www.corporatecomm.org/pdf/CCIPracticesAndTrendsChinaStudy
2010.pdf    . Accessed 13 Sept 2013, 2010), yet there remains to be seen more such 
comprehensive, in-depth, empirical studies locally. Thus, this chapter will present 
a summary of the development and a review of the current CC/PR industry in Hong 
Kong, followed by an investigation to document the current trends of the local PR/
CC industry in a qualitative approach. Eight senior PR/CC practitioners from mul-
tinational and local companies in Hong Kong and China have been thoroughly 
interviewed to document and examine the change of role and function, use of 
social media, language, and communication strategies of PR industries in Hong 
Kong and China. 

 Several key fi ndings and implications are concluded: (1) the strategic role of PR/
CC is mostly found in giant-size corporations, especially multinationals, whereas 
the role of PR/CC in SMEs is merely tactical and the functions are basically market 
and media oriented; (2) while there is consciousness about the use of bilingual com-
munication and the production of precise and consistent message in both internal 
and external communication, in HK and China contexts, there seems to be an unde-
ruse of new media and social media to engage stakeholders in this “direct interface” 
age; (3) despite the due recognition given to establishing a professional body to 
guide and monitor the practice of professionals to ensure that the status of PR/CC 
can be perceived as a genuine profession in Hong Kong and China, the establish-
ment of a licensing body remains controversial (Parkinson MG, Parkinson LM, 
Constitutional mythology in the United States: the arguments against public rela-
tions licensing refuted. Intercult Commun Stud XII-2:135–149, 2003).     
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1.1      Introduction 

 Moving into the globalized era, public relations (PR) industry in Greater China, 
particularly Hong Kong and China, just like any other industries, has to reengineer 
in form and nature to keep up with the vigorous and dynamic development in their 
counterparts. Such a structural change has begun in the PR industry in leading 
 countries including the US and European countries. It is observed that PR has 
moved from market and media orientation to strategic and communicative nature 
(Goodman  2001 ,  2003 ,  2005 ). 

 In this connection, quite a number of multinational corporations in Europe and 
the USA have deliberately integrated the PR into corporate communication (CC) as 
they considered CC “to be the collective name for all communication disciplines” 
(Nessmann  1995 : 155). It made one wonder whether a similar pattern of develop-
ment would take place in the PR industry in Hong Kong and China. Several studies 
on the development of PR/CC have sprung up at the turn of the century affi rming the 
view on the changing role and function of PR in Hong Kong and China (e.g., Wang 
 2008 ; Feng and Goodman  2010 ). 

 Notwithstanding the emerging scholarly interest in surveying the rapidly 
 changing/evolving PR industry in GC contexts, there remains to be seen more 
 comprehensive, in-depth, empirical studies documenting the changing role, trends, 
and practices of the PR/CC industry particularly in Hong Kong and China. 

 This chapter will start with a summary of the development of CC/PR in Hong 
Kong from the 1950s till the twenty-fi rst century and shift its focus on a review 
of the current CC/PR industry in Hong Kong. A further investigation is set up to 
explore the current trend of the PR/CC industry in Hong Kong and China in a 
 qualitative approach. Eight senior PR/CC practitioners from multinational and 
local companies in Hong Kong and China have been thoroughly interviewed to 
document and examine the change of role and function, use of social media, 
language, and communication strategies of PR industries in Hong Kong and 
China.  

1.2     The Development of CC in HK 

 Rather than suggesting that corporate communication is the extension of public 
relations or public affairs (Li et al.  2006 ), it is more appropriate to see it as the next 
generation of public relations. In an organization, CC is responsible not only for 
the development and execution of external communication strategies   but also for 
the formulation and fosterage of internal communication plans. Toward drawing the 
full picture of the industry’s development, the starting point should be set at the 
1950s, a time when the PR industry started to emerge. 
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1.2.1     The 1950s to 1970s: The Burgeon of Public Relations 

 The modern public relations was imported by the British army in the 1950s, at a 
time when they had established offi ces responsible for releasing information to the 
media (Chen and Chen  2006 ; Zheng  1999 ). During that period, a lot of governmental 
and quasi-governmental organizations, shipping companies, foreign-funded airlines, 
hotels, and public utilities demanded PR services. For instance, various international 
airlines, including Pan American World Airways, British Airways, Japan Airlines, 
and Cathay Pacifi c, established their own PR departments (Zheng  1999 ). 

 With a rapid growth of the demand for PR services, numerous international PR 
consulting corporations started to extend their branches into Hong Kong. The fi rst 
of its kind, among companies with the name of “PR consultancy,” is “Harvey Public 
Relations Consultancy,” established by a retired Director of the British Army PR 
Department, Major Harvey. As for the fi rst local PR consultancy fi rm, it is the 
“International Public Relations Consultancy,” founded by a local practitioner, Zhou 
Daifei (Zheng  1999 ). 

 In the 1960s and 1970s, Hong Kong had entered the epoch of economic 
takeoff. Industrial development was fl ourishing, and various industries, be it textile, 
electronics, garments, plastics, or hardware, were drawing tremendous amount of 
capital into Hong Kong. Hong Kong manufactured products had successfully 
entered the international market, while PR had become the bridge of communication 
in the commercial world. At that time, the broadcasting industry was developing 
well, which helped the corporations to advertise and boost their brand awareness of 
various media via product promotions, including the strategizing of news stories 
(the designing of news stories benefi cial to the organization based on massive case 
 studies), evening parties, fashions shows, and other featuring programs (Wan and 
Zhou  2006 ). 

 In addition, the functions of PR also had covered liaising, complaint management, 
and releasing information to the press. It was therefore necessary to maintain good 
relationships with journalists and to organize gatherings with them to strengthen the 
bridge of communication (Zheng  1999 ). PR back then was regarded as a tool for 
brand awareness enhancement and promotion. Through holding events, practitioners 
help their client companies to establish image and build connections with the outer 
world (Chen and Chen  2006 ). As for PR in the 1960s and 1970s, it is a common 
practice to distribute advertisements and consumer-related information via newspa-
pers, magazines, radiobroadcasting, television, buses, and the subway trains. 

 Based on the above observations, “public relations” or “public affairs” in an 
organization are mainly responsible for image sculpturing and maintaining and 
 protecting the organization from any jeopardy (Li et al.  2006 ). Thus, PR was seen 
as a “problem-solving” expert. When issues emerged in an organization, they are 
always directed to the PR consultant for advice or to the in-house PR department to 
deal with (Chen and Chen  2006 ). 

 During these two decades, the PR industry in Hong Kong was a rising star. An 
increasing number of PR consultant fi rms started to station in Hong Kong, say, the 
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renowned Australian PR company, Eric White and Associates, has established a 
subsidiary company, Hill + Knowlton Strategies, in Hong Kong; another well- 
known PR company, Burson-Marsteller, has started its branch in Hong Kong too 
(Zheng  1999 ). During that period, most PR companies were foreign funded, in 
which the majority of the employees were non-local Chinese, but American Chinese, 
Canadian Chinese, and Taiwanese Chinese. In other words, the PR industry back 
then highly valued a company’s internationality (Yeung  2002 ). 

 “In the mid-60s, the Chief Editor of Sing Tao Daily, Mr. Zheng Yu Lang was 
dedicated to developing the PR industry. The fi rst local PR association, ‘Public 
Relations Association of Hong Kong’ was established by him in 1966” (Shanghai 
International Studies University  2010 : para. 3). It provided professional PR courses 
to nurture specialists for the industry. Since the vast majority of the students 
 majoring PR studies in local tertiary education institutions were female, they in turn 
became the mainstay of PR practitioners in the 1970s (Zheng  1999 ).  

1.2.2     The 1980s: The Effl orescence of Public Relations 

 In 1982, Sino-British negotiations spurred on the discussion over the prospect of 
Hong Kong. With the opening and the development of the society, the public’s 
expectation toward the government has increased, with stronger and bolder requests 
voiced out (Chen and Chen  2006 ). The constitutional reform of Hong Kong has 
raised citizens’ knowledge of civil rights, provided more motivation for the political 
candidates to canvass, and triggered the emergence of pressure groups and critical 
crisis (Chen and Chen  2006 ). PR consultancy companies specialized in governmental 
and public affairs were therefore developed in Hong Kong. 

 From the beginning of the 1980s, the opening and cost advantage of the  southeast 
coastal area has enabled a new direction for Hong Kong’s economic development. 
The manufacturing businesses of Hong Kong had been massively shifted to the 
Pearl River Delta, transforming the industry pattern from light industry oriented to 
commercial service oriented. Various service industries in Hong Kong developed 
all-round, accomplishing the second economic transformation of Hong Kong, 
which also had stimulated the growth of the PR industry. In that stage, most of the 
local hotels, restaurants, shipping, trading, banking businesses, and industrial and 
commercial organizations had set up their own PR department, holding all sorts of 
PR events. Along with the economic change, PR at this stage had expanded into the 
fi eld of industry and commerce and had become the key administrative tool in 
“problem prevention” (Chen and Chen  2006 ). 

 From then on, PR had entered a new dimension: from being on a need-to-use 
basis to acquiring the preventive functions. Facing different political organiza-
tions, pressure groups, and public opinions, being a “spin doctor” is no longer 
suffi cient for PR (Li et al.  2006 ). PR consultancy companies started to provide 
more  professional services to public and private organizations, including 
 composing research reports, studying strategic plans, providing community 
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relation service, and assisting an organization in neutralizing conundrums and 
crisis (Zheng  1999 ). 

 With the economic boom of Hong Kong in the early 1980s came the blossoming 
of the PR industry. “Governmental, industrial, commercial, and charitable organizations 
had a huge demand in PR services” (Zheng  1999  : 127). Thus, numerous local- funded 
companies had also entered the PR industry (Yeung  2002 ). Witnessing the enrich-
ment of local elements in the industry, foreign-funded companies were no longer 
dominating. At that time, the local PR companies had increased from 6 in the 1970s 
to 22 in the 1980s (Chen and Chen  2006 ). A proportion of the local PR companies, 
which were specialized in governmental and public affairs, were also founded by 
experienced local journalists (Zheng  1999 ). Local PR companies started to gain a 
place in the industry. Due to the smaller scale of the companies (less than 20 
employees), they are limited to relatively focused functions, say, the introduction of 
products and promotional events, while “through-train” PR services were not 
 available yet (Yeung  2002 ). Due to the fact that some PR companies focused on 
product promotional events, it is easy to misunderstand PR as an industry similar 
to marketing. A specifi c industry entitled “Marketing Public Relations” was even 
once found in the western countries (Cornelissen  2004 ). In this stage, there were 
more men entering and participating PR works; thus, there were quite a number of 
companies with male directors and practitioners (Chen and Chen  2006 ).  

1.2.3     The 1990s: The Emergence of Corporate 
Communication 

 In the early 1990s, with the opening of the China market, more than ten local-based 
PR consultancy companies entered the mainland market and established branches in 
China. Apart from that, capitals had entered Hong Kong from China and other 
 foreign countries, thus boosted the proportion of banking and fi nance industry in the 
gross domestic product (GDP): from 1991 till 2004, the proportion increased from 
9.1 to 12.9 % (Wang  2008 ). Together with the introduction of “H Shares” in the 
Hong Kong stock market, the rapid development of the fi nance industry had created 
a lot of business opportunities for the PR industry. As a result, various corporations 
had a higher demand in fi nancial PR consultancy service (Chen and Chen  2006 ). In 
brief, PR consultancy companies in this era had been growing quickly, increasing 
from 6 companies in the 1970s to 22 companies in the 1980s; from 1990 to 1993, 
14 more PR companies were established within the 3-year period (Shanghai 
International Studies University  2010 ). During that time, the PR industry in 
Mainland China had started to prosper, while in Hong Kong, the industry had 
entered a transitional period. 

 In the 1990s, the PR industry in Hong Kong has gradually evolved into corporate 
communication. There are two major reasons for the transformation: (1) the abrupt 
change of external environment and (2) the negative image of the PR industry. At 
that time, the advancement of information technology had made message delivery 
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more convenient. While the citizens’ democracy consciousness and public opinions 
were growing stronger and the corporate governance was increasingly complicated, 
corporations in the twentieth century stressed on the brand image, social benefi ts, 
and effi cient communication with internal and external stakeholders. Facing all 
sorts of changes and demands, the traditional PR measures were no longer suffi cient 
(Li et al.  2006 ). Moreover, the early PR measures advocated a single-way praising 
(Li  2007 ), which often resulted in an evasive strategy that downplays and glosses 
over the key issues or even a deliberate misrepresentation to bend the real problem 
(Li et al.  2006 ). These practices had led the journalists or even the general public to 
misunderstand PR; on the other hand, the emergence of corporate communication 
had provided the corporations a newer and a more dynamic communication  strategy, 
which at the same time enabled the “rebirth” of the PR industry, clearing the 
 previous negative images. 

 The concept of corporate communication was originated from America and 
 formally imported into Hong Kong in the 1990s. As an extension of the PR industry, 
CC however was an exceptionally young subject and profession, while there was no 
professional literature of the discipline until the fi rst of its kind,  Corporate 
Communication , was published in the 1994 (Li  2007 ). Nonetheless, in the mid- twentieth 
century, corporations already perceived PR and CC as related professions and 
started to set up a CC department or to reform the PR department into the name of 
CC, so as to cater to the journalists’ and the public’s need of open information and 
two-way communication. 

 According to Newspaper Clippings Image Database, 1  from 1977 till 1999, there 
were 203 entries which mentioned “corporate communication” or “Qiye Chuanxun” 
(the Chinese term for CC). The earliest entry was found in a news report in 1995. 
The found searches were mostly using the term in association with the professional 
positions, say, New World First Bus Assistant General Manager (Corporate 
Communication), the Corporate Communication Manager in The Hongkong and 
Yaumati Ferry, etc. Thus, it can be concluded that corporations and organizations 
mostly started the CC-related positions in the mid-1990s to focus on providing 
 various CC functions. 

 Corporate communication in the 1990s were chiefl y focused on assisting a 
 corporation in building and maintaining a vivid image, strategically executing 
 promotional campaigns, and handling media relations and event management. CC 
was no longer only responsible for holding promotional events for the companies 
but also was involved in the administrative management level to understand the 
company’s direction and development, so as to prepare the appropriate arrange-
ments and estimate the outcomes; thus, the discipline had acquired the name of CC 
(Sing Tao Daily  1999 ). CC corporations with a larger scale not only have provided 

1   Newspaper Clippings Image Database is composed by the integration of all newspaper clippings 
by The Hong Kong Polytechnic University Pao Yue-kong Library from 1977 till 1999. The 
 newspapers include South China Morning Post, The Standard, Hong Kong Economic Journal, 
Ming Pao, Sing Tao Daily, Oriental Daily News, The HKSAR Government Press Releases, and the 
Universities Press Releases. 
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crisis communication, media relations, and investor relations services but also have 
covered fi nancial relations, China media monitoring, and professional copywriting 
and translation services for international clients in the mainland market (Chen and 
Chen  2006 ). 

 Apart from CC trainings, professional programs in the name of CC started to 
emerge from the early 1990s. For instance, School of Journalism and Communication 
of The Chinese University of Hong Kong has started developing its CC master’s 
program in 1993 (The Chinese University of Hong Kong  2005 ). From then on, 
various institutions started CC-related programs one after another, say, the Public 
Relations Society and School of Professional and Continuing Education (previously 
as Department of Extra Mural Studies) of the University of Hong Kong have jointly 
restructured the course of “Introduction to PR” into a one-year Certifi cate Course in 
Corporate Communication (Li  2007 ). 

 CC practitioners not only should be equipped with timely knowledge but also 
need to acquire different language skills to cater to the society’s demands toward 
CC. Before the handover of Hong Kong, CC practitioners, especially those from 
multinational corporations, only wrote press releases in English, but not in Chinese. 
After the handover, CC started to value the Chinese media, as well as Chinese, the 
offi cial language of China (Yeung  2002 ). CC practitioners in Hong Kong must 
 master their biliterate and trilingual skills in order to cater to the needs of people 
from all parts of the world. Entering the twenty-fi rst century, China has entered the 
World Trade Organization; thus, corporations are more actively engaged in interna-
tional economic activities (Jiang  2002 ), while Hong Kong has also benefi ted from 
the event. Hong Kong-based PR companies consecutively establish their branch 
offi ce in Beijing, Shanghai, and Guangzhou to assist their clients and organizations 
in product and service promotions. Putonghua thus has become one of the necessary 
abilities for the new generation of CC practitioners (Chen and Chen  2006 ).  

1.2.4     The Twenty-First Century: The Growth 
of Corporate Communication 

 The twenty-fi rst century sets the expansion stage for the CC industry. Facing the 
ever-changing societal environment, CC in this period has further evolved, reformed, 
and tried to reposition. The current CC industry possesses two major characteristics: 
(1) the extensive application of new media and (2) the professionalization of CC 
functions. 

 The economic globalization and the advancement and popularization of information 
technology and the Internet have greatly motivated the development of the CC 
industry. The international popularization of the Internet has strengthened the 
 economic connections between countries. The more convenient collection, process, 
storage, and transmission of information have enabled different governments and 
corporations to gain access to information more quickly. CC, as an important 
 modern strategic operation and management function, has the primary function of 
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fostering two-way communication between the corporation and the stakeholders. 
The Internet is adopted by PR as the new media, which transmits information and 
messages faster and wider. While operating at a lower cost, the Internet also allows 
interactive communication. Thus, it is better than the traditional media. Moreover, 
corporations can dissemble internal information throughout the world via the 
Internet, while the public can access the relevant information from the web, which 
is highly benefi cial for enhancing a corporation’s transparency (Jiang  2002 ). A 
 survey investigation into the development of CC in China indicates that more and 
more corporations choose to promote corporate social responsibility via corporate 
websites, online news platforms, and corporate intranet systems (Wang and 
Goodman  2006 ). 

 Not only has the Internet brought CC into a new dimension; the emergence of 
social media has also transformed the way of operation in CC. According to a report 
published in March 2011 by an international communication consultancy company, 
Bite Communications, social media like Facebook, Twitter, Blogger, etc., not only 
have broken the traditional practice of promotion via conventional media but also 
have altered the corporations’ operational pattern in marketing strategies and brand 
establishment, fostering the continuous development of various communication 
aspects. The Executive Director (Asia Pacifi c) of Bite Communications, Mr. Paul 
Mottram, believes that CC is undergoing a stage of transformation, as a corporate 
image that no longer solely depends on the sculpturing by CC/PR department, but 
the customers’ criticisms from social media will also directly impact on the image 
of the corporation. Thus, a CC department is required to understand the distinctive 
characteristics of various social media and to utilize them in the communication 
tactics and strategies (Yang  2011 ). 

 The President of Hong Kong Association of Interactive Marketing (HKAIM), 
Mr. Francis Fong, indicates that social media has been widely accepted and used. 
Except of personal usage, some companies will even utilize them for commercial 
purposes. HKAIM earlier has conducted a survey regarding social media. All the 
interviewees were CC practitioners. About 70 % of them believed that social media 
can effectively bring positive word of mouth for the corporation, while about 
45 % of them indicated that social media was already part of the marketing and 
media strategies. On the other hand, 20 % of them would consider including social 
media in the advertising budget (Zhang  2009 ). 

 With the rapidly changing society and the increasing demands from the public, 
the emergence of new media has rendered the work of CC more sophisticated and 
professional. According to Li’s research, the modern CC functions can include 
 “corporate image and reputation management, corporate advertising, media  relations 
management, marketing communication, internal communication, fi nancial commu-
nication, corporate social responsibility, government relations, crisis management, 
and problem tracking and management” ( 2007 ). The above scholarly fi nding 
suggests that CC has taken on a vast range of functions. Among them, reputation 
management, media relations management, and Internet relations are the key CC 
functions (Wang and Goodman  2006 ). 
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 Corporate social responsibility (CSR) and crisis management are areas that 
twenty-fi rst-century CC practitioners need to address. CSR started to become one of 
the major development foci of corporations since the 1990s, which is also affected 
by a wide range of factors, say, globalization and trade liberalization. Thus, Hong 
Kong, as the 9th largest trading economy, must not neglect the importance and infl u-
ence of CSR toward the decision making of multinational corporations. 

 The development of CSR refl ects the ever-changing roles of community and 
stakeholders toward a corporation. With the increasing expectations, corporations 
are fi nding it imperative to deal with the environmental, societal, and economic 
pressures. In the Economic Forum held in 2005, Hong Kong Trade Development 
Council has indicated that “some of the business people have long known the 
importance of CSR, while the practice of CSR by individual corporations are 
usually motivated by a strong spirit of religion or philanthropy, aiming to enhance 
the benefi ts for the employees and community and to protect the environment” 
( 2005 ). Thus, corporations nowadays strive to meet the international standard of 
CSR, say, ISO9000, ISO14000, and SA8000. Meanwhile, CC also strives to promote 
CSR for corporations. 

 On the other hand, crisis management has been increasingly important. The 
 former president of Hong Kong Public Relations Professionals’ Association, 
Dr. Linda Tsui, mentioned that “The Hong Kong economy has been rapidly trans-
forming in these years. Facing various diffi culties in business, corporations cut 
costs, undergo mergers and acquisitions, restructure internal organization, and study 
ways to add value to resources in order to preserve their competitiveness” (2009). 
Coping with the harsh business environment and the internal and external instability, 
assisting the organization in repositioning, addressing the above problems, and 
explaining the companies policy to the media have become the everyday subjects 
for the PR and management personnel. 

 Despite the fact that the functions of CC are more delicate and professional, 
the division of CC, PR, and marketing remains vague and unresolved. Due to the 
similarities in nature and duties among the three industries, their names are mixed 
by the public and used in an intersubstitutable manner. 

 In the short term, the roles of CC, PR, and marketing await to be specifi ed; 
 however, in the near future, CC will keep on developing into a unique profession, 
which provides high-end communication strategies, executes various details, and is 
dedicated to fostering the relationship between the corporation and the internal as 
well as external stakeholders.   

1.3     Reviewing the Current CC Industry in HK 

 Corporate communication emphasizes the communication aspect between an 
 organization and the internal as well as external stakeholders. One of the key func-
tions of CC is to assist commercial, nonprofi t-making, and governmental 
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organizations in establishing good rapport with their stakeholders, so as to support 
the organization in portraying a positive persona and building a well-liked brand 
image. The following section will briefl y review the current CC industry in Hong 
Kong in six aspects: (1) the functions of CC, (2) the roles of CC practitioners, (3) 
the employment of the CC industry, (4) the importance of language ability for CC 
practitioners, (5) the CC courses and programs, and (6) the infl uence of professional 
organization on the development of the CC industry. 

1.3.1     The Functions of Corporate Communication 

 Corporate communication covers a vast variety of functions. In brief, the current CC 
industry in Hong Kong can be categorized into ten major functions: media relations, 
crisis management, internal communication, image management, community 
 relations, product brand management, government relations, investor relations, 
customer relations, and marketing communication. The functions are directly infl u-
enced by the nature of an organization. For instance, the PR department of Television 
Broadcasts mainly liaises with entertainment journalists from various newspapers 
and magazines, so as to promote their TV programs; the CC department of Po Leung 
Kuk, a nonprofi t-making organization in Hong Kong, focuses on designing promo-
tional events and promoting their services to the general public in Hong Kong. 

 Many big corporations or organizations have set up their own PR departments, 
but the naming of them varies according to the nature of the company’s business. In 
recent years, a lot of the companies rename their PR department to CC department, 
as they believe the new name can refl ect the nature of work more accurately. “PR” 
projects an image of “representing the public,” but a PR department’s works  actually 
also cover the other stakeholders, say, media, government, customers, and employ-
ees. To avoid the naming misconception, numerous companies started to rename 
their department of PR into CC. Besides, government departments in recent years 
also added PR/CC departments into their structure, which refl ects that PR/CC is 
gradually gaining its recognition and status.  

1.3.2     The Roles of Corporate Communication Practitioners 

 In the corporate communication industry, the nature of jobs is mainly divided into 
two categories, including (1) practitioners in professional PR/CC consultancy 
 companies and (2) in-house practitioners in PR/CC department of corporations. In 
brief, the former provide CC/PR service to their clients, while the latter provide 
their support to their own corporations. As they provide services to different clients, 
the nature of works among the two categories differs signifi cantly too. 

 Local PR/CC companies’ services cover a wide range of industries and profes-
sions; practitioners thus need to provide services to all sorts of clients,  including local/
foreign companies, commercial/nonprofi t-making organizations, and  large- scale/
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small and medium enterprises. The most signifi cant challenge is that  practitioners are 
required to serve multiple clients and process numerous tasks at the same time. In 
Hong Kong, most of the well-known large-scale PR companies are multinational, say, 
Weber Shandwick, which mostly serves international and famous corporations. For 
the local small- and medium-scale PR companies, their service targets are mostly 
local and mainland corporations. Comparing with the larger-scale fi rms, they have 
less manpower and resources, thus usually focusing their services on a certain func-
tion or on a certain industry. For example, Solutions Public Relations’ website states 
that their major services include event planning, press  conferences, marketing, prod-
uct promotions, advertising strategies, etc. Another example would be The Hoffman 
Agency, an international PR company which is dedicated to tailor-making CC plans 
for high-tech, telecommunication, and  consumer electronic corporations. Practitioners 
of the professional PR/CC companies are partners of their clients. They propose sug-
gestions and give opinions, while the fi nal decision is always made by their clients. In 
other words, their role is “consultant” (Zhao  2009 ). 

 In-house practitioners in PR/CC department of corporations play an entirely 
 different role than those in consultancy companies. In-house practitioners are the 
spokespersons of their companies. All of their works are related to the interests of 
their corporation; thus, they are responsible to their own company. They bridge the 
corporation to the external world by executing internal and external communication 
functions. On the other hand, they also provide consultancy service and process all 
communication materials to be released while at the same time help their companies 
in planning sustainable and effi cient PR strategies, so as to support and assist the 
senior management in decision making. Their range of tasks is directly correlated to 
the company’s scale and the CEO’s ideology and style of work. If they are working 
in a small fi rm, the company could only provide limited resources, which therefore 
may require them to deal with internal administrative tasks and other miscellaneous 
works. Apart from that, they need to be very familiar with the operations of the 
company and closely work with various departments. For instance, a practitioner 
working at the CC department of a bank not only should be capable of performing 
basic PR/CC tasks but also should understand the development of the banking 
industry as well as the related professional terminology, so as to be capable of 
 writing good and relevant press releases (Zhao  2009 ).  

1.3.3     The Employment of Corporate Communication Industry 

 In February 2012, there were 23,647 people employed in advertising- and PR-related 
positions. Generally speaking, people working in PR service suppliers and in-house 
CC/PR departments have more chance to take up CC-related tasks. Comparing to 
the data in 2010, the number of employees in PR service suppliers has increased by 
about 5 %, whereas that of in-house CC/PR departments has increased by about 
20 %. It can be concluded that there is an increasing number of senior management 
members in corporations who realize the importance of PR/CC toward the operation 
of a company. Thus, they are more willing to allocate resources to establish CC 
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departments and employ professional practitioners in processing communication 
tasks. Moreover, although the local PR service suppliers have been developing well, 
the total number of employees has slightly decreased. While there is a signifi cant 
increase in the number of supervisory-level employees, that of the executional level 
has decreased (Fig.  1.1 ).  

 In 2012, the total number of employees in the mass communication industry is 
34,895. The advertising and PR industry is considered to be a knowledge-intensive 
sector, requiring more highly educated talents. It is observed that employers 
 generally preferred their employees (85.2 %) to have tertiary qualifi cations. 
According to the survey, almost 90 % of managerial-level employees are preferred 
to have a bachelor’s degree. As for the supporting- or technical-level employees, the 
requirement is slightly lower; about 70 % of employers preferred them to have a 
diploma/higher certifi cate/certifi cate or above qualifi cations (Fig.  1.2 ).   

1.3.4     The Importance of Language Ability for Corporate 
Communication Practitioners 

 To become a successful corporate communication practitioner in this highly 
 competitive industry, mastering the biliterate and trilingual language skills is one of 
the basic requirements. Over half of the employers of the PR/CC industry indicate 

Job Level Preferred Educational Level Percentage

Managerial Bachelor Degree 88.2%
Supervisory Bachelor Degree 78.0%
Executional Bachelor Degree 51.4%
Supporting /

Technical
Diploma / Higher Certificate /

Certificate 63.5%

  Fig. 1.2    Preferred educational level of CC/PR practitioners ( Source:  Vocational Training Council 
 2012 )       

Job Level
PR Services Suppliers In-house CC/PR Departments

2010 2012 Comparison 2010 2012 Comparison

Managerial 313 314 +0.0% 631 1 080 +71.2%

Supervisory 490 553 +12.9% 949 1 320 +39.1%

Execution al 1149 973 -15.3% 1501 2 677 +78.4%

Total 1952 1 878 -3.8% 3081 4 036 +31.0%

  Fig. 1.1    Employee numbers of PR service suppliers and in-house CC/PR departments ( Source:  
Vocational Training Council  2012 )       
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that their employees need to improve their Putonghua ability, so as to enhance their 
competitiveness in the market. Moreover, over 40 % of the employers believe that 
their employees need to improve their English ability. In other words, the language 
ability of a CC/PR practitioner is evidently important (Fig.  1.3 ).  

 More and more international PR companies enter the China market in the form of 
wholly foreign-owned enterprise. They mostly rely on local PR fi rms’ assistance dur-
ing the process. Apart from that, numerous policies and events also create  opportunities 
for local and mainland PR companies to collaborate, say, closer economic partnership 
arrangement (CPEA), Asian Games 2010 in Guangzhou, and Expo 2010 Shanghai 
China. Local PR/CC practitioners therefore must possess the relative skills and knowl-
edge, especially the bilingual language skills of Chinese and English. 

 Being recognized by the public, the functions of PR and CC have been penetrating 
among all walks of life, including high-tech manufacturing, telecommunication, 
automobile, medicine, fi nance, and insurance industry, which all are profession- 
oriented industries. They have more high-level and diversifi ed demands; thus, 
practitioners are required to equip themselves with relevant professional 
knowledge, good command of foreign language skills, and profi cient writing ability 
to deal with the impact from globalization. 

 Knowing the way of life of the media, being outgoing, having good commu-
nication skills, and understanding the servicing industry are the basic require-
ments for a PR/CC practitioner, while having a good command of Chinese and 
English ability, researching and analytic skills, and basic business etiquette can 
further enhance the working process. Practitioners are responsible for preparing 
various documents and writings, including proposals, advertisement copies, 
event rundowns, speeches, and emcee scripts. Thus, profi cient Chinese and 
English writing skills are extremely important in the industry. The Vice President 
of Hong Kong Association of Mainland Graduates, Ms. Li Huan, who has exten-
sive experience in the PR industry, has briefl y illustrated the current PR indus-
try: “The high turnover of staff is one of the characteristics of the PR industry. 
Soft skills, profi cient language skills, perseverance, and endurance are the 
basics in becoming a practitioner. PR as one of the most interactive professions 
emphasizes communication” (Hong Kong Association of Mainland Graduates 
 2011  as cited in Ngai and Ng  2011 : 34). 

Skill/Knowledge Rank PR Services Suppliers
In-house CC/PR

Departments

Putonghua 1 55.7 52.8

Spoken English 2 46.2 47.6

Written English 3 43.8 39.4

Written Chinese 4 32.4 34.6

  Fig. 1.3    Preferred educational level of CC/PR practitioners ( Source:  Vocational Training Council 
 2012 )       
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 Research Centre for Professional Communication in English of the Department 
of English at The Polytechnic University has conducted a survey entitled 
“Language Use in the Professional World in Hong Kong” (1999–2002). The 
results have shown that the business world in Hong Kong highly values employ-
ees’ English ability. The leader of the research, Dr. Stephen Evans, further 
explained that English has increased in importance since the handover in 1997. 
PR professionals must possess a good command of English communication skills 
to gain a higher chance in  promotions (Chu  2011 ). In other words, the PR indus-
try demands the practitioners a higher level of language profi ciency than the 
other industries. Even for the novice employees, there is a chance that they will 
be immediately assigned tasks that involve writing, say, drafting press releases 
and proposals. Thus, having profi cient language skills is a must for the PR 
persons.  

1.3.5     The Corporate Communication Courses 
and Programs in Hong Kong 

 Due to the increasing demand in PR/CC professionals, multiple local universities 
and tertiary institutions have started CC-related courses and programs. 

 Different institutions offer different degrees of CC-related training. For master’s 
programs, there are MSSc in Corporate Communication offered by the School of 
Journalism and Communication in The Chinese University of Hong Kong and MA 
in Integrated Marketing Communication offered by the City University of Hong 
Kong. For degree programs, there are the Advertising and Public Relations course 
offered by the School of Journalism and Communication in The Chinese University 
of Hong Kong, the Organizational Communication course offered by the School of 
Communication in Hong Kong Baptist University, and the BA (Hons) in Chinese 
and Bilingual Studies offered by the Department of Chinese and Bilingual Studies 
in The Hong Kong Polytechnic University. For other tertiary education programs, 
there are Postgraduate Diploma in Public Relations and Corporate Communications 
and Higher Diploma in Corporate Communications and Management offered by 
the School of Professional and Continuous Education in The University of Hong 
Kong, Associate of Arts Programme in Marketing and Corporate Communication 
offered by The Chinese University of Hong Kong Tung Wah Group of Hospitals 
Community College, Advanced Diploma in Corporate Communication and Public 
Relations offered by the School of Continuing Education in Hong Kong Baptist 
University, Higher Diploma in Corporate Communication offered by The Hong 
Kong Polytechnic University – Hong Kong Community College, etc. From the 
above, it is obvious that the Hong Kong education is putting more effort in nurtur-
ing CC talents.  
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1.3.6     The Infl uence of Professional Organization 
Toward the Development of the Corporate 
Communication Industry 

 Unlike public relations, corporate communication in Hong Kong is yet to become 
popular. As a result, there are still no associations under the name of CC. On the 
other hand, some of the existing PR organizations started to include elements of CC, 
motivating the development of the industry. The nonprofi t-making PR organizations 
include Hong Kong Public Relations Professionals’ Association, International 
Communication Association (Hong Kong Branch), and Council of Hong Kong 
Public Relations Firms. 

 Hong Kong Public Relations Professionals’ Association publishes their newsletter 
regularly to review their held activities, say, corporate site visits. It also holds 
 seminars to discuss how social service organizations can build partnerships with the 
media. Their meetings and conferences foster knowledge and experience exchange, 
while their PRPA awards encourage and recognize good CC/PR practices of corpo-
rations and practitioners. 

 International Communication Association (Hong Kong Branch) and Council of 
Hong Kong Public Relations Firms both offer training courses, activities, and exams 
for their members. Taking Council of Hong Kong Public Relations Firms as an 
example, its members can participate in the regular exams to obtain professional 
qualifi cations. The topics of exams cover industry code of ethics, business knowl-
edge, trends of public relations, etc. International Communication Association 
(Hong Kong Branch) is even directly related to CC. Its aim is to assist practitioners 
in learning more about communication, planning strategically, and hybridizing 
one’s own profession to CC, so as to help them build good partnerships with their 
clients.   

1.4     Latest Development of CC in Hong Kong and China 

1.4.1     Recent Studies on Trends and Practices 
of CC in Hong Kong and China 

 Large-scale PR/CC trend and practice studies including Corporate Communication 
Practices and Trends: United States and European Communication Monitor have 
been conducted in Europe and the USA. Their fi ndings have suggested that the PR/
CC industry in the USA and Europe has metamorphosed in terms of role and nature. 

 In fact, the Corporate Communication Practices and Trends: United States (2001, 
2003, and 2005) of Corporate Communication International (CCI) and European 
Communication Monitor (2008, 2009) have clearly indicated that PR/CC plays a 
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major role in planning and decision-making processes, i.e., a strategic role for most 
organizations in the USA and European countries at the turn of the twenty-fi rst 
century (Goodman  2001 ,  2003 ,  2005 ; Zerfass et al.  2008 ,  2009 ). 

 Comparing CCI CC Practices and Trends: United States in 2001 and 2011, the 
key functions of CC have gradually diversifi ed and evolved. Contrast this: only 12 
items are found on the list of key functions of CC in 2001, whereas since then, 27 
items are on the list in 2011 (Goodman  2001 ; Goodman and Genest  2011 ). It is 
obvious that the role and responsibilities of CC have been evolving and transforming 
and indeed metamorphosing in the USA and other developed countries ( 2001 : 5, 
Goodman and Genest  2011 : 10). It would be interesting to observe if a similar 
pattern of development would take place in the PR industry in Hong Kong and 
China as there are scholars conjecturing that a more strategic role of PR/CC would 
eventually emerge in corporate China (Hu  2005 ; He and Xie  2009 ). 

 Quite a number of descriptive reviews and quantitative studies are delivered on 
the practice and development of PR/CC in Hong Kong and/or China (Yeung  2002 ; 
Hung, and Chen  2009 ; Wang and Chaudhri  2009 ; Li et al.  2010 ; Ngai and Ng  2011 ; 
Li et al.  2012 ). Apart from the above works, several survey studies on the trends and 
practices of PR/CC in Hong Kong and China have been undertaken and published 
by CCI and the Hong Kong Chapter of CCI (CCI- HK) (So et al.  2012 ). 

 According to the 2008 CCI study in China, Wang contended that “the role and 
corporate communication among Chinese companies are primarily driven by 
 marketing and publicity needs” ( 2008 : 5). On the contrary, the fi ndings of 2010 
CCI study in China concluded that managing and improving corporate image and 
 reputation are more emphasized than the marketing and publicity needs (Feng 
and Goodman  2010 ). Recent fi ndings published in the Public Relations Review 
have also confi rmed the change of role and functions of PR in China (Li et al. 
 2012 ). The changing dynamics of their survey fi ndings evidently point to the 
notion that the nature and role of PR/CC in China have metamorphosed into a 
strategic position. In fact, similar patterns of development are also found in the 
Hong Kong studies. CCI-HK has published two survey studies to establish a profi le 
of the CC practitioners and explore the strategic role and functions in Hong Kong 
(So et al.  2013 ). 

 To present a comprehensive view of the industry’s development, a triangulation 
of quantitative and qualitative research is required (Oliver  2004 : 375–376). Yeung’s 
thesis entitled An Overview of Public Relations in Hong Kong and its Political, 
Economic and Cultural Context ( 2002 ) has covered the development and contexts 
of the PR industry in Hong Kong by interviewing the PR practitioners. Later on, the 
changes on role and functions of PR/CC in Hong Kong were also discussed in New 
Trends in Corporate Communications: Language, Strategies and Practices (Ngai 
and Ng  2011 ). However, these studies are either dated or too descriptive. 

 As suggested by Li, Cropp, Sims, and Jin ( 2012 : 708), “In-depth interviews of 
Chinese practitioners as well as follow-up practitioner surveys need to be conducted 
to triangulate the new fi ndings.” Thus, an in-depth qualitative study that aimed at 
interviewing senior and experienced PR/CC practitioners who have been engaged in 
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the change is urgently needed to unfold how PR/CC industry has metamorphosed in 
terms of its role and functions, and to portray the new landscape of [the] PR/CC 
industry in Hong Kong and China in a globalizing era was conducted by the authors 
(Ngai and Ng  2013 ). Highlights of this study are placed on (1) the strategic role of 
PR/CC in practice, (2) the language and communication strategy adopted in the 
globalizing era, and (3) the establishment of professional code and body. 

 Eight PR/CC practitioners with substantial working experiences in the PR/CC 
industry in Hong Kong were invited to attend an individual, standardized, and open- 
ended interview with the authors. These seasoned practitioners have had 13–45 
years of PR/CC working experience and served in major multinational or local 
 companies from key industrial sectors in Hong Kong. 2   All of the participants have 
rich PR/CC working experiences, and their work locations have covered Hong 
Kong and/or Mainland China. It is believed that interviewing the practitioners with 
extensive fi eld experiences from prominent international and local organizational 
brands in key industrial sectors allows us to garner in-depth information and critical 
understanding of the patterns and developmental trends of the PR/CC industry in 
Hong Kong and China (McNamara  1999 ). 

 Each participant was interviewed with a set of standardized, open-ended 
 questions in a 60-minute face-to-face interview. All interviews were recorded, 
transcribed, and analyzed using macroanalysis and open coding (Corbin and Strauss 
 1990 ) to reveal the related information in response to the research questions.  

1.4.2     The Change in the Role and Functions 
of the PR/CC in Hong Kong and China 

 As observed in the qualitative study conducted by Ngai and Ng ( 2013 ), there is a 
notable change in the role and function of PR/CC in Hong Kong and China in both 
horizontal and vertical dimensions. Most participants agreed that modern PR/CC in 
Hong Kong and China has a more diversifi ed role and function. The conventional 
function mainly dealt with advertising and marketing, whereas modern PR/CC has 

2   The key industrial sectors in Hong Kong include fi nancial services (viz., banking, insurance, and 
other fi nancial services), tourism (viz., inbound and outbound tourism, transportation), trading and 
logistics, professional services (viz., covers legal, accounting, auditing, architecture, and engineer-
ing activities, technical testing and analysis, scientifi c research and development, management and 
management consultancy activities, information technology-related services, advertising, special-
ized design and related service, etc.), and other selected industries (viz., cultural and creative 
industries, innovation and technology, medical services, testing and certifi cation services, educa-
tion service, environmental industries) that are categorized by the Census and Statistics Department 
of the Government of Hong Kong Special Administrative Region in its  The Four Key Industries 
and Other Selected Industries in the Hong Kong Economy Report  published in 2013. Further 
information could be retrieved from the following web link:  http://www.censtatd.gov.hk/hkstat/
sub/sp80.jsp?productCode=FA100099 
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extended into the other functional areas in corporations including HR, marketing, 
public affairs, etc. 

 One senior practitioner from a global commercial bank cited a wide spectrum of 
CC responsibilities when he fi rst arrived at his company:

  CC department have to handle media relations, crisis management, speech writing, internal 
publications, advertising, investment relations and community relations. 

   He has also made a comment about a lack of defi nition in the role and function 
of modern PR/CC:

  CC is in lack of a certain position of defi nition. CC encompasses a really wide range of 
disciplines. 

   A similar annotation has been made by the Director in an international company 
from the professional service sector:

  The work of CC professionals does not have any specifi c or concrete job description. 

   Nonetheless, it is generally agreed that media relations, internal communication, 
corporate branding, and CSR are the most commonly identifi ed functions of the PR/
CC industry in Hong Kong and China (Ngai and Ng  2013 ). 

 In addition to the emergence of horizontal diversifi cation of role and functions, 
modern PR/CC practitioners are also expected to get increasingly involved in the 
strategic planning of companies (Ngai and Ng  2013 ). A seasoned practitioner in 
global fi nancial service claimed:

  Another role of a CC department is to give advice on the operating strategy of corporations. 
Some senior management may treat CC as a role of saving the face for corporation if there 
is any problem or crisis but the truth is that CC should play a more important role to take 
part in strategic planning for corporation so it can maintain the corporate image stably. 

   The Director from a professional service provider has also suggested:

  CC professionals have to have the ability to handle different kinds of job. The more 
 important thing is that they have to work with the senior management to decide communi-
cation and branding strategy of corporations in order to bring corporations to the next level. 
Otherwise, they are only supporting role of corporations. 

   And she added:

  From my working experience in the past, the most important CC function does not equal to 
the CC function practiced the most… CC professionals have a more important role to play 
in this aspect. They have to give colleagues from other departments instructions of how to 
maintain good relationship with clients and different stakeholders strategically. 

   Matching perceptions are also held by the PR agent and Manager from a  company 
of the electrical, mechanical, and building technology sector as the keywords like 
“strategy” and “strategic” have consistently been brought up in their interviews 
(Ngai and Ng  2013 ). It is also noteworthy that the strategic planning work of CC is 
not confi ned to communication and branding strategy externally, but also pursued in 
company policy internally.  
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1.4.3     Language and Communication Strategies Practiced 
by PR/CC Professionals in Hong Kong and China 

 Apart from the change of role and function in CC, all participants believed that 
language competence in Chinese and English is essential to PR/CC practitioners in 
Hong Kong and China as both internal and external corporate communication tasks 
may have to be conducted in an Anglo-Chinese as well as Cantonese-Putonghua 
biliterate and trilingual manner (Ngai and Ng  2013 ). Especially for multinational 
companies operating in Hong Kong and China, internal communication has to be 
carried out in both Chinese and English as many senior staff and managerial staff 
are often non-Chinese speaking. The resumption of sovereignty and business expansion 
to China has, on the other hand, promoted the use of Chinese including Putonghua 
in corporate communication in the twenty-fi rst century. The adoption of biliterate 
and trilingual communication could facilitate cross-cultural communication within 
and outside an organization. 

 Further to the practice of biliteracy and trilingualism, half of the participants 
 suggested that a precise and consistent delivery of message in both internal and 
external communication for a corporation to enhance reputation and message per-
suasiveness is vital in PR/CC nowadays. As quoted from one of the participants:

  The accuracy and sensitiveness of language in communication will defi nitely enhance 
stakeholder relations. When you can express a message clearly with the right wording to 
clients, your company will have a good impression among your clients… If there is consistency 
within the text and event, it will make the message more powerful and impressive. Also, it 
will avoid any ambiguity. 

   Highlight is also given to the consistency between corporate message and 
 corporate value. The participants have reiterated that the alignment of messages and 
corporate value could enhance stakeholder communication (Ngai and Ng  2013 ), 
especially in branding campaign and promotional events. 

 It is interesting to note that half of the participants confi rmed the importance of 
using social media to enhance communication with young stakeholders. But they 
did worry about the risk of information leakage and security issues. One participant 
pointed out that the need for using social media as a communication channel varies 
from one industry to another. One participant who works for a PR agency has even 
commented that social media communication strategy may not be useful if the 
 corporation is engaged in business to business service.  

1.4.4     Code of Practice and the Need for Professional Body 

 Several studies in the early 2000s shed light on the inadequacy of PR professionalism 
in Hong Kong. Local PR practitioners in the 1980s are severely criticized by the 
media and the public on account of their spinning practices (Li et al.  2006 ; Ngai and 
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Ng  2011 ). It is therefore important to ascertain if such upheld norms have changed 
since then. 

 Two-thirds of the participants in Ngai and Ng’s study emphasized the importance 
of dissemination of “true” information, especially in media communication and  crisis 
management ( 2013 ). Some of them have highlighted the keyword “honesty” in their 
views. Here is a direct quote from a senior practitioner in public utility service:

  Of course, we have to be honest about the event but when we have enough information of the 
event, what we can do is to provide the information we can and we could say anything without 
reservation. In fact, when we disseminate information, we have to think about the conse-
quence very carefully since the operation of our company is closely related to the public. 

   It seems apparent that PR/CC executives in Hong Kong and China understand 
the signifi cance of integrity as refl ected in such rhetoric as “truth telling” and “hon-
esty” in building trust with media and general public (Ngai and Ng  2013 ). At the 
same time, they still have their stand fi rm on the protection of corporate interest. As 
a top PR/CC executive in a global commercial bank contends:

  The role of CC is to intermediate communications to maintain the reputation of companies 
so CC is a disseminator of information to make sure the reputation of corporations is main-
tained… it is your job to present a positive view of the company, and it is your job to protect 
its reputation. At the end of the day, if the results are rubbish, so you need to defend and 
ensure the least damage being done to your company but not to tell lies. 

   It seems that PR/CC practitioners today have been trying very hard to strike a deli-
cate balance between “telling the truth” and “spinning” positively when  communicating 
with external stakeholders (Ngai and Ng  2013 ). One of the possible solutions to make 
sure “honest” communication is practiced in Hong Kong and China is to establish a 
licensing professional body to monitor ethical conduct of CC practices/ethics of CC 
practices (Li et al.  2012 ). The views of the interviewees are diverse toward this advo-
cacy (Ngai and Ng  2013 ). Two participants indicated their support toward the estab-
lishment of a profession body which could facilitate the offi cial exchange of 
information and experience between practitioners, while three participants are skepti-
cal about establishing a licensing body for the industry in Hong Kong and China, 
especially when the profession per se is yet to be defi ned (Ngai and Ng  2013 ).  

1.4.5     Further Thoughts 

 At the turn of the twenty-fi rst century, PR/CC in Hong Kong and China has entered 
into a new phase in which diversifi ed functions and strategic role are observed. The 
diversifi cation of functions and strategic role in corporate planning are in tandem 
with the global development of the PR/CC industry (Ngai and Ng  2013 ). According 
to the latest survey research (So et al., 2011–2013), there is an increase in the 
involvement of PR/CC in the planning of communication strategy and corporate 
policy. Today, PR/CC professionals in Hong Kong and China have acquired more 
strategic roles and functions in corporations and sizeable organizations. 
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 However, as concluded by the participants, this strategic role of PR/CC is mostly 
found in giant-size corporations, especially multinationals (Ngai and Ng  2013 ). In 
small- to medium-sized local corporations, PR/CC departments or units are still 
engaged with conventional communication tactics for dissemination of information 
to stakeholders like the mass media and customers. In other words, their role is 
merely tactical, and the functions are basically market and media oriented (Ngai and 
Ng  2013 ). 

 Concerning the question on language and communication strategy, most partici-
pants are conscious about the use of bilingual communication and the production of 
precise and consistent message in both internal and external communication. 
Nevertheless, none of the participants considered the importance of two-way 
 communication strategy to mediate between corporation and dominant stakeholders 
(Ngai and Ng  2013 ). 

 Taking the global trend of CC and the empowerment of stakeholders (Argenti and 
Barnes  2009 ) into consideration, there is a stronger need for engaging a two- way 
communication and dialogue between corporations and stakeholders (Ngai and Ng 
 2013 ). One possible way to create an interactive communication platform to encour-
age a two-way communication between the company and its stakeholders is the use 
of new media and social media (Ngai and Ng  2013 ). Argenti and Barnes in their book 
 Digital Strategies for Powerful Corporate Communications  have suggested that it is 
essential for communication executive to maintain a corporate blog that “opens the 
organization up to conversations with all stakeholders, media included” ( 2009 : 85). 

 Examining the situation in Hong Kong and China, there seems to be an underuse 
of new media and social media to engage stakeholders in this “direct interface” age 
(Ngai and Ng  2013 ). In 2010, there are in total 234 corporations listed in Hong 
Kong Blue Chips, Hong Kong Red Chips, Shanghai Composite Index, and Taiwan 
Weighted Index, and 225 (96 %) of these companies have corporate website. 
Nonetheless, less than 10 % of these corporations are actively engaged in the use of 
new media and social media. It is obvious that there is much room for PR/CC 
practitioners to consider using the social media to foster dialogue between companies 
and their stakeholders (Ngai and Ng  2013 ). 

 Eying into the future, it would seem necessary to establish a professional body to 
guide and monitor the practice of professionals to ensure that the status of PR/CC can 
be perceived as a genuine profession in Hong Kong and China (Ngai and Ng  2013 ). 
Yet the establishment of a licensing body remains controversial. Heated debates and 
rigorous arguments are sparked off on whether a professional licensing body of PR/
CC should be introduced in the USA (Parkinson and Parkinson  2003 ). The rationale 
behind the need for establishing a licensing body and the arguments against the 
licensing is explained and discussed in the study by Parkinson and Parkinson ( 2003 ). 
There is yet a consensus to be reached on the issue, and thus, the licensing of the PR/
CC profession is still an open issue in the Chinese contexts (Ngai and Ng  2013 ). 

 Currently, the Hong Kong Public Relations Professionals’ Association (PRPA) 
has been responsible for promoting the Code of Professional Standards and provid-
ing professional PR/CC training in Hong Kong since 1995. Nevertheless, the PRPA 
is not an offi cial licensing organization and cannot monitor and supervise  professional 
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practices. It is hoped that PR/CC practitioners and related government bodies in 
Hong Kong and China could consider constituting a professional licensing body in 
the future for benchmarking professionalism of PR/CC practices in Greater China.      
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    Chapter 2   
 A Review of Corporate Communication 
Practices and Trends in the USA and China 

             Michael     B.     Goodman    

    Abstract     For almost two decades, CCI (Corporate Communication International) 
has conducted research on practices and trends in the fi eld in the USA, Europe, 
South Africa, and China. This chapter reviews the results of those studies done in 
the USA and China (  www.corporatecomm.org/studies    ).     

2.1      Introduction 

 The communication role in corporations has evolved dramatically in response to an 
explosion of new digital communication technologies. Corporations have also adapted 
to expanding global networks within organizations. Communication is more complex, 
strategic, and vital to the health of the organization and will only gain in its impor-
tance in an economy driven by information. It is tied to the messages created for all 
audiences – internal and external, paying and nonpaying. This defi nition refl ects the 
importance of communication for successful corporate performance:

  Corporate communication is the term used to describe a variety of strategic management 
functions. Depending on the organization, corporate communication includes: public 
relations; crisis and emergency communication; corporate citizenship; reputation 
 management; community relations; media relations; investor relations; employee rela-
tions; government relations; marketing communication; management communication; 
corporate branding and image building; advertising. (Goodman and Hirsch,  Corporate 
Communication   2010 , p. 15) 

 Even in the best of times, the motives of global businesses are brought into 
 question by media communication experts such as  New York Times  columnist David 
Carr, which in turn infl uences the distrust of business by the general public. Such 
daunting public skepticism of corporate business practices – such as the accounting 
fraud by Enron in 2001 or the collapse of the fi nancial markets in September 2008 
triggered by the subprime mortgage scandals – demands that corporations con-
stantly and consistently demonstrate their ethical behavior. The transformational 
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impact of social media and the Web requires corporations to cultivate both media 
and technological expertise. The changes in technology have made the corporate 
communication function even more strategic and important for the role of corporate 
communication to create trust.  

2.2     CCI Corporate Communication Practices 
and Trends US Study 2013 

 The CCI Corporate Communication Practices and Trends US Study 2013 1  confi rms 
that corporate communication is a strategic management function. Chief communi-
cation offi cers identifi ed the strategic importance of corporate communication as 
“the ability to develop trust [with] … our customers, our shareholders, the communities 
where we live and work, and our employees…” as well as the creation, maintenance, 
and repair of the “… overall reputation of the fi rm,” by “… incorporating corporate 
communication in the decision-making process.” The results of the CCI Study 2013 
have signifi cant implications for professional practice worldwide, centered on these 
ten key fi ndings:

    (1)    The transformation of the discipline accelerates with new emphasis on internal 
communication, specifi cally employee engagement, corporate culture, and the 
Intranet as well as external communication with an emphasis on media and 
public relations and corporate citizenship. The ubiquity of these functions 
defi nes the discipline of corporate communication in 2013: strategy and  policy, 

1   Christina Genest, CCI Associate Director, and Kelley Bertoli, Susanne Hoelzlwimmer, Lauren 
Wolman, Research Assistants, worked on all aspects of the 2013 study. For 2013, the overall goal 
of the CCI Corporate Communication International “Practices and Trends Study” was to outline 
and analyze the  state of the art  for corporate communication practice in publicly traded, multina-
tional companies. It was determined in the fi rst CCI study in 2000 to focus on publicly traded 
companies for several reasons. First, information in such companies is public and more readily 
accessible. Second, public companies are often in the vanguard of corporate practices because of 
the pressures of the capital market, their need to respond to the media, and the realities of the 
global marketplace. And fi nally, public companies have a greater understanding that their “license 
to operate” comes from public approval and is maintained by public trust. 

 The CCI Study 2013 continues the studies from 2000 to 2011. CCI Corporate Communication 
International determined that the practices and trends study could be conducted every two years, 
and this cycle of research was implemented with the study in 2005. In years the practices and 
trends study was not conducted, the focus of CCI’s research has been on particular issues that have 
an impact on the profession. In 2006 and 2008, CCI conducted benchmark studies of the Corporate 
Communication Practices and Trends in China. A CCI study was also conducted in China in 2010 
and reported in June 2011 at the CCI Annual Conference in New York City. In 2008, CCI, along 
with research partners in South Africa, conducted a benchmark study in South Africa. Information 
gathering for these benchmark studies was based on previous CCI research studies as well as other 
studies of public relations and public affairs such as Chen ( 2004 ). 

 For the 2013 research, we also compared the results with the CCI studies from 2000 to 2011. 
The results of these studies are posted on the CCI website at  www.corporatecomm.org/studies . 
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employee engagement (internal), media and public relations, executive 
communication, crisis communication, Intranet communication, and reputation 
management. Empowering both employees and customers presents an excel-
lent opportunity for success.   

   (2)    Global economic uncertainty creates continued pressure. More robust budgets 
refl ect the increased need for corporate communication. Steady but moderate 
staff increases refl ect corporate caution in response to the global economic 
uncertainty. Communication executives remain optimistic that their budgets 
will not be “among the fi rst to be cut,” refl ecting the value of the function. 
Nevertheless, limited resources continue to drive corporate communicators to 
identify priority actions and to accomplish even more with reduced resources. 
The opportunity remains for executives to leverage the corporation’s culture 
and its employee “ambassadors” through media technology to provide  strategic 
advantage and value for the enterprise.   

   (3)    Renewed emphasis is placed on building positive corporate culture and employee 
engagement (corporate character) in response to volatile global  conditions, 
changing business and media models, “big data,” and the networked enterprise. 
This internal focus acknowledges the essential role that employees play in the 
networked enterprise, and it underscores the urgency to boost employee morale. 
Chief communication offi cers characterized the infl uence of uncertainty – 
political, fi nancial, technological – on the practice of corporate communication 
as “the economic realities [that] pervade our messaging,” “made transparency 
far more top of mind” as executives “communicate more, but carefully.” 
Uncertainty also fuels the reluctance to hire full-time staff. The opportunity to 
position the enterprise for a slow global economic recovery or protracted global 
economic weakness is a result of the “focus on business imperatives”; corporate 
offi cers seek communication “…advice or counsel… more frequently.”   

   (4)    Social media loses a bit of its luster despite dramatic increases in complexity 
and speed in corporate practice. Reversing a 4-year upward trend, in 2014, 
communication offi cers reported decreased responsibility for the social media 
function (76.8 %,  down 7.5 % from 2011 ) and its budget (relatively fl at at 
73.2 %,  down 1.3 % from 2011 ). They also reported decreased use of vendors 
for social media (24.1 %,  down 14.7 % from 38.8 % in 2011 ). However, 
Intranet responsibility at 91.1 % was up 2.9 % and Intranet budget was up 
3.3 %. The shift to focus on internal audiences through social media under-
scores the demographic changes in media use among younger professionals 
who prefer social media over e-mail.   

   (5)    Communication executives continue to see their primary role as “counsel to 
the CEO” and “manager of the company’s reputation.” Strategic communication 
counsel has been cited as the primary role for corporate communication 
officers since the fi rst CCI study more than a decade ago. Nevertheless, 
reputation management has cooled in importance and in budget allocation as 
employee engagement takes on a higher priority. Executives now consider 
their employees as corporate ambassadors to external audiences, and that shift 
in focus becomes an important element in reputation management. 
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  Respondents  Ranked  the Following Functions that Best Describe Their 
Role* 

  1.    Counsel to the CEO and the Corporation (3.94)   
  2.    Manager of company’s reputation (4.27)   
  3.    Manager of employee relations (internal comm.)  (5.00)    
  4.    Manager of the company’s image  (5.04)    
  5.    Source of public information about the company  (5.52)    
  6.    Advocate or “engineer of public opinion”  (5.64)    
  7.    Driver of company publicity  (6.34)    
  8.    Branding and brand perception steward  (6.59)    
  9.    Corporate citizenship champion  (6.96)    
  10.    Manager of relationships – co. and  all  key constituencies  (7.09)    
  11.    Member of the company’s strategic planning leadership team  (7.63)    
  12.    Manager of relationships – co. and  non -customer constituencies  (8.15)    
  13.    Support for marketing and sales  (9.32)  
  *Response average: lower number equals higher ranking – 1–13     

They identifi ed several actions necessary to manage the corporation’s 
 reputation successfully: “Consistency in communication and corporate strategy,” 
“strong alignment with all stakeholder communications,” and “authenticity.” 
One executive outlined such positive behavior as “awareness of perceptions 
and attitudes about your company, acceptance of those attitudes, and a willingness 
to take bold steps to change them.”   

   (6)    Although still relatively low, responsibility for the management of the investor 
relations function enjoys a limited comeback (17.9 % or 2.2 % higher than in 
2011) and 13.6 % of communication offi cers report an increase in their IR 
budgets. Corporate communication continues to retain overwhelming respon-
sibility for the annual report function and budget responsibility. Communication 
with shareholders, the capital markets, and other stakeholders remains essential. 
The opportunity remains for executives to develop and communicate strategic 
understanding of the volatile business environment.   

   (7)    Political, fi nancial, and technological uncertainty drives sharp focus on business 
imperatives. “It has made corporate communication a part of every important 
discussion and decision, and executives now run their teams ‘like a never-ending 
political campaign with polling, qualitative listening, messaging, and rapid 
response….’” The speed and complexity of information exchange and com-
munication makes transparency and engagement more effective management 
strategies than command and control. The post-email environment offers an 
opportunity, as well as a strategy, to move beyond third-party intermediaries 
and engage internal and external audiences directly.   

   (8)    Chief communication offi cers characterize the success factors for reputation 
management as “Integrity, transparency, performance, board/leadership 
buy- in.” The forces of transparency, corporate culture, and social media reward 
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corporations whose actions are aligned with the expressed social values of the 
enterprise. Leading practice empowers employees, executives, and customers 
to build a positive, ethical, and effective corporate culture that also makes a 
profi t.   

   (9)    Use of vendors for issues management increases. By contrast, use of vendors 
decreases for Internet (down 13.8 %), Intranet (down 12.8 %), and social 
media (down 14.7 %). Communication executives use vendors primarily to 
help with critical functions such as public relations, media relations, advertising, 
annual report, and crisis and emergency communication. Chief communica-
tion offi cers have returned to the development of the capability and expertise 
internally while retaining the ability to ramp up as necessary with vendors, 
“interns,” and “contingent workers.” Nevertheless, global agencies continue to 
offer expertise without long-term employment commitments.   

   (10)    Top corporate communication offi cers are younger (21.9 % 20–44) but still 
middle aged (52.8 % 40–55). There are fewer baby boomers. They are paid 
comparatively well. Their salary remains high despite a sluggish economy 
(40.8 % above $300 K). They are better educated (50 % hold a master’s 
degree). In a signifi cant  reversal of a 6-year trend , the number of female 
 communication executive offi cers who responded increased 16.1 % from 
2011. The trend continues toward an expanded skill set with greater emphasis 
on business acumen (1 out of 4 holds an MBA). As the discipline continues to 
evolve, there is a unique opportunity to leverage the leadership experience of 
managers and the competencies of new staff.    

  In the interviews CCI conducted, communication offi cers identifi ed  their top 
critical issues  in corporate communication. They noted the “relevance and credibility” 
and “scope and breadth of corporate communication.” Many cited the “blurring 
line between marketing and promotion and communication and engagement.” In 
related observations, they cited “New Media and noise” and “staff not intellectually 
curious, too focused on tactics.” They are increasingly required to be “able to work 
in the global marketplace” and in “emerging markets” and to measure “performance 
and value” by “linking corporate communication efforts and outcomes to large 
organizational goals and objectives.” 

 When asked about the impact of greater transparency and disclosure on the 
complex relationship between ethics and advocacy in the practice of corporate 
communication, one executive said, “…ethics and advocacy go hand in hand…we 
also try to hire people that acting in an ethical fashion would be how they would 
normally be.” Another noted that “…accessibility to leaders, accessibility on topics 
and debates, and accessibility to what we think defi nes us, our corporate culture 
and character…once people know us, like us, trust us, understand us, even if they 
disagree with us, they might be more likely to advocate on our behalf on specifi c 
issues or more broadly.”  
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2.3     Corporate Communication in China 2  

 For companies doing business there, China can be an enormous, complex nation 
and culture. Communication in that context can be daunting. Marco Polo made 
errors and exaggerations in his narrative reports about the people, government, 
economy, and culture of China. Generations of westerners since have also been 
baffl ed by what holds the country together, making numerous contradictory 
observations. As with any complex topic, to focus on a manageable part is realistic. 
It is, however, useful to be mindful of the parable of the three blind men describing 
the elephant – the one who held the tail described the huge beast as like a rope. 

 Beginning in 1978 with changes made by Deng Xiaoping, the economy of China 
has undergone a transformation that refl ects the challenge of taking its more than 
1.3 billion people from an agrarian and rural culture into the modernity of the 
twenty-fi rst century. The change has created the economic miracle the Chinese are 
extremely proud of. It is once again taking its place as a global economic power. In 
2010 China became the world’s second largest economy, according to the World 
Bank, and Chinese companies have served as one of the powerful engines driving 
the nation’s economy forward. Since the implementation of reform policies to open 
up world trade, these companies have adopted the “market-oriented” principle. 
They now compete fi ercely in both the local and global marketplaces. 

 Along with this position comes a great deal of self-examination. For example, 
the one-child policy, relaxed in 2014, is hotly debated as a generation of Chinese 
now enters adulthood having the benefi t of being treated royally by two parents and 
four grandparents. Some say the focus on the one child will have long-term changes 
in attitudes toward the society as a whole. Other issues include the effects of 
explosive growth and infl ation, social discontent with the reality that the economic 
expansion has not included vast segments or Chinese society, choking pollution in 
its over 160 cities of over one million, and a looming housing bubble, similar to one 
that created the recession in the West in 2008, in Beijing, and in other major cities. 

 Indeed, Greater China is at the crossroads of enormous changes in the global 
economy. Americans and Europeans cannot have enough information about China. 
For the last several years, each edition of  The New York Times ,  The Wall Street 
Journal , and  The Financial Times  has had several stories on China related to global 
manufacturing, outsourcing, media and censorship, transparency in corporate opera-
tions, government scandals, international investment, and environmental accidents. 

 The news reports have much to do with corporate communication strategy – trans-
parency, corporate citizenship and social responsibility, crisis communication and envi-
ronmental stewardship, employee and labor relations, investor relations, communication 

2   The discussion of Corporate Communication in China is based on my paper: “Tradition 
and Innovation: The China Business Communication Study,” in  Journal of Business Strategy , 28:3, 
2007, pp. 34–41; the CCI Corporate Communication Practices and Trends: A China Study 2010 at 
the CCI website  www.corporatecomm.org/studies , and Corporate Communication Practices 
and Trends in Hong Kong 2011–2013 conducted by Dr. Daniel So posted on the CCI website at 
 www.corporatecomm.org/studies 
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and trust, and government relations. It is a refl ection of the importance the world places 
on what is happening in China, a gradually developing openness of the media in China 
to a more Western model and the fundamental changes to Chinese society brought 
about by the power and infl uence of a burgeoning professional middle class. 

 Anecdotes about business communication in China are numerous. For instance, 
after building a relationship for several years with Chinese offi cials and partners, 
one executive of a Fortune 1000 fi nancial services company fl ew to China to open 
its new offi ces. On the fl ight was another American executive who revealed that his 
company had recently closed a plant, the workers had taken it over, and they were 
holding their plant manager hostage. He was on his way to negotiate the manager’s 
release. Another executive of a $2 billion privately held company with a partnership 
in China was told on his arrival that there had been a serious accident in their manu-
facturing plant. Since the American company insisted that US OSHA standards be 
used at the plant, including hard hats and safety shoes and clothes, the worker 
involved was alive in the local hospital with severe head injuries. In another example, 
a multinational consulting fi rm decided at the last minute not to bid on the transpor-
tation system for the 2008 Olympics because it was “too risky” fi nancially. And a 
European investment bank insisted on environmental sustainability assurances 
before underwriting a dam construction project in China. Experiences such as these 
underscore the vital need for a company to have a communication strategy focused 
on the Chinese business community. 

 It was not widely known to the world outside of China, until the strikes in 2010 
at the Honda automobile factory in Zhongshan, that industrial unrest is hardly 
unusual there. Grievances by a new generation of migrant workers are both deep 
and widespread. Despite top management involvement in the communication 
process, as well as the advisory role of the Chinese communication executives to the 
CEO, the role of corporate communication in forging relationships – with employees 
and external constituents – has been until recently a lesser priority as companies 
focus on image building and branding. Leading practices in global multinationals 
would consider this as an unacceptable risk factor that could lead to disgruntled 
employees and vendors, dissatisfi ed consumers, and a disaffected community. 

 For Chinese companies, the transition from a controlled economy with government- 
managed communication to a private communication model was signifi cant. 
Growing discontent among Chinese workers and the disadvantaged communities 
the economic boom has left behind has not gone unnoticed by the Chinese Government. 
Better employee communication will certainly arise for pragmatic as well as social 
and political reasons. 

2.3.1     The Value of Communication for Corporations 

 It is the corporation that has to step up in a crisis, not its products or brands. Indeed, 
in the Corporate Communication International China Benchmark Study  2006 , 
corporate communication is perceived as critical to the success of the organization 
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and corporate leaders. All respondents strongly agree or agree with this statement: 
“In a complex environment, honest, clear and coherent communication can drive the 
rewards of success toward the organization and its leaders.” 

 A further illustration of the importance that Chinese companies are assigning to 
corporate communication is that in most companies the chief executive offi cer is the 
top person responsible for corporate communication functions. There is a clear 
involvement of top management – the CEO as the “top person” and the board chairman 
or the head of the Communist Party. This shows that corporate communication is 
not relegated to the lower echelon of the Chinese corporate hierarchy. It also suggests 
a declining role and reduced infl uence of the Communist Party in corporate com-
munication, even though in some companies the Party head remains involved.  

2.3.2     Media Relations and Censorship 

 Reports of censorship of the media in China are legendary from the incarceration of 
 The New York Times  researcher Zho Yan in 2006 to the restrictions on the ability of 
Google and  Rolling Stone  to operate in China. (In 2010 Google relocated to Hong 
Kong because of the government censorship.) The media in China are also undergoing 
remarkable transformation since the reform began two decades ago. The notion that 
they still play the sole role of a “propaganda” mouthpiece no longer holds true. 
Most of them are now “for-profi t” organizations and must respond to audience 
information needs to attract advertising. Such a change has signifi cant implications 
for corporate communication practices. With the explosion of media outlets (includ-
ing the Internet media) in China, it is no wonder that managing media relations is 
considered a critical part of the corporate communication function. 

 In spite of that, according to the CCI studies, functions typically associated with 
public relations, such as executive, internal, and crisis communication, are lower 
down on the list of priorities for Chinese communication executives. Similarly, 
issues management, corporate social responsibility communication, labor relations, 
and even investor relations were lower priorities by comparison. This suggests that 
corporate communication practices among Chinese companies are more driven 
toward consumers and the general public, as opposed to internal stakeholders 
and investors. As capital markets and industrial investment mature, more calls for 
transparency and communication with global organizations, the emphasis will 
become more balanced. 

 For the corporate communication executive in China, whether it was the company 
website, the Internet news media, or the company Intranet, it seems that digital 
media have become one of the most preferred tools for communicating. In addition 
to the Internet for communication, there is also a preference for “internal” commu-
nication vehicles such as corporate brochures, printed material, and other internal 
corporate media, particularly when sending messages to company employees on the 
company’s community and socially related activities. 
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 By contrast, “external” channels such as broadcast and billboards were not 
highly rated, possibly because of the need to maintain focused and targeted com-
munication, as well as the cost of such communication. While radio (national and 
local) ranks last, newspapers (national and local) and trade magazines seem the 
preferred communication channels among the traditional mass media tools.  

2.3.3     Crisis Communication 

 A robust crisis communication function has become a ubiquitous practice among 
multinational corporations for mitigating risk. Chinese corporate communication 
executives were asked if their company had set up a dedicated function for crisis 
management and communication, and only a little over half had established such an 
internal function. Crisis communication is clearly a function in transition. Here is an 
area that is a major red fl ag for foreign investors and potential partners, who expect 
a sound crisis communication capability as an integral part of the business and cor-
porate strategy. Development of a crisis communication capability in companies has 
become the focus of much research at Chinese universities.  

2.3.4     Key Functional Responsibilities of Corporate 
Communication Offi cers 

 When asked what functions, of 26 listed, were included under corporate communi-
cation offi cer responsibilities, more than 90 % of the executives in the US survey 
included these areas:

•    Media relations  
•   Public relations  
•   Crisis communication  
•   Executive communication  
•   Employee relations  
•   Communication policy and strategy    

 Each of these functional responsibilities involves strategic coordination with the 
executives of the corporation and strict adherence to the regulations for transpar-
ency, particularly with publicly traded companies. 

 By contrast, Chinese corporate communication offi cers had clearly different 
 priorities, with the top fi ve most mentioned functional areas being:

•    Brand strategy  
•   Media and public relations  
•   Internet communication  
•   Corporate advertising and marketing communication  
•   Corporate identity and the Intranet   
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The development of Chinese corporations will adopt and add to the leading  practices 
of global multinationals. The Chinese companies indicated that brand strategy and 
media, followed by Internet communication, were seen as the key functions of 
corporate communication. This refl ects the current movement in China toward the 
emphasis on branding among Chinese companies in developing their competitive 
advantages. To build their business, this emphasis makes sense, just as a comparable 
development in new corporate ventures anywhere in the world has a similar focus. 

 The use of vendors and agencies by Chinese corporate communication executives 
reinforces their emphasis on identity and brand building. Companies use external agen-
cies and specialized vendors for select corporate communicate functions such as brand 
strategy, corporate identity, and public relations. Companies were also using agencies 
for help with designing communication strategy and for crisis communication. 

 On the other hand, corporate communication functions such as internal and 
employee communication, ethics code, and executive communication are not included 
in the “outsourcing” list – most likely, these are considered sensitive and best man-
aged by “internal” teams. The Chinese assembly line workers who held a strike at the 
Honda facility did so in spite of the laws that prohibit any union actions outside of the 
offi cial Chinese unions. Honda gave the workers substantial pay raises. Reforms in 
working conditions followed an outcry in the Chinese press after a series of suicides 
at the Foxconn Technology, a major supplier to Apple, Dell, and Hewlett-Packard 
facilities in Shenzhen. Foxconn is one of the world’s largest electronics manufactur-
ers. It has more than 400,000 workers in Shenzhen. There has been much discussion 
in the Chinese press of the impact of the growth in Chinese society as a result of its 
economic success. The Foxconn suicides have certainly brought working conditions 
into open discussion. The generation of workers born under the one-child policy tends 
to be different than their parents. They want more from life, not like previous 
generations content to work as hard as they had done on the farms. 

 Other “internal” functions such as preparing annual reports and devising communi-
cation policy also ranked low among functions that these companies used agencies 
or vendors for. This seems to refl ect the state of development of the capital markets 
in China. As the capital markets mature, the number of companies practicing investor 
relations and producing annual reports will probably increase accordingly. 

 Almost all executives reported that they had a corporate identity program in 
place. The majority accomplished this since 2001. Though it seems to be a recent 
phenomenon, more than a third reported having a program for corporate identity for 
more than fi ve years. This is consistent with the drive toward branding and image 
building among Chinese companies.  

2.3.5     The Perceived Role of the Corporate Communicator 

 Depending on the company and the industry, corporate communication often has 
different meanings for different companies. To better understand the role of corporate 
communication in contemporary China, executives were asked to rate a series of 
statements on a scale of 1 to 5 (1 being “strongly disagree” and 5 being “strongly 
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agree”). The primary responses in this category pertain to managing the company’s 
image, reputation, and publicity and to providing support for marketing and branding 
strategy. Corporate executives also gave high marks to corporate communication’s 
advocacy function, such as engineering public opinion in favor of the organization, 
and for its role to serve as a source of public information about the company. 

 Functions typically associated with public relations, such as executive, internal, 
and crisis communication, are lower down on the list of priorities for Chinese 
 communication executives. Similarly, issues management, corporate social respon-
sibility communication, labor relations, and even investor relations were lower 
 priorities by comparison. This suggests that current corporate communication prac-
tices among Chinese companies are more driven toward consumers and the general 
public, as opposed to internal stakeholders and investors. As capital markets and 
industrial investment mature, more calls for transparency and communication with 
global organizations, the emphasis will become more balanced. 

 As noted, China’s ranking of image, publicity, branding, and marketing differ 
signifi cantly from the practices of global multinational companies. For the corporate 
communication executives of publicly traded Fortune 1000 corporations, “counsel 
to the CEO” and “manager of the company’s reputation” have ranked one or two 
(from a list of 12 descriptive phrases) in every CCI study since 2002.  

2.3.6     Corporate Citizenship and the Global Enterprise 

 A company is expected to be a good citizen and make money. With the rapid devel-
opment of the economy, Chinese companies are becoming important social institu-
tions in that country. The Chinese Government and the general public now have higher 
expectations of Chinese companies (and, for that matter, multinational companies in 
China) to not only deliver economic benefi ts but also contribute to building a “harmo-
nious society,” a concept promoted and encouraged by the Chinese Government. 

 There seems to be broad agreement on the importance of corporate social 
responsibility (CSR) on the part of Chinese companies. Nearly half of the respon-
dents agree that it is important for their fi rm to contribute resources for societal 
development and well-being and a fairly large percentage support “doing good,” 
while about one fi fth are neutral on the issue. None of the companies disagreed with 
the idea that business has social obligations. 

 What motivates companies in their pursuit of CSR? The primary drivers in 
China, not surprisingly, include improving corporate image or reputation, satisfying 
customer expectations, and creating corporate culture. Closely following these three 
are meeting the expectations of the general public and realizing business strategy. 
The idea of pursuing CSR purely to make contributions to social development was 
low on the list, as were competition and adherence to government policy and advice. 

 Chinese companies prefer to focus their CSR efforts on environmental protection, 
energy conservation, disaster relief, and workplace health and safety. In practice, 
however, it seems that most CSR activities revolve around disaster relief activities, 
with support for higher education coming in a distant second. While energy 
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 conservation and workplace health and safety were rated highly among important 
focus areas, only a little over half of the companies actually seem to engage in initia-
tives in these areas. Chinese companies are less interested in advancing civil rights, 
improving international relations, and promoting arts and culture – since they see 
these areas as belonging to the government.  

2.3.7     Promoting Corporate Citizenship 

 Most companies saw the value of communicating their “good work,” both internally 
and externally, which may seem contrary to a cultural preference against self- 
promotion. Among those that favored “some promotion,” a little over half were in 
favor of internal CSR promotion, while just over a third were for external communi-
cation. On the other hand, among those that favored “a great deal of promotion,” the 
scale of support tipped slightly in favor of external, as opposed to internal communi-
cation. In general, there seems to be more support for internal rather than external 
communication. Whether the predominant focus is internal or external, as a starting 
point, it seems that consistent with their counterparts in the more developed markets, 
there is growing awareness of CSR communication among Chinese companies.   

2.4     Corporate Communication Practices and Trends: 
A China Study 2010 

 The 2010 3  study is an extension of the two previous studies conducted in China by 
Jay Wang and Michael B. Goodman in 2006 and in 2008, and discussed in 2007 
(Goodman and Wang  2007 ). The fi ndings from this CCI study of China’s corporate 

3   Feng, Jieyun, and Michael B. Goodman. (With the assistance of Nan Zhang and Liyuan Tian). 
“Corporate Communication Practices and Trends: A China Study 2010.”  Proceedings of the 
International Conference on Corporate Communication, June 7–10 , pp. 169–190, New York, US. 

 Underwritten by Prudential Financial, Inc., this investigation in 2010 identifi es the corporate 
communication practices and trends in China. Specifi cally, this study addresses the following 
questions: 

•  What are the main roles that corporation communication plays in China? 
•  What are the main functions of corporation communication in China? 
•  For what purposes do Chinese companies use third-party agencies or vendors in their activities 

and programs of corporate communication? 
•  Is the top management in Chinese companies directly involved in corporate communication, 

and to what extent is it involved? 
•  To what extent is crisis management emphasized as part of corporate communication? 
•  What are the core competencies that defi ne excellence for corporate communication personnel 

practitioners? 
•  What are the similarities in the three China studies concerning corporate communication 

practices? 
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communication practice, and trends in 2010 reveal a rapid development of this 
important management function:

    (1)    Corporate communication is primarily to manage corporate branding and reputation 
and to support marketing and sales. Similar to the fi ndings of the previous CCI 
studies, what they value most in corporate communication is whether it can 
improve corporate image and reputation and whether it can support marketing 
and sales, rather than forge relationships with internal and external stakeholders.   

   (2)    More than half of the companies reported  not  having set up an internal department 
specifi cally for crisis management.   

   (3)    The CEO in many Chinese companies is the top person responsible for 
corporate communication, and that suggests that Chinese companies are assigning 
much importance to it in the form of increased budget, staffi ng, and recognition 
of the importance of this function.   

   (4)    Corporate communication is not likely to bear the brunt of corporate cutbacks 
and its department would be impacted “neither sooner nor later” than other 
departments.   

   (5)    The core competence of an excellent corporate communicator includes profes-
sional knowledge, good communication and interpersonal skills, and PR abilities.   

   (6)    Chinese companies use third-party agencies or vendors mostly for advertising, 
training and employee development, and brand strategy.   

   (7)    Some local Chinese enterprises have not fully recognized the importance of 
corporate communication and do not allocate enough budget for it.    

  Attitudes toward corporate communication in China have underscored these 
gradual changes, and, at fi rst, the function was not considered important. However, 
both corporate image and reputation are now assuming growing importance in the 

 As the latest study concerning corporate communication in China, this investigation provides 
information and insight into the development of corporate communication practices in the world’s 
largest emerging economy. This study was undertaken in September–December 2010, using a 
convenience sample of 114 Beijing-based Chinese companies. The inclusion of companies of 
varying sizes in a variety of industries was to provide a “representation” of the Chinese enterprise 
landscape. 

 The survey questionnaire consisted of two main parts. Part one was multiple-choice questions 
that focused on the structure and practice of corporate communication in China. The questions for 
the Chinese study were largely based on the corporate communication survey conducted by CCI 
(Corporate Communication International) among US companies and translated into Chinese and 
modifi ed for Chinese cultural understanding of key concepts. Part two involved open-ended 
 questions which address the challenges facing corporate communication, its contribution to a 
 company’s success, and the core competencies of an excellent corporate communicator. 

 The questionnaire was originally developed in English and translated into Chinese by profes-
sional researchers in Beijing. The Chinese translation was checked and reviewed by two bilingual 
researchers, and discussions were held to reach an agreement on the fi nal translation. As part of the 
data collection and analysis procedure, the names and affi liations of the respondents are held in 
strict confi dence and are not associated with individual responses. In order to motivate the respon-
dents to provide detailed answers and spend adequate time on the questionnaires, they were 
informed that the research fi ndings of the present study would be provided for them after the study 
was completed. 
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Chinese marketplace, and many consider it as an integral part in the survival and 
success of a modern company. 

2.4.1     Function of Corporate Communication 

 The concept and practice of corporate communication can be interpreted through 
a wide range of business functions and budgetary responsibilities, and we were 
also interested in fi nding out what specifi c functions constituted corporate com-
munication in these Chinese companies. Respondents were asked to identify the 
ones they viewed as part of corporate communication in their companies from a 
list of more than 20 functions. Brand strategy (mentioned by 76.6 % of the respon-
dents) and corporate culture (69.4 %) were seen as the key functions of corporate 
communication among the respondents. On the other hand, corporate citizenship, 
community relations, and corporate crisis management were lower down on the 
list. Similarly, labor relations, and even investor relations received less than 50 % 
of the responses.  

2.4.2     Use of Third-Party Vendors for Corporate 
Communication Activities 

 Companies use external agencies and specialized vendors for select corporate 
 communication functions, such as advertising (42 %), training and employee devel-
opment (41.1 %), and brand strategy (30.4 %). The participating companies were 
also using agencies for help with media relations and marketing communication. On 
the other hand, corporate communication functions such as internal/employee 
 communication, Internet communication, corporate philanthropy, and crisis 
 communication are not included in the “outsourcing” list. It is likely that these are 
considered sensitive or confi dential functions and that they are best managed by 
internal teams.  

2.4.3     Importance of Corporate Communication – Corporate 
Communication: An Indispensable Function? 

 With Chinese businesses increasingly operating in a market-oriented environment, 
one of the fi rst issues regarding corporate communication in Chinese companies is 
how important this function is viewed by communication executives. To gauge its 
importance within Chinese companies, respondents were asked whether their 
department would be the fi rst to bear the brunt of corporate downsizing. A majority 
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of them (72.9 %) reported that their department would be impacted “neither sooner 
nor later” than other departments within the company. About 15 % did believe that 
their department and its budgets would be the fi rst to be cut in the event of fi nancial 
misfortune, while 12.15 % said that they would be the last to go.  

2.4.4     Spending on Corporate Communication Activities 

 Nearly 60 % of companies spend no more than 1 million yuan on corporate 
 communication activities, and only 8.7 % of companies are willing to pay more than 
10 million yuan on corporate communication.  

2.4.5     The Staff and Budget 

 To support the growing role of corporate communication, respondents were asked 
about the increase in their staff size in fi scal year 2009. Only 3 % of the companies 
reported cutting staff size, while 54 % of companies stayed unchanged, and 43 % of 
companies reported an increase. Of those reporting an increase, 65.12 % increased 
by a cautious fi gure of 5 %, and 18.6 % of companies increased by 10 %. Another 
indicator of the increasing importance of corporate communication among Chinese 
companies is the level of resources devoted to the function in each fi scal year. 
Compared with the year 2008, more than half of the companies increased their 
 budget in the fi scal year 2009, of which about half increased budget by 5 % in 2009. 
This positive trend in resource allocation certainly attests to the perceived importance 
of corporate communication in the executive suite. Of the companies surveyed, 
44 % have less than fi ve employees engaged in corporate communication, 21.5 % 
have 5–9 employees, 19 % have 10–29 employees, and only 15.5 % have more than 
30 employees.  

2.4.6     Top Management Involvement in Corporate 
Communication 

 A further illustration of the importance that Chinese companies are assigning to 
corporate communication is that, according to the respondents, the chief executive 
offi cer (CEO) is the top person responsible for corporate communication functions 
in most companies in this study (58.77 %). This result continues to support the 
 fi ndings of Wang ( 2006 ,  2008 ), which suggest that corporate communication is not 
relegated to the lower echelon of the Chinese corporate hierarchy.  
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2.4.7     Crisis Communication 

 Respondents were asked if their company had set up a dedicated function for crisis 
communication. A large majority (57.89 %) of the companies do not have a specifi c 
position to cope with enterprise crisis, and 40.35 % of companies have such a 
 position. This reinforces the earlier fi nding by Wang and Goodman ( 2006 ) that 
 crisis communication was not widely included as a strategic corporate communica-
tion function in China. Companies in China have made some progress; however, 
they remain inadequately prepared for crisis communication management.  

2.4.8     The Title of the Executive Responsible 
for Corporate Communication 

 Respondents were asked to provide the title of the highest level person respon-
sible for corporate communication. Almost half (47.06 %) of the companies gave 
the title “chief offi cer,” 38.82 % used the title “manager,” and only 9.41 % 
adopted “president.”  

2.4.9     Gender and Age Distribution, Educational Background, 
Overseas Learning Experience, and Income 

 In terms of the highest post for corporate communication in Chinese companies, the 
number of men is greater than the number of women. Men accounted for 47.37 %, 
while women were 37.72 %. It is apparent that men continue to play a larger role in 
the top management. Age distribution for the top management in corporate 
 communication is relatively young compared to the USA and Europe: 48 %, 30–40; 
25 %, 40–45; less than 1 %, over 50; and 11 %, 20–30. Almost half of the respon-
dents (46.24 %) reported having a bachelor’s degree (BA) as their terminal degrees. 
About one quarter had an MA. About one fi fth had an MBA. Undergraduate majors 
ranged across communication, management, computer science, fi nance, engineer-
ing, international business, marketing, and language studies. Less than one third 
(30.5 %) reported to have had an overseas learning experience. Over a fi fth (21.59 %) 
of top management in corporate communication received income of over 300,000 
RMB, and 21.59 % reported an income of 100,000–150,000 RMB. In addition, 
20.45 % of people earned 50,000–100,000 RMB; 15.91 % of respondents had an 
annual income below 50,000 RMB. Only 6.82 % reported an annual income between 
200,000 RMB and 300,000 RMB.   
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2.5     Responses to Three Open-Ended Questions 

 In response to  the fi rst question  “What are the biggest challenges or problems in 
corporate communication at home of China?” more than one third of those surveyed 
thought that people at the higher level of management didn’t recognize the impor-
tance of corporate communication and might even have little awareness of what is 
corporate communication, especially for entrepreneurs in the private sectors. One 
respondent wrote, “I have worked at … one of the four biggest accounting fi rms in 
the world and in a local fi nancial institution. The former attaches great importance 
to corporate culture and public relations, while the latter doesn’t take it seriously. 
The biggest problem is that management does not recognize the value of corporate 
communication.” By contrast, 13 % of the respondents argued that corporate 
 communication would cost a great deal of money, and most of the companies might 
not allocate enough budgets for these communication activities. Of those surveyed, 
10 % said that even if some companies undertook some corporate communication 
activities, they tended to choose traditional channels and showed a lack in original-
ity and creativity. One in ten thought that corporate communication employees 
lacked professional knowledge, and 6 % considered their actions dull and boring. 
Some mentioned that some of the corporate communication activities needed the 
approval of the relevant government departments due to legal requirements and that 
the government would sometimes strongly interfere with the company’s communi-
cation efforts. An infl uential minority (15 %) considered that the biggest challenges 
for corporate communication were the lack of social responsibilities, intercultural 
confl icts, no awareness of the role of CSR, dishonesty, and no public relations 
development. 

  The second question  “In what aspects does corporate communication make 
important contribution to the development and success of a company?” as many as 
45 % of the respondents considered that corporate communication contributed a lot 
to the improvement of corporate brand and reputation, which was considered as an 
integral part of corporate assets. Only 14 % said that well-planned corporate com-
munication could increase sales volume and bring more business opportunities and 
consequently facilitate the future development of a company. Almost one tenth 
(9 %) felt that successful corporate communication could enhance its competitive-
ness. Only a few (8 %) mentioned that corporate communication could boost the 
formation of corporate culture and create a good working environment for the staff. 

  The third question  asked, “As a corporate communication employee, what core 
competitiveness or qualities should corporate communication personnel have?” 
Almost 15 % of respondents said it was important to have some professional knowl-
edge about corporate communication, followed by good communication skills 
(13 %) and good interpersonal skills and PR ability (12 %). At the same time, 12 % 
considered that having a keen sense in market observation was as important as good 
interpersonal skills for the successful accomplishment of corporate communication. 
Nevertheless, having some relevant working experience (9 %) was considered as a 
key to its success. Some (8 %) viewed having innovative ideas as important in 
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 conducting corporate communication. Apart from the qualities listed, several 
respondents also mentioned that the core competence of an excellent corporate 
communicator should include the following: good teamwork spirit, self-confi dence, 
responsibility, learning capability, ethical behavior, and ability to work under 
 pressure and to work hard.  

2.6     A Brief Comparison of the Three CCI Studies 
Conducted in China 

 The following is a brief comparison of the three studies 4  and discussion of their 
similarities. 

2.6.1     Role of Corporate Communication 

 The three studies have a great deal of consensus on three most important roles of 
corporate communication. The results of each study consider the value of corporate 
communication because of its ability to improve corporate image and reputation, to 
support marketing and sales, and to forge relationships with all internal and external 
stakeholders.  

2.6.2     Functions of Corporate Communication 

 Brand strategy and management are considered the most important functions of 
corporate communication in the three studies, regardless of industry sectors. These 
two functions underscore the importance of branding and managing the company’s 
image, over the other corporate communication functions.  

2.6.3     Use of Third-Party Communication Service Providers 

 All three studies indicated that companies use external agencies or specialized 
 vendors for brand strategy. The 2010 and 2008 studies indicated a substantial 
increase in the use of agencies for advertising.  

4   CCI conducted three studies concerning corporate communication in China: by Jay Wang and 
Michael B. Goodman ( 2006 ,  2008 ) and Jieyun Feng and Michael B. Goodman ( 2010 ). 
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2.6.4     Corporate Communication: An Indispensable Function? 

 In response to the question “if your company had to reduce overall costs, would cuts 
to the corporate communication department budget be among the fi rst to be cut?” 
the three studies revealed that Chinese companies began to attach some importance 
to corporate communication. In 2010, 72.9 % of the respondents, 65 % in 2008, and 
73.9 % in 2006 reported that their departments would be impacted “neither sooner 
nor later” than other departments to cut the costs. These responses indicate that 
corporate communication is now regarded as an indispensable function in Chinese 
companies. 

 Concerning crisis management, respondents in the three studies were all asked if 
their companies had set up a department specifi cally for crisis management and 
communication. It turned out that more than half of participants in the 2010 study 
and in the 2008 study said that they had not set up a crisis communication  department. 
Another important similarity is that more than half of the participants in the three 
studies (58.77 % in 2010, 76.7 % in 2008, and 69.6 % in 2006) all pointed out that 
the CEO was the top person responsible for corporate communication. These 
responses consistently emphasize that companies in China assign much importance 
to corporate communication. 

 Chinese companies studied, then, regard corporate communication primarily to 
manage corporate branding and reputation and to support marketing and sales, 
 similar to the fi ndings of the previous CCI studies. They value the ability of the 
corporate communication function to improve corporate image and reputation, to 
support marketing and sales, rather than its capacity to build relationships with 
internal and external stakeholders. Chinese companies continue to lack a specifi c 
crisis communication capability. Overall, Chinese companies value the importance 
of corporate communication through budget allocation and hiring, although local 
Chinese enterprises have not fully recognized the importance of corporate commu-
nication and do not allocate enough budgets for it. The core competencies of a cor-
porate communicator include professional knowledge, excellent communication 
and interpersonal skills, and public relations abilities.   

2.7     Hong Kong: Confl uence of East and West 

 After more than 150 years of British infl uence, Hong Kong returned to Chinese rule 
in 1997. Think of that city as a locus for Eastern and Western managerial values. 
Hong Kong’s diverse character is a mixture of its national culture and its business 
environment. Each of these infl uences as an impact on how an individual thinks and 
behaves. However, these business and national cultures tend to work in different 
directions. The infl uence of national culture tends to perpetuate differences, while 
the global environment tends to standardize business practices and emphasize 
 similarities. National, ethnic, racial, cultural, social, and economic diversity of the 
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nations, countries, and states offers challenges and opportunities for foreigners 
working there. Since Marco Polo’s journey centuries ago, relations between the 
East and the West have presented a continued challenge and opportunity, and each 
side has infl uenced the other. 

 Hong Kong and Singapore are examples of what happens when East meets West. 
A hybrid emerges, blending some values and beliefs that are the result of business 
practice, as well as some that are the result of national culture. Hong Kong  developed 
under British capitalism, and so it has a business environment similar to that of the 
United States. It also retains the strong cultural infl uences of Confucian tradition 
and Chinese customs. The result of this blending of cultures, however, is not easy to 
predict. Strong cultural and business values suggest that the Hong Kong business 
culture is more than a simple mix of Western and Eastern values. Hong Kong can 
best be understood as a unique and independent business culture that has developed 
its own values and practices.  

2.8     Corporate Communication Practices 
and Trends in Hong Kong 2011–2013 5  

 The 2011–2012 study of Corporate Communication Practices and Trends in Hong 
Kong concluded that:

•    Corporate communication practitioners in HK are mostly well-educated women.  
•   The corporate communication departments are relatively small in both size and 

budget.  
•   No clearly established titles exist for the department and its head, yet almost half 

of the department heads report directly to the CEO.  
•   Corporate communication departments located in Hong Kong serve major 

clients and perform major functions.  
•   Major challenges for the corporation and the corporate communication profes-

sionals are mainly related to the global economy, the demand for corporate 
branding, and social media relations, including social media.  

•   Competent corporate communication practitioners should have good communi-
cation skills, emotional maturity, intellectual skills, and sociopolitical awareness. 

5   Daniel W.C. So, Cindy Ngai, Doreen Wu, and Patrick Ng. In connection with benchmark studies 
on this topic conducted about the Chinese mainland (Feng and Goodman  2010 ), the European 
Union (Frandsen, and Johansen  2008 ), South Africa (de Wet et al.  2008 ), and the United States 
(e.g., Goodman  2011 ), this three-year longitudinal study, conducted under the auspices of the Hong 
Kong Chapter of CCI (CCI-HKC) on an annual basis from 2011 to 2014, was initiated to help con-
tribute to the construction of reference points about practices and trends of CC in, respectively, HK 
and major polities worldwide. This study was made possible by funds provided by the Department 
of Chinese and Bilingual Studies (CBS) of the Hong Kong Polytechnic University (PolyU). Also 
this version of the report is the one presented at the CCI Conference of 2013 held in June. 
The investigators wish to acknowledge hereby the valuable assistance provided by their project 
associates: Chermaine Yam and Tony Wei. 
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This fi nding further affi rms that corporate communication is essentially a 
people- oriented profession.  

•   There is a concern that most graduating students have neither the necessary 
 personal capabilities nor the necessary professional training for the profession.  

•   Local universities could do for the profession in terms of enhancing the training 
of communication skills, providing grounding for the profession especially via 
mentorship programs, practical experiences, and involving practitioners in the 
educational processes.    

 In the 2012–2013 study, the fi ndings indicate that the situations remain largely 
the same. Skill and training in corporate social responsibility emerges as a major 
professional challenge, as does the need for “providing the graduating students 
grounding for the profession” over the need for communication skills training. 

 Two trends have emerged. First, there is a strong demand in the industry for 
 educational institutions to offer programs and courses that provide a solid founda-
tion for the profession, specifi cally communication skills, availability of mentorship 
programs, practical experiences, and internships. To accomplish this, several 
 professionals suggested the use of more authentic case studies in the courses, and 
students with this sort of grounding would be preferred recruits. Implementation of 
these suggestions calls for closer collaboration between industry and universities. 

 Second, corporate scandals in 2012–2013 in Hong Kong have led to the 
 emergence of corporate social responsibility as one of the top challenges facing 
the industry, in addition to economic uncertainty, corporate branding, and media 
relations. There is an awareness, particularly during times of stress, developing 
among corporate communication practitioners in Hong Kong that the perception of 
a  corporate brand is more and more infl uenced by how the media covers its corpo-
rate actions.  

2.9     Building Trust, Corporate Citizenship, 
and Transparency in Chinese Companies 

 A new era of transparency has created an opportunity for building trust through 
strategic corporate communication initiatives. Corporate communication executives 
indicate a clear need to build trust with all audiences (see   www.corporatecomm.org/
studies     for 2002, 2003, 2005. 2007, 2009, 2011, 2013, as well as the three CCI 
studies in China 2006, 2008, 2010). 

 In practice this means that the corporation’s relationships with external and 
 internal communities matter a great deal. “Formal trust includes the rule of law, 
transparency, and publicly evident rules. Informal trust is culturally defi ned by the 
values and norms that allow people to communicate and deal with others who share 
those values” (Goodman  2005 , p. 33). 

 Increasing interest in corporate communication and the recognition of its value 
has forced Chinese companies to confront the challenges of undertaking corporate 
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communication functions within their organizations. Crisis communication 
 management and corporate social responsibility (CSR) are two critically important 
functions. To address these challenges and to facilitate better communication among 
all its stakeholders, Greater Chinese companies need to embrace more international 
dialogue and a greater exchange of ideas. 

 The business case is a simple one – the license to operate is either granted, or 
revoked, by the society the company is in.     
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    Chapter 3   
 Becoming a Successful Corporate 
Communication Practitioner in International 
Business Consultancy 

             David     Hall    

    Abstract     Corporate communication practitioners have a very wide range of pro-
fessional responsibilities ranging from the almost ubiquitous, for example, media 
relations, public relations, communication strategy, crisis communications and pub-
lic policy, to those that are less common, such as investor relations, government 
relations, technical communications and ethics (Goodman MB, Hirsch PB, 
Corporate communication: strategic adaptation for global practice. Peter Lang, 
New York, 2010). 

 This chapter examines how the most frequently encountered of these responsi-
bilities are discharged and highlights the skills and technical practices that are nec-
essary for their successful execution. It further examines the leadership roles of 
corporate communication professionals in the corporation, among the more com-
monly encountered of which include counsel to the CEO and the corporation, man-
ager of the company’s reputation, driver of the company’s publicity and manager of 
the company’s image (Goodman MB, Hirsch PB, Corporate communication: strate-
gic adaptation for global practice. Peter Lang, New York, 2010). 

 It is these leadership roles of corporate communicators that highlight their impor-
tance both internally and externally in protecting, maintaining and enhancing the 
company’s reputation. It also conditions the relationship of corporate communica-
tors with those executives who have primary responsibility for critical programmes, 
such as investor and government relations, where corporate communicators have a 
secondary role. It is the task of corporate communicators working as a team with 
directors and senior managers to formulate and agree a coherent narrative that best 
represents the company’s activities, aspirations and strategy. 

 In undertaking this work, corporate communicators may call on the support of 
 communication consultancies (and they may themselves choose to spend part of 
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their careers in consultancy), and the chapter discusses their differing roles and how 
optimum results can be achieved from their combined efforts.     

  If you consider your favourite brands, your estimation of their products and services 
and your view of them as companies of quality and integrity and analyse all your 
other reasons for admiring them, your impressions will in part have been infl uenced 
by the work of corporate communication professionals. For these professionals, 
when building, maintaining and protecting a corporation’s reputation, their core 
tasks and objectives (Cornelissen  2008 ) are to provide stakeholders with profession-
ally relevant information about the corporate’s operations (Cornelissen  2004 ), for 
example, via annual reports and shareholder meetings and other appropriate channels 
for major investors and other shareholders and via advertising, sales promotions, 
in-store communications and information about products and services for existing 
and prospective customers. All of these communications help form your impressions 
of a corporation (Cornelissen  2004 ). 

 Corporate communication is thus the discipline that nurtures and enhances 
 perceptions of an organisation and seeks to protect its reputation when problems, 
which threaten reputation, arise (Doorley and Garcia  2007 ). Goodman ( 2006 ) has 
defi ned corporate communication as a number of management functions that 
include reputational management. Argenti and Forman ( 2002 ) shared the belief of 
this chapter that corporate communication counteracts the persistent scrutiny and 
negative attention that businesses face. Further, that technological advances have 
enhanced the scope of public scrutiny, reinforcing the need for good strategy not 
only to offset any potentially overwhelming criticisms, but also essential to protect 
a corporation’s long-term reputation (Argenti and Forman  2002 ). 

 The success of a company’s communication strategy is largely contingent on how 
closely the communication strategy is linked to the strategy of the business as a whole 
(Clutterbuck  2001 ). To work effectively, corporate communication professionals 
must have a thorough understanding of their employer’s business (or if a consultant, 
the client’s business) and its values, products, services and strategies. This under-
standing will condition everything they do. 

 The audiences that must be addressed to achieve success will include customers 
(actual and potential), suppliers, distributors, the company’s own employees (and 
potential employees; being seen as a bad employer makes recruitment of good staff 
challenging), investors, communities in which the company operates and, depending 
on the industry, regulators and government. All these audiences have in varying but 
signifi cant degrees an infl uence both on the conduct of a company’s business and 
how it is perceived, hence infl uencing a company and its prospects. Investors can 
sell down their shares, thereby reducing the value of a company. Governments often 
control the issuing of vital licences – broadcasting, for example – or the awarding 
of contracts, notably in areas of government procurement. Regulators can have a 
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powerful impact on some company operations, such as those in the fi nance industry, 
who have been instructing banks to increase their capital. Customers, of course, can 
decide to obtain their goods and services from an alternative supplier. 

 And general impressions of the company will not be confi ned to the quality and 
pricing of its products and services. A corporation builds its reality and engages 
with its constituencies not only by means of visual manifestation, including names, 
brands, symbols, self-presentations and corporate sponsorships, but, most signifi -
cantly, its vision (Argenti and Forman  2002 ). Additionally, those with whom it deals 
can also infl uence the views of customers and other key audiences. 

 Potentially, its suppliers, wherever they may operate, can be a source of reputa-
tional damage. If, for example, the company buys garments from a factory in 
Bangladesh that has collapsed or from factories that employ child labour, then its 
reputation will be damaged and, probably, its sales impacted. And there will be 
NGOs (nongovernmental organisations) and journalists that will work to ensure that 
news of these connections will be disseminated internationally. In these circumstances, 
corporate communication professionals must have a clear and thorough understanding 
of their employer’s business and the environment in which it operates. 

 In the area of customer perceptions, certain problems can do substantial damage 
to a reputation that has taken years to build. For many businesses, be they car 
manufacturers, cosmetic producers or beverage specialists, the most public and 
signifi cant risk is that of a defective product which leads to a recall, necessitating 
wide publicity. Even the suspicion or allegation of product problems can lead to 
sharply falling sales. Examples in recent years have included melamine-contaminated 
milk from China and Toyota cars with alleged problems of accelerators being jammed 
wide open. In 2010, British Petroleum (BP), one of the six oil and gas ‘super majors’ 
and a highly regarded company, had its reputation severely damaged by the oil spill 
disaster in the Gulf of Mexico, which had a massive impact on the environment. The 
spill also gave rise to considerable health consequences and economic losses. 

 Further, certain categories of customer can be a problem. For banks, offering 
services to those who are thought to be tax evaders can present major regulatory 
issues. Some industries, such as forestry, are increasingly shunned as borrowers on 
the grounds that their practices are not sustainable. 

 A company’s sensitivity to the environment, green issues, is another critical 
 factor, especially for those engaged in extractive industries such as mining and oil. 
In particular, the practice known as fracking by the oil and gas industry has recently 
attracted opposition from local communities in many parts of the world and, in 
France, an outright ban on hydraulic fracking for shale gas. 

 So while corporate communication professionals have a critical role in promoting 
the company’s business, they must also be skilled in damage control. What this 
means in practice is that in addition to having a clear understanding of their employer’s 
business, they must also have an acute awareness of the broader environment in 
which the company operates. 
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3.1     The Roles and Responsibilities of Corporate 
Communicators 

 The wide range of these responsibilities is one of the factors that make a career in 
corporate communications interesting and satisfying. The two following tables 
demonstrate how this works in practice. These tables draw on practice in the United 
States, but many of the disciplines and techniques they address are standards for 
international corporate communicators. 

 Table  3.1  (Goodman and Hirsch  2010 : 17) was compiled in 2009 by corporate 
communication international (CCI) Studies (Goodman et al.  2009 ) and was based 
on ranked descriptions of the leadership role of corporate communications in major 
companies by chief communications  offi cers. The percentages are derived from 
those who ranked each function fi rst.

   Two prefatory comments are required before considering the list. The fi rst is 
simply that large companies, which are international in reach and publicly traded, 
are only broadly indicative of professional practice. Smaller companies and different 
organisational structures such as governments and government departments, trade 
associations, NGOs and charities, for example, will have different profi les. 

 Secondly, many professionals work for consultancies rather than in-house, which 
creates a different approach to dealing with communication issues. This will be 
discussed later in this chapter. 

 That said, Table  3.1  provides valuable professional insights. 
 First, the priority accorded to counselling the CEO and corporation demonstrates 

an awareness of the critical importance of communication issues. Second, the 
 apparent overlaps of the various categories in the list hint at a degree of confusion 
either in professional terminology or the scope of activity encompassed by particu-
lar roles. For example, it is diffi cult to see clear distinctions between ‘manager of 

    Table 3.1    Ranked descriptions of the leadership role of communication professionals in the 
corporation   

 23.3 %  Counsel to CEO and the corporation [16.7 % #2] 
 18.0 %  Manager of company’s reputation [14.8 % #2] 
 12.9 %  Source of public information about the company [14.5 % #2] 
 10.2 %  Driver of company publicity 
 9.7 %  Manager of the company’s image 
 6.8 %  Advocate or ‘engineer of public opinion’ 
 5.8 %  Manager of relationships – co. and NON-customer constituencies 
 5.0 %  Branding and brand perception steward 
 3.5 %  Member of the strategic planning leadership team 
 3.4 %  Manager of employee relations (internal comm.) 
 1.9 %  Manager of relationships – co. and ALL key constituencies 
 1.8 %  Support for marketing and sales 
 1.8 %  Corporate philanthropy (citizenship) champion 

  Source: Adapted from Goodman and Hirsch ( 2010 , p. 17)  
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company’s reputation’ and ‘manager of the company’s image’ or how these compare 
with ‘branding and brand perception steward’. 

 However, the major conclusions to be drawn from this research are apparent. In 
addition to the importance attached to the corporate communication function by 
business leaders, it is viewed as a strategic role in respect of the organisation’s 
 audiences both internally and externally. 

 The CCI Studies also asked communication executives to indicate their core 
functional responsibilities drawn from a list of possible functions proffered by the 
researchers. The results are set out in Table  3.2  (Goodman and Hirsch  2010 : 18).

   The most immediate and striking indicator from this research is the primacy of 
media relations and related professional activities, such as communication strategy 
and policy. Also, crisis communication is largely played out in media, even if the 
problem sometimes ends up in the law courts. In the case of BP, described above, 

   Table 3.2    Core functional 
responsibilities of corporate 
communication  

 Function  Responsibility (%) 

 Media relations  100.0 a  
 Public relations  98.4 a  
 Communication strategy  96.9 a  
 Crisis communication  93.8 a  
 Communication policy  92.3 
 Executive communication  87.7 a  
 Reputation management  84.6 a  
 Employee communication  81.5 a  
 Social media  78.0 
 Internet communication  76.9 
 Intranet communication  76.6 
 Annual report  75.4 
 Corporate identity  69.2 
 Issues management  67.7 
 Community relations  61.5 
 Mission statement  56.9 
 Corporate citizenship  50.8 
 Brand strategy  50.8 
 Marketing communication  41.5 
 Advertising  41.5 
 Corporate culture  40.0 
 Investor relations  32.3 
 Government relations  15.4 
 Technical communication  13.8 
 Ethics  9.2 
 Training and development  7.7 
 Labour relations  4.6 

  Source: Adapted from Goodman and Hirsch ( 2010 , 
p. 18) 

  a Almost ubiquitous  
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the devastating consequences of the oil spill disaster in the Gulf of Mexico have 
ended up in the US courts, where many people who were not directly impacted by 
the spill have nonetheless been granted compensation. 

 As for public relations – ‘the predecessor to the corporate communication 
 function’ (Argenti  2007 ) – this is often an older synonym for corporate communica-
tions that some people still use as is clear from Table  3.2 , while social media is an 
increasingly signifi cant reputational factor for senior management in any large 
organisation. With the extraordinarily high levels of interactivity and transparency 
enabled by the Internet, the elemental practices of corporate communication, 
 including corporate reputation management, are made unrecognisable to earlier 
practitioners, especially in the transparent web of social media that has had a pro-
found impact on the speed and extent to which stakeholders can interact with the 
corporation and with each other in ways that have both positive and negative impli-
cations for the corporation (Goodman and Hirsch  2010 ). Social media will be 
 discussed separately later in this chapter. 

 There is a particular link between these fi ndings and those in the preceding table 
that set out the leadership roles of corporate communication professionals. It is the 
potential impact of media both positive and negative that requires counselling for 
the CEO and the corporation. 

 This is an area of sensitivity for two reasons, the fi rst derived from the nature of 
media and the second derived from the role of directors and senior managers.  

3.2     Core Responsibilities 

3.2.1     Media Relations 

 Media relations, in common with many of the activities and roles listed in the two 
tables, is an intermediated form of communication. What this means is that to reach 
your target audience with your message, you have to work through go-betweens or 
intermediaries. For example, if you give an interview to a journalist, she or he may 
quote you, accurately or otherwise, but how they interpret the message will be their 
decision. Subsequently, subeditors and editors will review the copy and decide 
whether or not and how prominently to run the story. A simple scan of differing 
media will confi rm the wide interpretations accorded with any one news item. 

 Directors and senior managers are often required to be the public face or voice of 
the corporation. Different individuals will approach this task with very different levels 
of enthusiasm. Some will enjoy the exposure, the chance to air their views publicly. 
Some will seek to avoid it whenever possible. They see it as a high-risk activity they 
would prefer to avoid. Professional advisers need always to keep in mind that those 
who are most desirous of talking to journalists are not necessarily the most skilled at 
doing so, especially when they have not prepared properly for the encounter. 

 There are many risks involved in dealing with interviews and comments to 
media. And the risks are not just oral. In fi lmed or live interviews, the risks of body 
language, looking bored or disengaged when dealing with a serious subject or being 
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inappropriately dressed so that many viewers will only remember the strange dress 
or violently patterned tie have to be considered. 

 Interviews conducted at weekends or during leisure time carry particular  sartorial 
risks. For a senior, middle-aged man to appear in a tee shirt does not work, while 
wearing a suit and tie would be equally inappropriate. Similar rules apply to women, 
who at least have a wider choice of attire from which to choose. 

 There are a number of essentials for any successful media encounter. The most basic, 
although often overlooked, is that the interviewee has something  interesting to say. 

 She or he must be quite clear what the message is, that it accords with corporate 
policy and be satisfi ed that it is likely to match the interests of the interviewer. This 
analysis is straightforward when discussing major events – fi nancial announce-
ments, signifi cant product developments, business acquisitions or disposals – but 
less so on other occasions. To seek interviews when there is no signifi cant news 
value to offer risks overexposure for the executive and indifference or irritation on 
the part of journalists. 

 Timing is also important. Trying to give an interview about a new factory invest-
ment or a store opening on the day of a government budget announcement is unlikely 
to arouse much media interest. Selection of the time of day for an interview needs 
to take account of news deadlines and their impact on the work of journalists. Very 
few reporters will be tempted by an invitation to an early breakfast encounter. 

 And for any international organisation with offi ces in different time zones, when 
planning major announcements, consideration must be given to how the news will 
be released in different parts of the world. The usual decision-making process is that 
head offi ce will decide what best suits them (together with a calculation for listed 
companies of stock exchange regulations) and then seek to fi t everyone around their 
chosen time. Inevitably, somewhere in the world, it will be 3.00 am. 

 For the corporate communication professional, the key to success is preparation. 
For inexperienced executives, unaccustomed to dealing with media, training programmes 
can be sourced, but these are never a substitute for proper planning ahead of an 
interview. 

 First, the judgment has to be made about the news value of an interview and what 
the message should be. This needs to be discussed and agreed with the interviewee, 
who will need to be clear about what should be covered in the interview and what 
should not. A written brief may be appropriate, together with a background note 
about the journalist if the executive is unfamiliar with them. 

 Also vital is a discussion – probably supported by a note – of the likely questions 
that may arise and how they should be answered. Warnings should be given about 
the dangers of going ‘off the record’, a suggestion that interesting information will 
be divulged for background only and not to be reported. Such agreements are not 
necessarily honoured. And recording the encounter is useful in case of any dispute 
about what was or was not said during the interview. 

 Some executives will fi nd these preparatory steps irksome, being confi dent that 
they know how to behave and what to say and are comfortable that they know the 
journalist well. These situations are not easy to deal with, and accidents will happen, 
with a piece being published or broadcast that differs signifi cantly and embarrassingly 
from the intended message. The most diffi cult issue to deal with is an executive 

3 Becoming a Successful Corporate Communication Practitioner…



56

taking an unplanned call from a journalist and chatting either on or off the record. 
This tendency must be discouraged. 

 Executives have to learn, one way or another, that journalists are not their 
friends – nor their enemies – but professional people with a job to do, get a news-
worthy story, and that the executive has a professional job to do, deliver one, as 
planned. 

 It should be clear by now that talking to media is not a simple task. In order to 
manage the fl ow of corporate information and to ensure it is both accurate and on 
message, it is of critical importance that only those (few) people who have the 
 necessary skills and experience are allowed to do so. A list of those who are autho-
rised to speak to media should be maintained, and it must be made clear that nobody 
else is entitled to do so. 

 It is likely, but not invariably so, that an interview opportunity will have been 
triggered by the issuance of a press release, a summary of a potential news item 
circulated to media by the corporation. The corporate communication department 
will be responsible for drafting the release but will need to liaise with, and seek the 
approval of, those who have an interest in the subject of the release. 

 This list will include those who are to be quoted; those with a material interest in 
the subject, such as product or service managers, fi nancial staff and potentially 
 lawyers, depending on the sensitivity of the news; and those members of senior 
management who have the responsibility for signing off the fi nal draft. 

 It is critical from the outset that the member of the corporate communication 
department responsible for the master copy is clearly identifi ed so that various 
changes, of which there will be many, can be integrated without confusion or error. 

 The fi nal version, which may or may not closely resemble the original draft, 
must meet certain criteria: it should be short, not always possible with complicated 
issues such as fi nancial results, make its points clearly and be in simple language. 
Jargon should be avoided. Even with complex issues, it should be easily grasped by 
a nonspecialist reader. 

 If the release is to be circulated internationally, corporate communications will be 
responsible for translating the text. For example, if the draft is in simplifi ed Chinese 
characters, traditional Chinese characters and English may be required. Discussions 
among translators and comparisons of various versions to ensure the original meaning 
is not corrupted and the style is elegant and appropriate can be time consuming, so the 
translators will wish to have the earliest possible view of a working draft, provided of 
course it will not be at a stage when it may be subject to radical alteration. 

 If the subject matter is confi dential until the moment the release is circulated, a 
note will need to be kept of those who are entitled to see the text and steps taken to 
ensure that nobody else reads it. Information leaks from all types of organisation are 
quite common, always deplored, and in the case of highly sensitive information, 
such as the fi nancial results of publicly listed companies, extremely damaging. 

 Major or sensitive releases will require a briefi ng for senior management on likely 
questions and appropriate answers. For international organisations, gathering and refi n-
ing this material from relevant departments and managers takes time and effort: not 
everyone approached will share the sense of urgency of those asking the questions. 

D. Hall



57

 After the release has been distributed, corporate communication staff must be pre-
pared to respond to calls from media seeking clarifi cation and further information. 

 It will also fall to the corporate communication department to prepare lists of 
those to whom releases should be sent. Such lists will be tailored to corporate 
requirements and consist of individual journalists, news outlets and media organisa-
tions that are interested in the organisation and its fi eld of operations. These lists 
should always be available and updated to ensure the contents remain accurate. 

 For major occasions, a press conference will be called. The fi rst decision to be 
made is whether or not the subject of the proposed press conference is of suffi cient 
value to justify the time and expense of its organisation. This is not just an internal 
calculation. Inviting media to a conference or briefi ng and having just a handful turn-
up is not good news either internally with management or externally with media who 
will not respect the corporate communication team’s professional judgment. 

 The decision made, the invitation list needed to be prepared, the logistics of 
 setting up the venue agreed and executed and those appearing on the platform will 
require prepared statement, and rehearsals for them will have to be booked. With 
fi nancial result announcements, separate briefi ngs for fi nancial analysts may be 
required. And, of course, preparation and approval of the press release will be taking 
place simultaneously.  

3.2.2     Social Media 

 Social media have brought huge benefi ts to our lives. They enable us to communi-
cate instantly with family and friends, to access swiftly information that previously 
might have taken weeks to research, to contact like-minded social groups or to 
exchange information about the quality of commercial products and services. They 
provide entertainment and games. Online shopping can be a great boon, while 
 posing a signifi cant threat to traditional retailers. They also present at a more sinister 
level vast opportunities for surveillance and the invasion of privacy, as revealed by 
Edward Snowden’s leaking of NSA documents. Social media have also enabled an 
aspiring US President, Barack Obama, to raise very large sums of money for his fi rst 
presidential campaign. 

 It is both the ubiquity and the global reach of social media that pose the 
opportunity and the challenge to corporate communicators; from our point of view, 
social media are simply a global grapevine. As noted elsewhere in this chapter, 
grapevines, those informal networks common to all organisations that circulate 
information, rumours and gossip among staff, are uncontrollable and ineradicable; 
further, while frequently and conventionally deplored by senior management, most 
people are enthusiastic participants. 

 In dealing with social media, corporate communicators have to accept some 
potentially unwelcome realities. The fi rst, and most critical, is that the emphasis on 
the management of corporate messaging that features elsewhere in this chapter is 
simply not possible. The targeting of selected media in controlled circumstances 
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through intermediating journalists cannot be achieved with social media, although 
some efforts have been made by fashion houses that invited widely followed fashion 
bloggers to couture shows. 

 However, in a world where celebrities can number their Twitter followers in 
 hundreds of thousands, selectivity among audiences is diffi cult to achieve. Prudent 
engagement rather than message management becomes the necessary approach. But 
this is constrained by the second reality: that comment in social media is frequently 
vigorous, if not downright abusive, and seldom posted with any concern for  accuracy 
or with any attribution. While picking up the phone to a journalist who may have 
published an inaccuracy is straightforward, responding to an anonymous post is 
next to impossible. 

 This presents the third reality: dealing with social media is a labour-intensive 
activity, and some corporations are slow to make the investment, either because they 
are reluctant to commit the resources or because they are nervous of engagement. 
But social media cannot be ignored. 

 How best to engage and how not to do so are best illustrated by two examples. In 
2013, Amazon launched its instant delivery service using a combination of 
 traditional media and Twitter/YouTube, underscoring the point that conventional 
and social media are not mutually exclusive channels. Its achievement was to start a 
conversation about the next steps in delivery service and to highlight its positioning 
as an innovative company. 

 In the same year, J.P. Morgan, the largest US bank defi ned by assets, had a less 
happy experience with Twitter. The bank had been hit by billions of US dollars in 
fi nes since the fi nancial crisis of 2008/2009 and was thus a prominent institution in 
any discussion of the fi nance industry. Towards the end of the year, they announced 
they would host a Twitter conversation and invited people to tweet questions. The 
volume, variety and frequent hostility of the questions and comments were such that 
the event was cancelled. J.P. Morgan appeared to have believed they could focus the 
conversation in a way that was not achievable in social media. 

 Finally, a note about Twitter: celebrities, sports stars, movie stars and, yes, the 
President of the United States, all Twitter. It is just conceivable that prominent 
 business fi gures whose names are synonymous with the companies they lead may 
be able to justify doing so. For every other business leader, it is a mistake for the 
same reason they should not blog: they have too little of value to offer. Twittering 
should be left to those who live in the public eye.  

3.2.3     Crisis Communications 

 Crisis communications, the process of dealing with sudden signifi cant problems or 
events, in many organisations will or should be covered by a plan. No crisis plan can 
cover every contingency in detail, nor should it attempt to do so, or senior management 
will be confronted with a vast document at the very moment when they have to 
think and act quickly. Plans should deal with two categories of responsibility: how 
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disruption to the work of the organisation will be minimised and normal activity 
restored and the identity of those who will manage the crisis and its attendant 
communications. The chain of command and who should be informed and consulted 
and when should be addressed. 

 In a crisis, rapid response is vital. At the most basic level, it may avoid further 
damage to the business or even, on extreme occasions, help save lives. A major event – 
passenger plane crash, building fi re, terrorist attack, computer network collapse 
and kidnapping of senior executives – will prompt close media scrutiny. Recent 
examples include the sudden shutdown of the world’s most prominent Bitcoin 
Exchange – Mt. Gox – in February 2014 and the tragic disappearance of Malaysian 
Airlines’ fl ight MH370 in March 2014, both of which have attracted tremendous 
media coverage and emotional discussion. 

 Apart from reporting the drama of the event, media will be looking for immediate 
responses from management and, failing such a response, are likely to fi ll the vacuum 
with suggestions the management is slow to respond or, even, incompetent. Once such 
a story is circulated, it is extremely diffi cult for management credibility to recover. 

 As will be obvious, the customary time-consuming processes of press release 
preparation are not possible in these circumstances. Nor can staff when preparing a 
management crisis plan anticipate the nature of every crisis and the manner in which 
it will develop, so there is unlikely to be a ready-made press release on fi le. 

 The most important rule when making the fi rst response to a crisis is not to say 
too much. Hurried speculation as to cause, extent of damage, attribution of 
 responsibility and other sensitive matters are almost certain to be inaccurate and 
may subsequently be used against the corporation. The best approach is to express 
sympathy or concern for those affected, be they customers, staff or members of the 
public, and assure that management is focusing on the issue and to give an  assurance 
that further information will be given as soon as it is possible (accurately) to do so. 
On 16 April 2014, a South Korean ferry, MV Sewol, carrying 476 people and cargo 
between Incheon and Jeju, capsized and sank. Initially, South Korean offi cials 
reported that most people on board had been rescued, a statement subsequently 
proved to be extremely inaccurate. Tragically, many more had been lost (note to 
editors that no fi nal number as yet confi rmed). This misleading statement, plus sub-
sequent allegations that the ferry was overloaded with cargo, led to the resignation 
of the South Korean Prime Minister before the end of the month. 

 While being clear about what to say, it is also important to be clear about who is 
to say it and who not. The rules about who is permitted and who is not allowed to 
talk to media, referred to above, may break down under stress. In these circum-
stances, general speculative comment from members of staff, at any level, can be as 
damaging as it can be inaccurate, which brings up two related issues: internal 
 communications and the deployment of corporate communication staff. 

 The chain of command and communication procedures in the crisis plan should 
set out who should be told immediately when a major event occurs. Head offi ce 
personnel dislike intensely learning about a major problem in the business from 
news headlines rather than from colleagues. Similarly, staff at all levels prefer to 
hear from line management or internal communication channels about the impact of 
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a crisis. So relaying the news and broad details of what has happened together with 
the approved response within the organisation is vital. It should also be made clear 
that nobody other than approved spokesmen should make any comment at all to 
media. 

 In deploying his or her resources, the head of corporate communications must 
consider where her media team should be located. For her, the decision will be 
clear: the plan should locate her at the central command team management offi ce so 
that advice may be given on critical communications issue and these may be exe-
cuted promptly. 

 The rest of the communication team will either be in their own offi ces or back-up 
offi ces if their own are disabled, while some should if possible be located at the site 
of a serious event. That is where teams of news media will gather and where man-
agement of the communication process will be important. While media have every 
right to discuss events with fi re, police and other emergency responders, interviews 
with individual members of staff should be avoided. 

 The on-site corporate communication team must maintain an open channel with 
the head of corporate communications to ensure they have the most recent approved 
statements. And they can update the crisis managers on what is happening on the 
ground. Consideration will also be given to communication, where appropriate, 
with customers, suppliers, regulators and local government or any other critically 
interested party. 

 During a crisis, close attention must also be paid to social media, if such a  process 
is not already routinely in place, and corporate communication teams must be 
 prepared to engage as and when appropriate. Where those postings do identify 
themselves, then referrals to frequently asked question (FAQ) sites and websites 
can be made. The assumption is made in nearly all crisis plans, as indeed in this 
discussion, that crises are driven by a single and very sudden event. This is not, 
however, invariably the case. 

 For example, in the winter of 2002 in Asia, there were rumours of increasing 
numbers of pneumonia cases in southern China and, subsequently, in Hong Kong. 
These were initially dismissed as a seasonal phenomenon. Later, when cases 
 multiplied, some governments recommended health and cleaning precautions; the 
virus H5N1 was identifi ed as the cause of the disease that came to be known as 
SARS, severe acute respiratory syndrome. 

 Corporations, along with the medical profession, had to devise plans to deal 
with SARS, which appeared to be highly contagious, although the exact means 
of transmission was not at that time identifi ed. It was believed that Tamifl u, an 
existing medication, was helpful in treatment, and the world was scoured for 
supplies. 

 Large companies split work teams to avoid entire critical functions being 
 disabled, set up regular intensive offi ce cleaning of programmes and issued face 
masks. All these and other measures had to be communicated to staff. 

 From this experience, there are two lessons to be learned: fi rst, not all crises can 
be anticipated and, second, crises can arrive silently and by stealth.  
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3.2.4     Internal Communications 

 The focus of attention properly devoted to communications with external audiences 
should never ignore the importance of communicating positively and effectively 
with an internal one, an organisation’s own staff. 

 Staff are critical to an organisation’s success. Indeed, for those companies 
 operating in the service sector, they are possibly the most signifi cant assets. Staff 
performance dictates the quality of service delivery, and while general managerial 
competence, or lack thereof, is important, it is also itself a determinant of how staff 
perform. 

 Organisations rely on a variety of channels to effect these communications: 
intranets, emails and, occasionally with very large organisations, their own internal 
television programming. The key point to grasp with internal communication 
 programmes is that to be effective, staff must fi nd them suffi ciently interesting, in 
 whatever format they may be produced, to pay attention to them. Four factors are 
key: relevance, good content, professional production values and trust. 

 Relevance is straightforward: the matter has to be of interest to staff in the con-
text of their working lives and it must be timely. Information and comment from 
senior management immediately following the release of the company’s fi nancial 
results will be interesting, a hot topic. Two or three days later, it will be of far less 
interest. Media will have covered the results in detail and there will be little left to 
add. It will be old news and stale views. 

 To avoid these issues, those in charge of internal communication programmes 
must work to ensure that senior management pay appropriate attention to planning 
internal communications as well as external when making major announcements. 

 Maintaining staff interest in internal channels entails constant updating with a 
corresponding level of resources to meet these demands. An intranet that is updated 
on a weekly basis is an irrelevance. Daily is a minimum, and in times of major 
events or crises, more often will be needed. 

 Good content can be defi ned as relevance, described above, plus professional 
presentation – sharp and well written, illustrated and presented – together with 
 subject matter that appeals to its audience. Internal communication programmes are 
by defi nition business communications. However, people at work are social beings 
as well as workers. They have interest in their colleagues and any social programmes 
the company may offer. A balance between, sometimes dry, business content and 
social issues must be maintained. 

 This raises the issue of presentation and production values. On a daily basis in 
their private lives, whether online or via conventional communication channels, 
staff are exposed to highly professional and often beautifully executed program-
ming. Anything that falls far short of this level will be dismissed as amateur and 
uninteresting. While non-media organisations may lack the resources and skills of 
media companies, they must, nonetheless, strive for the highest standards. 

 This raises the issue of the deployment of the most senior management. They are 
occasions when a straight-to-camera message from the CEO or chairman i s 
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 important. They have something signifi cant to say, and their appearance will 
 underscore the importance of their message as well as giving staff, who may seldom 
encounter them in person, the chance to see them in action. 

 There are, however, two constraints. The fi rst is the risk of overexposure. A CEO 
who is constantly exposed on the intranet or internal TV station will fi nd her value 
at some point diminished by the sheer familiarity of her face or voice. The second 
point is that CEOs are not generally gifted broadcasters. That is not why they are 
hired. Thus they will need training, guidance and rehearsal to ensure that when they 
do speak, they do the best possible job. 

 Occasionally, a CEO will be tempted to blog. This should be avoided. While 
CEOs as private citizens will have through the breadth of their experience interesting 
views on many issues of public importance – with few repercussions from any 
offence caused by their publication – the same does not apply in their directorial 
role. As CEO they will be constrained by their responsibilities so that their blog will 
likely be indiscreet, infrequent or too trivial to be of much interest to staff. 

 But however well these channels are managed, staff still like to be kept informed 
through traditional line manager communication. They want to hear the message 
from their boss or boss’s boss. This reinforces work place relationships as well as 
confi dence in management. If a major announcement, either positive or negative, 
has been made, the ability of a manager to respond to a team’s questions or to 
 provide further background is important. 

 Advance briefi ng notes to managers, where confi dentiality and regulatory restric-
tions permit, are valuable. But not every manager is a born communicator, and they 
will often fi nd reasons why they are not able to take part in a line communication 
exercise. Training, practice and encouragement are then needed. 

 The value of an effective internal communication programme can be critical in 
building and maintaining staff morale. This raises the last of the four criteria men-
tioned above, trust. 

 Staff do not expect to be given highly sensitive or confi dential information that, by 
defi nition, has to be restricted to a small group of people. On the other hand, as com-
petent and professional people – and if they are not, the company may not remain in 
business for very long – they expect honesty and openness from their senior manage-
ment. They will resent what they feel is propaganda or, worse, deception. 

 All organisations have grapevines, those informal channels of communication 
through which gossip, information and disinformation fl ow. Sometimes, this infor-
mation, or just rumours, reach the outside world and appear in media. It should be 
noted that information also reaches the outside world in the form of leaks, when 
someone deliberately and anonymously speaks to a journalist. 

 These events are a not uncommon feature of corporate life. They become a 
 particular concern for staff when they touch upon their own welfare, above all when 
there are leaks about possible cuts in staffi ng. 

 These leaks place senior managers in an extremely diffi cult position. For 
 example, if staff cuts are in prospect, they demand careful planning – there are often 
contractual and legal issues to be resolved as well as logistics – and until these 
issues are resolved, nothing can be said or put into effect. 
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 Thus, when they are confronted with such a leak, senior managers have a major 
problem. If they deny the report, they are lying. If they confi rm, they may fi nd 
implementation extremely diffi cult. There is nothing they can say. 

 Even if the report is untrue, to deny the leak or rumour can be fatal, as thereafter 
whenever reports of staff cuts appear and management refuses to deny them, they 
will in effect have confi rmed the reports that will then spread everywhere. 

 The ability to keep information confi dential is a vital but not always recognised 
quality in senior management. The other lesson to be noted is that the greater the 
number of people with access to a piece of confi dential information, the greater the 
risk of a leak.  

3.2.5     Values, Culture and Brand 

 Returning to the fi rst table in this chapter that listed leadership roles, it was noted 
that managing the company’s reputation was very important for corporate commu-
nicators. So far, the discussion has tended to focus on the defensive aspects of this 
responsibility, how to avoid accidents in interviews or respond in a crisis, but the 
primary task for professionals is actively to promote the company, its values and its 
brand. 

 In the second table that deals with functional responsibilities, the corresponding 
items that cover this practice are reputation management, brand strategy, marketing 
communication and advertising. 

 All companies have a corporate culture and a set of values, beliefs and practices 
that determine how they run their business, interact with their customers and  manage 
their staff. They may not have written down their culture or formalised it into a 
statement, but it will exist. 

 In respect of brand, the word started life as a trademark thus related to corporate 
identity, while for many professional people, it has evolved as a term that describes 
the sum of consumer perceptions of a company. 

 For the present discussion of the role of corporate communicators, these 
 distinctions are not critical. What matters is that he or she should have a thorough 
understanding of the business, its culture and its values. 

 This is essential not merely so that any internal and external expression of the 
company and its products and services should be consistent with these qualities. It 
is also important in the event the senior management of the company at any time 
plan to embark on a course of action that is inconsistent with its culture and values. 
The task of the corporate communicator is then to advise of the possible conse-
quences reputationally of their decision. If the senior management still judge they 
have proper grounds for proceeding, then it falls to the corporate communication 
team to present the decision in the best possible light and to manage any negative 
response. 

 Thus, the core of corporate communications is the promotion of the culture and 
values of the company whether that is through a projection of the values and  business 
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of the corporate entity or of its component products and services. In carrying out the 
latter tasks, the corporate communication team will also work with relevant line 
managers and their staffs.   

3.3     Shared Responsibilities 

3.3.1     Brand and the Marketing Department 

 A consideration of both tables one and two makes clear by the allocation of percentages 
that while certain roles and responsibilities are common to almost all professionals, 
others are not. Media and crisis communications have already been highlighted as 
among the almost universal tasks that fall to corporate communicators, but in respect 
of other roles, the job description and the list of responsibilities will vary from 
 company to company. 

 Among these variations, already referred to above, are brand strategy, reputation 
management, marketing communication and advertising. Many large companies 
have marketing departments with explicit responsibility for these activities. In this 
context, brand is given its broader interpretation as the sum of consumers’ thoughts, 
feelings and perceptions of the company, its products and services. 

 It is at this point that interpretations of brand, corporate culture and corporate val-
ues tend to overlap, at best, or become confused. There is also a lack of clarity, as may 
be deduced from the two tables, as to who has pre-emptive rights to particular tasks. 

 Marketing is seen by its practitioners as a process of analysis to identify target 
markets and particular customer groups within those markets, a process known as 
segmentation, and then devising or positioning products and services to appeal to 
them. This work inevitably involves consideration of distribution and price. 

 There are three critical points arising from this: First, the nature of their work 
places marketing personnel close to the core strategy of the business. Second, the 
budgets allocated to research and advertising are very large thereby increasing their 
infl uence within the company. Third, their work is focused on control, control of 
message, control of distribution and control of price. 

 The issue of control differentiates marketing and corporate communications in 
those organisations in which the two roles are separate. As noted earlier, in respect 
of corporate communications with media, there are intermediaries such as journal-
ists, who interpret a corporate message before it is relayed to its intended targets, 
readers, listeners and viewers. Managing this message transmission requires 
 particular skills. 

 The content of advertising, at least within the bounds of the law, regulation and 
concerns for public decency is entirely within the control of those paying for the 
advertisement. In making decisions about design and content, in-house advertising 
executives will be guided by research – usually commissioned externally – and by 
their advertising agency, who will probably also advise on the choice of media 
employed to maximise impact on the target audience. 
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 Nonetheless, it is important for the organisations they serve that corporate 
 communicators and marketers cooperate suffi ciently to ensure that there are no 
variations in how they view the company’s brand and values and how these are rep-
resented internally and externally. 

 But there are areas in which the skill set and methods of operation of market-
ing teams are unsuited to managing image. Crises, as discussed above, are played 
out in media and are not always susceptible to advertising’s infl uence. Further, 
the need for fl exible execution of an agreed strategy conducted through interme-
diated channels is a mode of operation alien to most marketers. Similarly, major 
fi nancial announcements such as results, acquisitions or disposals involve con-
sideration of media reactions, the views of fi nancial markets and other key audi-
ences. The team working on these projects will involve corporate communication 
professionals, either internal, external or both. Marketers are unlikely to be 
involved.  

3.3.2     Corporate Citizenship 

 Community relations and corporate citizenship, sometimes described as corporate 
and social responsibility (CSR), are an area of activity that often but not invariably 
falls within the corporate communication portfolio. They are infl uential in building 
and enhancing a company’s image. 

 In older companies, CSR often has its roots in philanthropy, charitable giving 
and a policy of providing fi nancial and other forms of support for areas of societal 
need. Issues supported often cover health, education, disaster relief, environmental 
causes and care for the elderly. 

 Over time, companies tend to focus on particular programmes in order to maxi-
mise their impact and adopt internal administrative procedures to ensure funds are 
channelled to the best-managed projects and are properly spent. Funds can be dis-
tributed locally, regionally or internationally. 

 These activities have become more prominent as national and international 
single- issue groups, or NGOs, have grown in number and infl uence. Companies are 
exhorted not just to give money but also modify their behaviour, avoiding, for exam-
ple, trading with other companies that are judged to be either unethical or showing 
a proper lack of regard for the safety of their employees. Companies may also come 
under pressure to modify their business practices to avoid damaging the environ-
ment. NGOs are highly effective in running such campaigns. 

 The core activities of certain industries, especially extractive industries such as 
mining or drilling, are under particular scrutiny, while the environmental impacts of 
a company’s own business, its suppliers, associates or customers are closely 
monitored. 

 Managing these programmes, which can fl are into a crisis and which frequently 
play out in media, requires skills that typically are the province of corporate 
communicators.  
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3.3.3     Investor Relations 

 Investor relations is a practice usually confi ned to publicly listed companies, who 
need to communicate with fi nancial analysts and rating agencies in order to explain 
and elucidate the progress and strategy of the business. 

 Financial analysts typically work for insurance companies, banks and investment 
banks, and their task is to produce reports both for internal and external consump-
tion that may mark a company’s stock on which they are reporting as either a buy, 
hold or, less frequently, a sell. These analysts are known as ‘sell-side’ analysts. 

 ‘Buy-side’ analysts, who typically work for holders or potential holders of the 
company’s stock, do not publish research or buy, hold or sell recommendations. 

 Also signifi cant for investor relations are rating agencies, such as Moody’s and 
Standard & Poor’s, who are concerned with the company’s ability to pay back its 
debts. They award credit ratings to the company’s issued debt based on their analysis, 
and the nature of that rating may affect the cost to the company of raising money. 

 Investor relations is customarily the responsibility of the fi nance department, 
who has the technical skills necessary both to explain the presentation of the com-
pany’s business in the accounts and to deal with technical questions. However, when 
announcing fi nancial results or major events, such acquisitions and disposals, close 
cooperation is necessary with fi nance and corporate communications to ensure that 
the presentation to both audiences is aligned, accurate and properly understood.  

3.3.4     Government Relations 

 Government relations, often called lobbying, is a highly specialised activity that 
sometimes forms part of the corporate communication portfolio. Otherwise, line 
reporting is to other senior corporate managers or board members with a particular 
interest or expertise. 

 Sometimes, the services of external consultants are employed to assist the 
 company to achieve its goals. The issues infl uencing the choice and balance of in-
house and external consultancy are explored later in this chapter. 

 Although government relations is probably more highly developed in the United 
States than elsewhere, it is nonetheless an almost universal phenomenon. The 
 reasons are simple: even in economies that have a very low proportion of state-
owned enterprises (SOEs), the infl uence of government on the business sector is 
huge. In these circumstances, seeking to infl uence government policy is an obvious, 
if not inevitable, course of action. 

 Government policies and legislation that touch business in even the most 
avowedly capitalist economies include, but are not limited to, corporate taxation, 
health and safety legislation, employment law, interest rates and fi scal policy, 
 environmental restrictions, tariffs and, where they exist, government subsidies. 

 Many other interests will also be clamouring for government attention: elector-
ates, NGOs, political parties, foreign governments and various departments within 
the government itself that will be competing for scarce resources. Consequently, it 
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is unsurprising that companies often devote considerable resources of their own to 
infl uencing government. 

 The techniques employed in the conduct of government relations will vary 
depending on the national context. Broadly speaking, companies have two different 
but not mutually exclusive avenues of approach: to work through a trade associa-
tion – probably one of the best known in the United States is the National Rifl e 
Association (NRA), which has successfully resisted almost every effort to tighten 
US gun controls despite occasional massacres – or a chamber of commerce. Or they 
can create their own lobbying programme. 

 Techniques include simple persuasion through arguing a case or making a formal 
presentation, offering fi nancial support for a party or candidate, advertising 
 campaigns and the creation of alliances. Borrowing an example illustrated by 
Argenti ( 2007 ), in 2001, Microsoft had been lobbying against copyright violators 
resulting in a government crackdown on software privacy. It was only later that year, 
in the wake of the 9/11 terrorist attacks that Microsoft was able to cite the incident 
to  succeed with its allies in persuading the Bush administration to go further by 
allotting over $70 million to improve ‘cybersecurity’ in America. 

 Clearly, there are risks that such activities may be seen as an improper use of 
funds, and corporate communicators always need to be aware of what may be seen 
as legitimate activity and what may be considered, rightly or wrongly, improper 
activity liable to damage the company’s reputation.   

3.4     Remaining on Message 

 As was made clear in the earlier discussion of media relations and internal communica-
tions, being sure you have something interesting and newsworthy to communicate and 
then delivering it clearly and consistently is vital to corporate communication success. 

 More broadly in the context of corporate reputation, values, culture and brand, a 
consistent vision of a company’s business that is understood and valued by custom-
ers and other critical audiences is vital to success. Delivering this goal requires a 
great deal more than briefi ng a director on the message to be conveyed in an 
 interview. It requires more than the hard work of creating a strategy and vision for 
the company or group. It demands discipline. 

 There is a natural tendency to regard a company as a single entity, a seamless 
brand. Whatever the industry, we are likely to have views about major players such 
as Alibaba, Lenovo, Apple, Facebook, Mercedes-Benz, Louis Vuitton or Bank of 
China that take little account of the diversity of their products or divisions. 

 For companies, their brands have enormous value. They are carefully nurtured to 
promote sales and to gain an edge over competitors. They are also, to some extent, 
an illusion. International companies can include different products manufactured by 
separate divisions and often by units scattered around the globe. Or the fi nal product 
may be an assembly of components sourced from independent suppliers in different 
continents. Service companies, such as giant fi nancial institutions, will have 
 different products for different market segments and will often be constrained in 
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their national offerings by local regulation. Taking Apple as an example, it is no 
news that the majority of its components are produced by overseas companies. 
According to a well-researched report (Duhigg and Bradsher  2012 ) published on 
The New York Times, all iPhones contain hundreds of parts, an estimated 90 % of 
which are  manufactured abroad. The positioning of iPhone as a prestigious product 
crafted by the United States is to a considerable extent an illusion. 

 Further, international companies have to take account of local tastes when 
 developing a new, or modifying an existing, product. Any company in the luxury 
good business that does not listen to its Chinese managers and heed the tastes of its 
Chinese customers is unlikely to have a prosperous future in one of the world’s 
 largest markets. 

 ‘The process of glocalization is that of hybridization, a continuum of adaptation 
between the global and the local’ (Wang  2000 , p. 108), which is an essential strategy 
for multinational companies in regional marketing for its local success. Taking 
Rolls-Royce’s adaptation of its Ghost for the Chinese market as an example, it 
launched a limited edition Extended Wheelbase model with added length, in 
response to Chinese demands for more room in the back. 

 Within the company itself, different divisions will have different customer bases 
and be competing for investment and resources with other divisions, while at the 
most senior level decisions about future direction, expansion into new markets, or 
exiting existing markets, or discussion of acquisitions and disposals is likely to be 
the subject of vigorous debate. 

 All such internal differences are essential for a company’s health and, on a lesser 
scale, will be echoed in small businesses everywhere. They can nonetheless compli-
cate the delivery of clear and consistent messages by corporate communicators. 

 As suggested by van Riel and Fombrun ( 2007 ), one of the key tasks of corporate 
communication is to develop initiatives that bridge the company’s desired identity 
and brand features for effective brand differentiation. To achieve this goal, it is the 
task of the board to create a coherent and effi cient entity from the above diverse 
 elements, select target markets in which the company can compete successfully 
with the competitors and create a strategy that delivers profi ts. 

 To assist the process, some companies produce mission statements that set out in a 
few short paragraphs, goals, ambitions and values. Much work and research will be 
devoted to branding and related promotion. And all this will provide context for the 
demanding logistics of creating, pricing, distributing, promoting and selling products. 

 The work of corporate communicators is to ensure that the strategy, brand, 
 positioning and direction of the company are clearly understood both internally and 
externally. Their task is to ensure that those who are briefed and cleared to deliver 
such information do so when called upon and other people do not. 

 Ensuring this happens across a large company demands absolutely clear lines of 
responsibility and control. However, accidents will happen. Someone, somewhere, 
will offer an opinion on the record that is off-message, or a leak will occur. 

 Additionally, those variances in conditions between different international 
 markets mentioned above ensure that what is perceived to be important in New York 
or Stuttgart will look very different in Delhi or Shanghai, and vice versa. In such 
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circumstances, the communications from head or regional offi ces can often be 
locally discounted or ignored. 

 The implicit assumption in this section so far is that the messages from the top 
will always be clear. This is not always the case. 

 Sometimes, a strategy will be in the process of creation. Possibly, the case for an 
acquisition or disposal may not be as compelling for an external audience as it 
appeared to the board when the decision was made. Occasionally, corporate com-
municators may be given a two-hour-long PowerPoint presentation and told to turn 
it into a press release. 

 This task requires skill as well as tact. Any project, strategy or policy, however 
long, that cannot be reduced to a summary paragraph – at a stretch two – does not 
exist. That is why the discipline of producing a release can be of great value. 

 However, it is not the task of the corporate communication team to tell the CEO 
or the chairman that they have produced nonsense. Its work is to produce the 
 summary that will serve as a professional release and satisfy the board, plus its legal 
or other relevant advisers. 

 This conclusion takes us back to the tables introduced this chapter. Corporate 
communication team must work closely with the CEO and other senior managers to 
ensure that the business is clear in its aspirations and goals and that clarity is com-
municated internally and externally. 

 Achieving this demands the ability to render complicated issues in a coherent 
and succinct format, plus the management skills to control how and by whom such 
information is delivered.  

3.5     In-House and Consultancy 

 While people who work in-house (they are employed full time by a single corporate 
entity) and those employed by consultancies (they sell their services to companies 
and any other entity that wishes to avail themselves of their work) employ the same 
skills and techniques with broadly shared objectives, the differences between them 
are such that a consideration of their differing operations is useful when making 
corporate communication career decisions. 

 This does not mean that a choice of either consultancy or in-house is a career- 
long decision. People can and do move backwards and forwards between them. And 
many companies have their own corporate communication departments and still 
choose from time to time to take on consultants. That said, some people are tem-
peramentally better suited to one path or the other. 

 The major difference between in-house and consultancy is defi ned by cash fl ow. 
Those who work in-house generally enjoy a more reliable cash fl ow; those who 
work in consultancies are constantly searching for new business to maintain it. 

 Those working in-house are not entirely spared from fi nancial pressures. In 
 common with their colleagues, they will be subject to internal competition for 
resources, annual budgets and performance targets. They may, when economic 
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times are challenging, be subject to budget and resource cuts. Nonetheless, they will 
on a daily basis operate on a reasonable assumption that they have the resources to 
get through the year and can thus focus on meeting performance targets. 

 Apart from more junior staff, all consultants will have new business targets set 
for them. New business is needed not just to grow the consultancy but also to avoid 
contraction. 

 Consultancies operate on two bases: project work and retainer work. Project 
work by defi nition comes to an end. Even long-term retainers end eventually as 
individuals, either in the consultancy or in the client, move on, or the client decides 
to open a contract renewal to competitive bids or any number of other causes. The 
challenge therefore is to ensure that the volume and value of business coming in 
comfortably exceeds that which is being lost. Some people enjoy the constant search 
and pitching for business more than others. 

 The potential upside for consultants, especially those who are new to the 
 corporate communication business, is that the variety of the work they are required 
to do is likely to be more varied and thus the opportunities for learning greater. 
People who work in-house always have internal clients whose needs must be prop-
erly addressed, but the consultant may have clients who work in different industries, 
while involvement in pitching for different companies, even when the contract is not 
won, can offer considerable variety. 

 Pitching for new business involves a particular and vital skill: setting fees that 
ensure the business is profi table for the consultancy. There are consultancies that are 
suffi ciently competent and prominent in their fi eld of operation to enable them to 
charge fees with substantial margins, but they are a minority. 

 For most consultancies, the eternal problem is overservicing (or undercharging, 
which is a different expression of the same phenomenon). The pressure to win the 
business and then keep the client happy creates a mismatch between time commit-
ted and income generated. This can be a particular problem in Asia where clients are 
often not suffi ciently familiar with corporate communication work to allocate 
 funding appropriate to its benefi ts. People who work in-house are likely to enjoy 
better and more stable resources. 

 When working for a client, the consultancy will wish to have strong relationships 
with the most senior people, preferably the chairman or CEO, they are able to reach. 
The more senior your client, the greater budget they will have at their disposal, and 
the more interesting the work is likely to be. This is potentially a source of friction 
with the in-house corporate communication team who will strive to maintain control 
of the consultancy while extracting the maximum amount of work for the lowest 
possible level of fees. 

 The reasons for a company with in-house resources to hire corporate communi-
cation consultancies fall broadly into two categories: a short-term requirement for 
particular skills or resources such that it would be impracticable to seek out, hire 
and dispose of in-house personnel or the need for particular skills that are either 
absent or under-resourced in-house. The former could be as simple as junior support 
staff for a major event. The latter could cover areas such as government relations or 
fi nancial expertise, work for which highly specialised consultancies exist. 
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 In respect of the latter, in-house staff will potentially be unhappy. The consul-
tancy will be interacting with their internal clients, who may regard the consultants 
as an interesting new toy, and absorbing cash which otherwise could have been 
deployed in-house. The skill required of the consultants is to avoid such friction. 
Making enemies within your client organisation is not clever. The combination of 
professional authority, tact and occasional deference necessary for a consultant’s 
role is a skill set of useful general application. 

 From a career point of view, experience of both in-house and consultancy is valuable. 
Having been a consultant highlights the need to identify and service internal clients for 
the greater corporate good. It also creates a degree of fl exibility that can sometimes be 
absent from those who have spent many years within the same company. 

 And for those who work in-house, there is both the opportunity and the need to 
get to understand in depth how a business functions. Consultants may become 
extremely close to a company on a single issue or campaign, but they are not around 
long enough to have broader and deeper knowledge.  

3.6     Measurement, Accountability and Success 

 How do you measure success? How can you tell when you have done well? Your 
boss praises you, pays you a bonus or gives you a good year-end appraisal? 

 Well, perhaps, but these rewards merely prompt the question: On what basis 
are they granted? Where are the hard data that support the accolades, or are they 
attributable to your personal charm, ingratiating manner and willingness to listen to 
your boss’s anecdotes? 

 Your job description and objectives for the year (where these exist; some corpo-
rations are surprisingly lax about such things) are a good starting point, guiding 
your work and providing you with a checklist. They are a useful basis for any 
 discussion of your performance. 

 However, unlike those managers who have revenue targets for the year and other 
hard goals that are easily measured, corporate communicators are at a disadvantage. 
They do not have clear metrics. Many attempts have been made to resolve this 
 diffi culty. None is entirely satisfactory. 

 Measuring media coverage achieved has been one such solution, modifi ed with 
a recognition that allowance has to be made for prioritising good coverage over bad 
when considering the achievements of corporate communicators. 

 Further qualifi cations can be made based on the perceived quality of the media, 
with a piece on local radio in a remote town where there are few customers being 
judged of lesser value than an interview on, say, a major business channel such as 
Bloomberg. Trying to assess the performance of the interviewee, which can affect 
impact, is a controversial area. 

 Your CEO’s Bloomberg interview may be acceptable, no obvious mistakes 
 having been made, but a discussion about raising the level of that performance 
should be restricted to a private discussion rather than featuring in a free-ranging 
assessment of your performance at the end of the year. 
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 Occasionally, attempts are made to ascribe a monetary value to coverage achieved 
based on advertising rates for equivalent space or airtime. These efforts are seldom 
judged to be credible. 

 There are two substantial objections to the general approach described above. The 
fi rst is that maximising media coverage is not necessarily an appropriate or desirable 
objective. There will be times (awaiting fi nancial results, during the discussion of 
acquisitions, mergers or disposals, pending staff reductions, in the course of crises) 
when absence of coverage and leaks is a critical goal. The preferences of individual 
CEOs will also make a difference. Some will be temperamentally disposed to court 
media; others will be media shy and encourage others to follow their example. 

 In such circumstances, corporate practitioners are deprived of their metric or put 
in the impossible position of trying to prove a negative – the crisis coverage would 
have been so much worse if we had not taken the steps that we did to modulate 
reporting. 

 The second objection is simply that the methodology focuses attention on just 
one criterion, media coverage, thereby overlooking other programmes such as inter-
nal communications, or, as noted above, crisis communication efforts, or CSR work. 

 There are indeed some highly experienced corporate communicators who say 
that their work defi es measurement given some of the qualifi cations described 
above. But before a premature concession of defeat, it is worth looking at the issues 
of accountability. 

 When views are formed about the performance of any manager, consideration 
will be given to soft as well as hard targets and qualities. The soft issues will include 
considerations of management style and perceived abilities, whether or not the 
 manager is a natural follower or a strong leader, temperament issues (is the manager 
calm in a crisis or prone to panic?), whether or not the manager is a team player and 
an assessment of that most elusive quality – ‘judgment’. 

 Judgment in this context refers to critical insight and discernment. For example, 
your CEO or board may be about to take a decision – a controversial price increase, 
the site of a new factory or an investment in a country the government of which is 
widely considered to be oppressive – that may be controversial. Your input is 
requested on the scale of the controversy to which this may give rise. Will it pass 
quietly? Will it be manageable or seriously damaging to the company’s reputation? 
Should the project be abandoned? In some industries, such as the extractive 
 industries or tobacco, these questions will arise more often. 

 The timid response may always be to suggest that it is best not to proceed, but 
that will make you both predictable and useless. Your judgment will be assessed on 
the basis of how often you get the answer right. 

 These soft skills will become ever more important the more senior you become, 
and while they may not be as easy to measure as hard data targets, consensus among 
your peer group and superiors as to your possession of these vital qualities will form 
quickly. 

 The last aspect of accountability is your ability to manage the full range of your 
responsibilities. Your job description and your contract will defi ne the person or 
persons to whom you report. As has been shown in the tables at the beginning of this 
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chapter, at the most senior level, the CEO will occupy much of your time and 
 attention. However, if you are actively promoting the company, its values, its brand 
and its products, then you will have many other internal customers. 

 These internal customers will likely include subsidiary managers, where you 
may have staff deployed; product, brand or service managers; and fi nance, legal and 
even security. An important ingredient of your success will be correctly identifying 
these customers, building relationships with them and ensuring they receive from 
you and your staff the level of attention appropriate to their needs.  

3.7     Success: Do You Have What It Takes? 

 So far this chapter has discussed technical skills and some of the broader manage-
ment skills that success in corporate communications requires. Some of those soft 
skills are common to almost all senior management positions, but others are required 
to a greater degree for corporate communicators – judgment calls about internal and 
external reactions to controversial decisions, for example. 

 Another factor of a corporate communicator’s life that can be stimulating, or 
distressing, depending on your point of view, is a lack of predictability. You can 
 create plans and timetables for your year, but to an uncommon degree, you will be 
susceptible to disruption. Any unusual event in the organisation that has  implications 
for internal and external communication implications will involve you and your 
team. Dealing with these disruptions successfully while maintaining a clear focus 
on your strategic plans to project the company’s brand, products and values and 
protecting its reputation is key to longer-term success. 

 As discussed earlier, the ability to grasp quickly and accurately a variety of 
 complex issues, summarise them in a form that can be grasped by nonexperts, and 
achieve this in a way that contributes to a narrative projecting the company’s brand 
and values is essential. 

 Cultural sensitivity – knowing how to deal with different cultures and how these 
differences infl uence communication – is important. In this context, language 
counts. Whatever the primary language in which you operate, and this may change 
as you move from one organisation to another, a second or even third language is 
fast becoming an essential attribute. 

 And last, you should have a grasp of business culture and its dynamics. This 
contributes to an understanding of what your colleagues – or your clients – are 
 trying to achieve and how they go about doing so. Some people gain the necessary 
experience from other career paths – journalists, accountants, lobbyists, even diplo-
mats and politicians – before becoming corporate communicators, while others 
learn through academic and training programmes. 

 In a modern economy, tasks that were once performed by people are increasingly 
being performed perfectly adequately by technology. The skill set required to be a 
successful corporate communicator as set out in this chapter, especially those that 
revolve around complex judgment calls and cultural sensitivity, is unlikely to be 
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easily replicated by nonhuman means. Thus, corporate communications as well as 
providing the prospect of a stimulating, varied and exciting career also brings the 
prospect of a long one.     
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    Abstract     The notion of Anglo-Chinese bi- or trilingual verbal communications in 
the Hong Kong business and educational contexts is not a novel one (Westcott K 
(1977) Survey of the use of English in Hong Kong. Hong Kong, Unpublished 
mimeo, 1977; Luke KK, Richards JC (1982) English in Hong Kong: functions and 
status. Engl World-Wide J Var Engl 3(1):47–64, 1982, as cited in Gibbons J (1987) 
Code-mixing and code choice: a Hong Kong case study. Multilingual matters, 27. 
Multilingual Matters Ltd., Avon, 1987), while receiving increasing attention from 
different societal stakeholders (e.g., the bilingual education and professional com-
munication academics, the Hong Kong Government, employers, practitioners, and 
professional bodies in the PR & CC professions alike) spanning across internal and 
external CC functions. In fact, the Hong Kong Chinese corporate professionals are 
facing a realistic demand for a “glocalizing” workplace diglossia (or linguistic divi-
sion of labor): while on the one hand, English is resilient and a required skill asset 
for local professionals to advance in the corporate business workplace (Evans S, 
Green C (2003) The use of English by Chinese professionals in post-1997 Hong 
Kong. J Multilingual Multicult Dev 24(5):386–412, 2003), on the other hand, it is 
equally demanding for the local executives to be locally responsive to address both 
internal and external corporate stakeholders in their local languages (Anderson H, 
Rasmussen ES (2002) The role of language skills in corporate communication. 
Paper for the Nordic workshop on interorganizational research, vol 12, Kolding, 
Denmark, pp 1–16, August 16–18, 2002). 

 A profi cient trilingual (Cantonese, English, and Putonghua speaking) CC profes-
sional in today’s HK CC workplaces is more likely to succeed, given the dominance 
of Chinese capital in the local economy. This chapter examines both the status quo 
challenges of dealing with increasingly complex and integrated internal and exter-
nal corporate communication settings (e.g., the vast use of social media) and intro-
duces Anglo-Chinese bilingual communication strategies (e.g., code-switching, 
code-mixing, and bilingual punning) available to a novice trilingual Hong Kong 
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Chinese executive attempting to communicate effectively with diverse stakeholders 
in the dynamic internal and external corporate work fronts (e.g., locals to locals, 
locals to Putonghua speakers, locals to English-speaking Asians and Westerners, 
inter alias).     

4.1      Introduction: Why Bother with Bi-/Trilingual 
Communication Skills in Corporate Hong Kong? 

 There is little doubt that oral language, or more precisely  rhetoric  or  speech arts  1 , has 
a special place in ancient Greek civilization and accordingly lays the very foundation 
of modern Western culture for at least the past two millennia. Indeed, a foremost 
contemporary language-genre researcher, Bakhtin ( 1981 ,  1986 ,  1990 ,  1993 ), argues 
about the dialogic nature of all texts, be they spoken or written. In a similar vein, 
discourse researchers, Wu et al. ( 2004 ), further contend that oral language is distinct 
stylistically from written language in terms of discourse, genre, and communicative 
strategies, pervasive in different social contexts. In professional domains, like 
the corporation communication sector, scholars are also quick to endorse the 
critical role of language(s) as a corporate asset (Dhir  2004 ) and its obvious link to 
creative thinking and corporate culture (Jocabs  2004 ). Such scholarly defi nitions 
concerning nature and value of rhetoric point to the essential role of language to be 
functioning alongside linguistic (stylistic) forms in a  communicative  sense and in 
socio-professional contexts. 

 This view of the functionality of language in corporate communication context 
is particularly potent in the case of the bilingual and multicultural Hong Kong 
workplace. The reason is quite obvious: ever since its reversion to her sovereign 
state, China, the Hong Kong government is smart to market the city’s positioning as 
a dually regional and international fi nancial hub and has thus resorted to a strategic 
branding slogan as “Asia’s World City,” 2  in order to stay competitive as her keen 
inland metropolitan competitor, Shanghai. Henceforth, at the dawn of the postcolonial 
era, the Hong Kong SAR Government took the lead to embrace the offi cial ethos 
for students to attain a high level of biliteracy (written Chinese and English) and 
trilingualism (Cantonese, Putonghua, and spoken English) as articulated in the 
foreword of a public consultation document 3  published by the Department of 

1   In the classical root of the oral language concept, it resonates with Aristotle’s idea of rhetoric 
(based on his masterpiece work,  Art of Rhetoric ) in the sense of public speaking and debates for 
persuading the masses in ancient Greece. 
2   See the details of the government’s branding slogan on the offi cial website:  http://www.info.gov.
hk/info/sar4/easia.htm 
3   See the seminar speech entitled “The Demands on and the Challenges of Education for Hong 
Kong in a New Era” delivered by Mr. Anthony Leung (on May 9, 1997), an Executive Councillor 
at the time and former Chairman of the University Grants Committee and Education Commission 
Chairman (as cited in So  2002 ). 
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Education in 1997 (as cited in So  2002 ). Indeed, according to a questionnaire survey 
study of 1,475 professionals working at different levels in fi ve key occupational 
fi elds in the public and private sectors in Hong Kong (Evans and Green  2003 ), the 
higher a Hong Kong Chinese professional advances in his/her fi eld, the more likely 
he/she is to have to use English. Yet, for multinational enterprises operating abroad 
and particularly in non-English-speaking markets, it is also important that the “major 
task of the subsidiary is to be locally responsive – to be in contact with customers, 
stakeholders, and others in their local language” (Anderson and Rasmussen  2002 , 
p. 3). Such strong offi cial statements and academic opinions serve to spell out a para-
mount, pragmatic need for trainee corporate communicators in Hong Kong to become 
confi dent Chinese-English bilingual executives in order to prosper in the increas-
ingly bilingually and multiculturally demanding corporate sectors.  

4.2     Bilingual Communicators and Oral Corporate 
Communication Activities in HK 

 On the whole, the bilingual corporate communicator in Hong Kong must in one way 
or another grapple with the two broad functional dimensions of the profession: 
“ Corporate communication  is the communication issued by a corporate organi-
zation, body, or institute to all its public(s). ‘Publics’ here can be both internal 
(employees, stakeholders, i.e. share and stock holders) and external (agencies, channel 
partners, media, government, industry bodies and institutes, educational institutes 
and general public)” (Wikipedia,  n.d. , Introduction section, para. 1). In light of the 
huge impact factor of the niche Mainland China market for Hong Kong (whether as 
domestic or outbound targets), it becomes all the more critically necessary for local 
corporate communicators to demonstrate good Putonghua profi ciency in dealing 
with such a premium “public” or clientele stakeholder group during routine transac-
tions in the corporate workplace. In Hong Kong’s public sector, typical examples 
of bilingual communicators may comprise government offi cials or spokespersons 
(e.g., in the capacity of information offi cers), politicians and pressure groups, 
spokespersons for government-subsidized bodies, nongovernmental organization 
(NGO) spokespersons, spokespersons for public utilities companies, academics, 
and so on. Whereas for the private sector, notable examples are chief executive 
offi cers (CEOs) of business enterprises, chief communication offi cer (CCO), brand 
marketing executives, employee communications executives, public relations and/
or public affairs executives, in-house media relations offi cers or journalists working 
for media companies, and just about any other professionals in Hong Kong. In terms 
of performing common oral communication tasks in corporate contexts, junior 
corporate communication executives may assist in acting as MCs for corporate 
ceremonial events, liaising with the critical stakeholders (e.g., government, corporate 
partners, professional bodies), running recruitment and new staff induction briefi ngs, 
informational and promotional seminars related to corporate branding for internal 
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or external clientele, press or media conferences related to crisis communications, 
issue-based or routine CSR events dealing with the public, etc. 

 Above all, on both the internal and external fronts, there are at least four 
relational dynamics for the bilingual corporate communicator to come to terms with 
in performing day-to-day oral communicative activities in Hong Kong, namely, 
(1) dealing with interpersonal relations (engaging both internal and external 
stakeholders), (2) increased use of social media for internal corporate clientele 
management, (3) collaboration with marketing and sales teams (engaging mostly 
external stakeholders), and (4) involvement in advertising and publicity campaigns 
(engaging both internal and external stakeholders). 

4.2.1     Dealing with Interpersonal Relations: External 
Clientele vs. Employee Communications 

 A big part of a corporate communicator’s daily routines involves handling people’s 
relationships in various social networks serving the interests of the corporation 
where he or she is employed. On that level of analysis and on the external liaisons 
front, the bilingual corporate communicator is to be particularly mindful of using 
verbal means such as speeches, socializing, lobbying, and just about any form of 
negotiation and persuasion, so as to build up and maintain good rapport and friend-
ships with stakeholders in the corporate, social networks. More importantly, in daily 
social intercourses, apart from attending to corporate etiquettes gracefully (e.g., throw-
ing reception parties, banquets, arranging pickup services) when receiving VIP 
Putonghua-speaking stakeholders from Mainland China and Taiwan or those prestigious 
partners from different English-speaking parts of the world, the bilingual corporate 
communicator in Hong Kong simultaneously lubricates frictions among all 
stakeholders and strives to enhance corporate image at all times through his/her 
ambassadorial role for the organization. In fact, to move beyond exchanging pleasant-
ries and receptions with target stakeholders, the bilingual corporate communicator 
needs and has to get engaged substantially in corporate communication planning 
and research work on a more strategic, nonroutine end of his/her job portfolio. 

 On the internal liaisons front, the bilingual corporate communicator in Hong 
Kong may be dealing with a frequently linguistically (Cantonese/English/
Putonghua + others) diverse, if not always culturally, workforce inside the sizeable 
corporation and communicating back in respective linguistic codes with the key 
management stakeholders in the boardroom. His/her role in this regard transcends 
that of a human resource (HR) manager (whose prime interest is on concrete or 
operational-level HR policy implementation), focusing instead on communicating 
the management’s overall messages reinforcing corporate identity as well as goodwill, 
respect, and trust toward the employees and the trade union. Typically, to achieve 
such a lofty end of ensuring workforce harmony and strong sense of belonging with 
the corporation, the bilingual corporate communicator and his/her team need to be 
wary of multiple communication channels to reach out to these internal stakeholders. 
In reality, many such spoken channels are face-to-face encounters managed by the 
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CC team and held between the management representatives and the employees in 
part or as a whole. For instance, in order to understand their views and needs of their 
working conditions, the CC manager may need to take on communication research 
tools such as focus group surveys, interviews, telephone hotlines, corporate blogs, 
seminars, and incentive award schemes to interface directly and indirectly with 
employees. Specifi c practices could range from open staff forum, briefi ng/debriefi ng 
meetings and press conferences with union representatives, corporate teambuilding, 
welfare and CSR events organized for employees and their families to other promo-
tional activities targeting different types of internal stakeholders.  

4.2.2     Increased Use of Social Media for Internal 
Corporate Clientele Management 

 In today’s globalized cyberspace era, an in-house corporate communication team is 
wise to jump on the bandwagon of using social media connected to the corporate 
website or intranet, especially corporate blogs and company Facebook pages, if the 
management is not to be kept in the dark about the mundane and critical internal issues 
facing the diverse employee populations within the vast corporate family tree. 

 It is no longer an unreasonable demand for the committed internal workforce 
across ranks to post their uncensored ideas, feelings, and criticisms, via unimpeded 
access to well-managed corporate server, on routine company operational and staff 
welfare matters as well as their stakes arising from important corporate change 
issues. Henceforth, the notion of corporate blogging strategies is pervasive (Lee et al. 
 2006 ), which is fast becoming an internal management strategy as well. The idea is 
to  synergize corporate cohesion using a corporate blog or other relevant social 
media tools for not only maintaining corporate identity but also harboring from 
internal strife in critical change management process like layoffs and restructuring 
during merger and acquisition. Principally, the whole underpinning rationale of 
using an internal corporate blog is to guarantee a creative, free, equitable, and 
management- reciprocal blogging environment from small to challenging big issues 
that matter to both management and employee stakeholder groups within the corpo-
rate family (Wright  2006 ). In a sense, when the internal or employee communica-
tion team opens up the blogging or social media platform for genuine direct interface 
with internal stakeholder clients, the management is ready to dialogue with its wor-
thy workforce arms for concerted movements!  

4.2.3     Collaboration with Marketing and Sales Teams 

 A line is to be drawn between external corporate communication and marketing 
communication, although there is a certain degree of overlap in managing external 
clientele relations between CC department and the marketing and sales teams of an 
organization, especially in the profi teering, private sector. Seen from another angle, 
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the corporate communicator is actually working interdependently with his/her CC 
team and the marketing and sales teams. While the bilingual corporate communicator 
may not get involved in routine product and service consumption (or customer 
 service) transactions, it is likely expected to take a lead or at least contribute to 
managing the aggregate information fl ows dealing with the “publics” or stakehold-
ers (be they shareholders, government agencies, employee groups, the press/media, 
or the general consumer public) over issues or operations that directly concern the 
corporate brand name or reputation. In this day and age, the bilingual corporate 
communicator in Hong Kong is never to deal with the local stakeholder groups 
alone when carrying out such higher-end external CC functions but rather speaking 
in three tongues (Cantonese, English, Putonghua) so as to meet the demands of both 
local and international (Mainland China and overseas) clientele, not to mention to 
leverage corporate opinions targeting such “publics,” when interfacing with them in 
corporate blogs on different online platforms, e.g., Facebook, Twitter, etc.  

4.2.4     Involvement in Advertising and Publicity Campaigns 
and Crisis Communications 

 Unlike corporate advertising campaigners in the marketing/advertising team, who 
see upon their shoulders to produce advertising campaigns that promote immediate 
sales-related messages, the corporate communicator involved in publicity campaigns 
enjoys a subtle division of labor from the corporate advertisers for investing in the 
future image needs of the corporation. This aspect of the bilingual corporate 
communicator’s job portfolio is perhaps the most creative of all the strategic planning 
side of business, demanding highly adept uses of his/her cross-lingual and intercul-
tural communication resources for achieving the long-term corporate  branding and 
reputation construction and enhancement goals. It is true that both the advertising 
team and the corporate communication team may resort to the media for deliver-
ing the corporate campaign message. Whereas the corporate advertisers are out to 
push the instant-attention-grabbing, or even over-the-top, impression down the end 
consumers’ throat, the bilingual corporate communicator delicately and softly tells 
the “credible” or “closer to life” corporate story on behalf of the company’s board-
room, akin to the CPU of a mainframe computer. Oftentimes, the corporate adver-
tisement is but a small portion of the entire publicity campaign spearheaded by the 
chief communication offi cer, who works with the advertising team on the one hand 
and on the other hand oversees the execution of the campaign details every step of 
the way and reports to the CE throughout the campaign process. Many  publicity 
campaigns today related to corporate branding are also linked to corporate social 
responsibility initiatives (CSR), tied in with bettering social and environmental con-
ditions of the society in which the corporation runs its operations. A good case in 
point to cite is that of a famous and successful local fast-food restaurant, Fairwood, 
which was the fi rst fast-food chain to ban smoking in Hong Kong in 2003, aiming 
to bring about a clean new look to the restaurant chain as part of the rebranding 
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campaign (note that Hong Kong’s public smoking ban was only enforced in January 
2007) (Ng  2008 ). The antismoking CSR initiative is part of its branding publicity 
campaign aimed to redefi ne and present the company’s modern dining concept to 
customers. 

 A common practice nowadays is for the CC team to feature (via corporate 
 promotional videos to be posted on different in-house and external media) an award 
presentation ceremony for best employees, especially frontline ones, together with 
snapshots of post hoc interviews between the management and the awardees. 
Alternatively, the CC team may even decide to enter a citywide competition on best 
practices so as to brand and showcase the management’s CSR commitment to being 
a sustainably caring employer to the employees and the community. For an example, 
the Best Practice Awards organized by the Best Practice Management Group runs 
annual awards on such corporate best practices among reputable corporate brands in 
Hong Kong (Best Practice Management Group  2011 ). 

 Admittedly, not all events and issues facing the corporation are within the 
management’s control or purview. There are times that the corporate communi-
cation team is entrusted with the daunting task of coordinating sound and timely 
corporate messages in response to outbreaks of corporate crisis that threatens both 
short-term survival and long-term reputational interests of the corporation. It is in 
moments like these that the bilingual corporate communicator is especially prized 
for cross- lingual verbal tact, interpersonal and cross-cultural communication skills, 
and above all the ready access to corporate and social networks within and outside 
the company for coordinating and disseminating both information-loaded and 
 emotionally settling messages in a bid to persuading targeted stakeholder audiences 
during the crisis communication.   

4.3     What’s in It for the Novice Bilingual Corporate 
Communicators in HK? 

 On a professional communication front, there is little mistake in assuming that even 
the less experienced bilingual communicator in Hong Kong regularly performs 
language- mediated tasks well beyond translation chores but constantly seeks to 
 convey identical messages specially packaged to adapt to audiences of distinct 
 linguistic and cultural backgrounds. Professor Daniel So ( 2005 ), an authoritative 
scholar on bilingual education policy studies, considers the ideal model of bilingual 
communicative competence founded upon “the ability to relate to within-culture 
and between-culture variation in communications, and context-driven variation in 
the interpretation of meaning of linguistic symbols and signs” (p. 7), which is 
closely akin to the notion of pragmatic and sociolinguistic competence explored by 
Western scholars (Gudykunst  2004 ; Zegarac and Pennington  2000  as cited in So 
et al.  2005 ). In that sense, the bilingual communicator working in the corporate 
fi elds must be well equipped with the capabilities to use cross-lingual forms fl exibly 
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and meaningfully to exchange ideas and oftentimes persuade in accordance to 
demands of both monolingual-cultural and cross-lingual-cultural stakeholder 
 audiences set in respective industrial and societal contexts. To be more exact, apart 
from possessing a good command of the aforesaid trilingual skills, the profi cient 
bilingual corporate communicator in Hong Kong is also knowledgeable about 
Anglo-American and Chinese cultural norms of target stakeholders and sensitive 
enough to apply pragma- linguistic skills when interacting with such distinct audiences 
socially and professionally.  

4.4     Oral Recipes for Novice Executives Performing 
Corporate Branding Tasks in Hong Kong 

4.4.1     Bilingual Emcees in Ceremonial Events 

 One area within the business environment in which intercultural awareness is a 
necessity is in the business speech and presentation. However, when one is asked to 
give a speech and presentation to an audience from a different culture, there are 
intercultural factors that can hinder the success of a speech and presentation. 
So, one of the ways to address this intercultural corporate communication gap 
in a public speech event could be by way of employing bilingual or cross-lingual 
corporate spokespersons as emcees. A common and likely bilingual-trilingual 
strategy application for novice corporate executives in Hong Kong is to take up the 
role of an emcee for either an in-house or external company event. A case in point 
is where you have two emcees in dyad or pair gracefully engaged in befriending 
cross- lingual dialogues when inaugurating a big event for the corporation or even 
the industry, in some cases. 

 For instance, in a media-covered, corporate branding, physical-exercise-based 
CSR event organized by a sizeable transnational enterprise,  Swirlwind  4 , in Hong 
Kong recently, you have two young executives speaking Cantonese and English in 
their partnered roles as event MC named “Walk up Swirlwind Tower 2009.” Here is 
an excerpt of their bilingual exchanges in the opening speech segments (note that 
they do not actually translate each other explicitly):

     Johnny: Good Morning, everyone. Welcome to the Walk UP Swirlwind Tower 2009! I am 
 Johnny Koo  from  Reliable  Logistics Services and this is  Lisa Chan from Loyal  Property 
Management Co. We are both Swirlwind Delegates and will be your MCs for the event 
this morning. Throughout the event we will be making announcements through the 
loudspeaker.  

  Lisa: ,  [ 2009]  [ ] 
Lisa Chan,  [ ] Johnny Koo , 

, !  

4   Original company name and names of individual emcees and location altered to protect privacy 
needs of the parties concerned, albeit the scenario, are based on a real-world corporate ceremonial 
event. 
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   Literal translation:   
   [Lisa: Good Morning, everyone. Welcome to the Walk UP Swirlwind Tower 2009! I am Lisa 

Chan from Loyal Property Management Co. and this is Jonny Koo from Reliable 
Logistics Services. We are both Swirlwind Delegates and will be your MCs for today. 
During the event we will be making announcements.]     

   In a similar vein, the respective closing remarks and lead-in on ribbon cutting 
ceremony by the two conversing emcees employed a spoken “parallel-text” strategy 
in delivering the equivalent complimentary and informational messages almost in 
tandem:

     Johnny: This wraps up our prize presentations and I would like to thank all our VIPs, 
 sponsors, participants, Friends of Delegates and fellow delegates for bringing huge 
 success to this event! Up next is an exciting moment of a ribbon cutting ceremony, and 
on a count of 3, we will cut the ribbon…  

  Lisa: , , , , 
, 

   [Lisa: All prizes have been presented to worthy winners and I wish to congratulate each 
and every winner. Once again, the company wishes to thank every VIPs, sponsors, 
 participants, co-organizers, all the Swirlwind Delegates, for making today’s event truly 
smooth and complete. Now we have a simple yet important ribbon-cutting ceremony.]     

   On a related subject of presenting a keynote speaker to the audience during an 
award presentation ceremony, the following is an example of a speech of introduc-
tion bilingually in English and Putonghua, either by two chatting MCs (or even the 
same MC code-switching):

     Rosa: Good evening and welcome to our annual Greater China-International New Media 
Awards Banquet. It is such a pleasure and honor to witness the making of new recipients 
of these awards this year and revisit proud faces of past recipients in our audience this 
evening…a special, warm welcome to all of you.  

  David: !      [
] ! Rosa , , 
, ?  

   [David: Good Evening to everyone! How time fl ies now that we gather at this ‘talk-of-the- 
town’event. The annual Greater China-International New Media Awards Banquet now 
unveils! Hi Rosa, do you know, among the many VIPs including the winners of this 
year’s and last year’s, who is the one special VIP?]   

  Rosa: Of course I know. Actually I had the privilege of conducting a personal interview 
with this new media superstar-guru in USA before our award ceremony tonight! And he 
is the founder of…  

  David: Wait! Rosa. Don’t give it away! Let me guess.  [ ] Facebook , 
…  

   [David: …He is the founder of Facebook, who comes from USA…]     

   Note that the above example illustrates how English-Chinese spoken parallel- 
texting in ceremonial speechmaking transcends mere cross-lingual message replication 
between the two MCs. Instead, the two corporate spokespersons seek to preserve 
only the core message but deviating meaningfully from the formal text translation 
mode while delving into cross-cultural and cross-lingual humors underpinning 
turns of introductory remarks.   
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4.5     Oral Recipes for Running Cross-Lingual Stakeholder 
Forums/Conferences in Hong Kong 

 Consider the following discourse structure or schemata in hosting a public or private 
forum targeting designated panelist stakeholders in your corporation or organiza-
tion, whereby you are acting as the panel moderator or host and the panelists are 
corporate representatives and fl oor audience are the press or media representatives, 
respectively (see Vasile and Mintz  1993 ).

    1.    Make sure panelists have name cards on desk for identifi cation purposes.   
   2.    Background information of discussion topic.   
   3.    Provide background information of discussion topic.   
   4.    State discussion topic and objective.   
   5.    Inform the audience when to question the panel.   
   6.    Introduce panel members. You may also mention whether the panelist’s  position 

is pro or con.   
   7.    Allow each panelist to make a brief opening statement.   
   8.    After the opening remarks, allow the panelists to talk and question each other.   
   9.    Be prepared to throw a question or two at the panelists to trigger discussion in 

case interaction is not immediate.   
   10.    Remain impartial but be ready to question individual panelists if the discussion 

starts to lag or veer off course or if an opinion needs clarifi cation.   
   11.    When you feel that the discussion has just about run its course, or if a time limit 

has been established, ask the panelists to summarize their views; allow one to 
two minutes.   

   12.    Present a summary of major ideas or concepts expressed from both viewpoints.   
   13.    Open the discussion to the audience.   
   14.    When the time is up, thank the audience and the panel.   
   15.    Be tactful but fi rm if you have a panelist who’s monopolizing the fl oor. Try to 

speak some response from the more reticent members.    

  Below are some case scenarios illustrating cross-lingual interactional or discourse 
strategies employed by the host, panelists, and the press during the press conference 
held by a reputable Mainland Chinese bank based in Hong Kong:

      Opening the Press Conference by the event moderator   
  , :  
  XX   
   [Good afternoon to every friend of the press. Welcome to attending the Interim Results 

Announcement by the XX Bank.]   
  Good afternoon ladies and gentlemen. Thank you for joining our interim results announcement.    

   As shown in the example above, an English speech typically opens with a “thank- 
you” note in welcoming the audience, whereas it may not be the case in a Chinese 
(Putonghua) speech. Again, despite general guidelines on conducting a certain event 
genre, care should be taken to adapt register (vocabulary choice) style when addressing 
the mixed target audience with distinct linguistic and cultural backgrounds, instead of 
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resorting to conventional translation tactics in performing the oral task. Besides, in 
terms of contrastive rhetoric, this bilingual speech sample depicts two dissimilar 
address forms for the English-speaking and the Putonghua-speaking  audiences: in the 
former case, a congenial and befriending tone in the address form of “

”(every friend of the press) in shortening power distance between the addresser and 
the addressees is observed, whereas in the latter case, a slightly more formal and power 
distancing address form of “ladies and gentlemen” is opted instead. However, the 
overall speech overtone seems more personable with the English sample, as denoted by 
the consistent use of personal pronouns “you” and “our” as opposed to the relatively 
detached tone of “ ” (everyone) in the welcoming note of the Chinese sample.

   Prefacing the crisis communications with a sympathetic, yet credible factual brief  5 

  Sample 1 

  Good afternoon, everyone. Today’s conference is held by our company, Health100. Last 
Friday our company was informed by the Health Department that there were two drug 
poisoning cases related to the subscription of the Health 100 Vitamin C capsules with a 
serial number TA123XXX. After the local press coverage of the incident, our customer 
service hotline has received more than a hundred enquiries and requests for returns. In 
order to address your worries and dispel the doubts and fears of the public, we are here 
to address and explain the situation.   

  Sample 2 

  Good Afternoon to you, ladies and gentlemen. Welcome to the Health 100 Conference on a 
recent incident concerning one of our products, Health 100 Vitamin C capsules. My name 
is Alison Yeung, the Public Relations Manager of Health 100… Recently, two users have been 
found feeling uncomfortable after using our vitamin C capsules. First of all, I’d like to take this 
opportunity to express our regret to the whole society  concerned. We hope today’s conference 
with the Q&A session will give all of you a clear picture of the situation.    

   In the two excerpts above, it can be seen that both opening statements present a 
factual summary or brief on the crisis incident in terms of its nature, its impact, and 
the rationale of the press conference in relation to the crisis. Notably, apart from 
maintaining a rather neutral, non-commentary tone in prefacing the origin of the 
incident, both texts deliberately employ a dose of empathy as refl ected in the 
choice of registers acknowledging the vulnerable emotional states of the immedi-
ate (“poisoned consumers”) as well as the wider (“the public”) audience. Here, the 
use of emotional appeal coupled with respective rhetorical strategy is set against a 
calm and factual speech backdrop of the crisis incident.

      Handling the hostile press or stakeholder audience cross-lingually    

  Sample 3 

    : “ ? 
?  

5   These following excerpts are speech samples for illustration purpose only, which are based on 
modifi ed corporate scenarios with altered names of companies and individuals for privacy protection 
of stakeholders in context. 
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   [Reporter: Well, can you comment whether your products are defi nitely suitable for 
consumption by people of all ages? Did you clearly indicate the dosages of consumption 
for young and elderly persons?]   

1 : 
   [Spokesperson 1: No.]   
    : ,   !  ?  
   [Reporter: No? Then this may have caused this incident! Is this not the problem?]   
   2 : , C , 

   capsule   , 
, , , 
  

   [Spokesperson 2: Actually, Vitamin C is suitable for consumption by people of all ages. 
Besides, in our product packaging we have clearly indicated the right dosage per 
capsule in each stage of life. The daily consumption dosage is already clearly indicated 
in the packaging. Therefore I feel that even though there is room for us to further 
improve our packaging, the (dosage) indications have been clear enough.]   

   3 : , ,  
 , , 

,   , , 
, , , 
, , 

   [Spokesperson 3: Well, let me supplement the answer. In fact any customer upon purchasing 
our products will be offered a free service, where they come to our offi ce to seek free 
advice on what sort of products to take, or what daily dosage to consume, depending on 
their physical conditions. What I mean is, even for elderly customers or youngsters, 
apart from reading the indications stated on the packaging, they can hear about the 
advice and daily dosages from the experts.]     

   The above excerpt features the Q&A exchanges taking place between the three 
panelists in the management defending the corporate interests of Health100 and 
the charging journalist who pounds the responding panelists with presumptuous 
wrongdoings in product labeling. Notice how both sides began the enquiry and 
responses with relatively neutral-tone fact-fi nding and fact-clarifi cations. However, 
the press representative quickly lashed on the factual response by the fi rst panelist 
with a follow-up leading question and comment –“ ,     

!   ?” (No? Then this may have caused this incident! 
Is this not the problem?) Sensing that the fi rst panelist accidentally stepped on 
this mini landmine, the second panelist swiftly supplemented the response by 
impartially and categorically stating the standard and clear labeling and packaging 
practices regarding dosage indications, with only a redress or small concession to 
the need of further upgrading product packaging but not a refusal to any admission 
of unclear product labeling. It was at this point of juncture where the third panelist 
intervened with a further elaboration, adding that the purported concern over 
unspecifi ed dosage indications for different age groups is to be adequately addressed 
by their free offer of their medical experts at their offi ces. 

 What is intriguing about the verbal tactics at force here is the rather seamless 
language-mediated relaying teamwork on the part of the panelists, who tackled the 
insinuating allegation in a rather “cool,” timely manner and by insisting on built-
in, improper, operational practices while offering small concessions to further 
upgrading of current service standards. For one thing, the three panelists addressed 
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the query rather than the accuser. For another, the consistent use of hedging and 
downtoning discourse markers, e.g., “ ”(maybe), “ ”(perhaps), and “

”(let me again), bolstered by the adoption of plural second person pronoun serv-
ing as a solidarity prone marker, “ ”(we), reinforces the unifi ed corporate view 
the panelists stand for throughout the turns of response to the query. In this regard, 
one can observe the intricate combination of rational appeal emphasizing the fac-
tual-logical aspects of the panelists’ counterarguments, seasoned with just a soft 
pinch of emotional appeals offering friendly after-sale service to customers. 

 The above scenarios illustrate the potency of bilingual-trilingual strategies 
deployed by Hong Kong corporate communication professionals as they grapple 
with routine and strategic as well as internal and external corporate functions facing 
different stakeholders of distinct backgrounds. The Hong Kong corporate workplace 
is certainly getting ever increasingly cross-lingually and multiculturally demanding 
in terms of requiring the bilingual communicator to readily language code-switch 
with respect to respective interpersonal, institutional, and national cultural norms 
often cascading at the same event setting. Thus, being equipped the abilities to blend 
strong English-Chinese bilingual strategies (like politeness discourse markers and 
address forms) with persuasive verbal tact (such as rational and emotional appeals), 
empowered with knowledge and wisdom of stakeholder and situational analyses, is 
seen as a basic panacea for corporate communication success.     
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    Chapter 5   
 Communication Styles Embedded 
in the Bilingual e-Messages of Corporate 
Leaders in Greater China 

             Cindy     S.  B.     Ngai      and     Rita     Gill     Singh   

    Abstract     The signifi cance of leader-stakeholder communication to the competi-
tiveness of corporations in the Greater China region has been recognized. This 
chapter outlines key aspects of our research into corporate leader electronic mes-
sages (e-messages) posted on the websites of major corporations in Greater China 
to identify the preferred language modes, translation strategies, as well as the com-
munication styles embedded in these e-messages. The fi ndings are that e-messages 
are increasingly used by corporate leaders to communicate with their stakeholders 
worldwide although monolingual Chinese messages predominate. On analyzing the 
nonliterally translated Chinese messages into English, it is revealed that the bilin-
gual representation strategy was usually adopted, and the authors argue that the 
bilingual e-messages refl ect the different communication styles of corporate leaders 
with their English-speaking versus Chinese-speaking stakeholders, underpinned by 
leaders’ cultural values. Our research offers explanations for these fi ndings and the 
implications for corporations.     

5.1      Introduction 

 Corporate leaders such as CEOs, presidents, chairmen, and managing directors play 
an integral role in establishing the corporate communication strategy and  articulating 
the culture and vision of a business (Kitchen and Schultz  2001 ). Effective 
 communication between leaders and stakeholders is a prerequisite for successful 
management and fi nancial success (Segars and Kohut  2001 ). Hitt et al. ( 2005 ) argue 
that there are different groups of stakeholders, such as capital market stakeholders 
(shareholders and banks), product market stakeholders (customers and suppliers), 
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and organizational stakeholders (employees and managers). With the realization 
that stakeholders are critical to organizational success (Kitchen and Schultz  2001 ), 
organizations are increasingly relying on communication from their leaders as a 
strategy to build relationships with their stakeholders. 

 Stakeholders from various functional, diverse cultural, and linguistic backgrounds 
take seriously what leaders say (Amernic and Craig  2006 ). e-messages via corporate 
websites are currently the main mechanism that corporate leaders use to communi-
cate with their external stakeholders. The rise in the number of global corporations 
in the Greater China region, which comprises the Chinese mainland, Hong Kong, 
and Taiwan (Weidenbaum  1993 ), has led leader-stakeholder communication to 
become more important. In particular, China is one of the world’s largest growing 
economies. Approximately 600,000 foreign-invested corporations including 450 
out of Fortune 500 global corporations have their business operations in China 
(Fang and Faure  2011 ). China became a member of the World Trade Organization 
in 2001, and in 2009, 37 Chinese multinational fi rms were found on the Fortune 500 
list as opposed to only 22 fi rms and six fi rms in 2007 and 1999, respectively (Fang 
and Faure  2011 ). With this rapid economic progress and increased competitiveness, 
research on communication in China has warranted more importance. 

 Effective Web-based communication from leaders to stakeholders from different 
linguistic backgrounds and regions will enable multinational corporations to enter 
the Chinese market while also helping Chinese corporations to enter the global arena 
(Wu  2008 ). Our previous study corroborated the fi nding that the use of  bilingual 
e-messages by corporations to convey important themes to stakeholders is of interest 
to both researchers and practitioners in Greater China (Ngai and Singh  2014 ). 

 In this study, we review the current research on leader e-messages and analyze 
leaders’ e-messages from listed corporations in major stock markets in Greater 
China to unfold the recent typology of leaders’ communications. We also examine 
the communication styles embedded in the bilingual e-messages in listed corpora-
tions in Greater China.  

5.2     Literature Review on Leader e-Message Studies 
in Greater China 

 Many studies are concerned with communications with an emphasis on fi nancial 
reporting through CEO/leader letters. Most emphasize the following aspects: (1) textual 
analysis (Prasad and Mir  2002 ); linguistic-related analysis, including meta- discourse 
(Hyland  1998 ), rhetorical discourse (Bournois and Point  2006 ), discourse analysis of 
letters and annual reports (Garzone  2004 ), linguistic markers in annual letters 
(Amernic and Craig  2007 ); and symbolic representations (Amernic and Craig  2004 ); 
and thematic analysis (Conaway and Wardrope  2010 ); (2) the effect of CEO/leader 
letters on organizational performance (Chang et al.  2003 ; McClelland et al.  2009 ; 
Pegels and Yang  2000 ; Rogoff et al.  2004 ; Short and Palmer  2003 ); and (3) the 
relationship between corporate reputation and leaders’ letters (Amernic et al.  2010 ; 
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Fanelli and Grasselli  2005 ; Fiol  1989 ; Kendall  1993 ; Palmer et al.  2004 ; Prasad and 
Mir  2002 ). The few studies concerning the messages of CEOs/leaders primarily con-
centrate on linguistic stylistics, suggesting that messages should be precise and con-
cise when communicating with stakeholders in Western countries (Briggs  2007 ). 

 Horton ( 1995 ) describes corporate messages as “instruments of or complements 
to actions” (p. 180), intended to contribute to the achievement of business objectives 
and success. A leader’s address is, however, a formal speech targeted at stakeholders. 
E-addresses and e-messages from leaders are both examined in this study. As meth-
ods of formal and regular communication, they cultivate relations between leaders 
and stakeholders and include information about the corporation, its values and 
 strategy, corporate social responsibility, business objectives, and other updates. 

 The growth of the Internet has led to messages of this type becoming more 
 common and important in recent years. The trend toward “informalization” 
(Fairclough  1992 ) and “personalization” in communication (Kitchen and Schultz 
 2001 , p. 29) has encouraged leaders to use techniques such as narrative discourse 
when communicating with stakeholders (Segars and Kohut  2001 ). Globalization, 
foreign direct investment (FDI), and global education have had an impact on China 
in terms of exposing it to global knowledge and information (Fang and Faure  2011 ). 
There is a need for more comprehensive research into this important contemporary 
communication tool, especially in the business context of China, an economic 
superpower of the world.  

5.3     Research Objectives and Questions 

 We examined the content of leader messages and addresses from the websites of 
major listed corporations in the Greater China regions of Taiwan, Shanghai, and 
Hong Kong. We also believe that communication, like other practices, stems from 
cultural contexts (Edwards and Rees  2011 ) and it involves interactions with others 
and is underpinned by issues of power and control (Tayeb  1998 ). Our aim was to 
examine the communication styles of leaders when communicating with stakeholders 
from different regions by analyzing the content they include. 

 Following on from a previous exploratory study on CEO communication in 
Greater China in 2010 by Ngai and Singh ( 2014 ), we recognized the need for a more 
up-to-date review on the recent developments of the typology of language use and 
communication styles in the regional corporate world of Greater China. 

 Our research questions were as follows:

   RQ1: What were the languages used on the corporate websites and in the e- messages 
by corporate leaders in major regions within Greater China in 2010 and 2013?  

  RQ2: When communicated bilingually, what were the distinct technical characteris-
tics of leaders’ e-messages in major regions of Greater China in 2010 and 2013?  

  RQ3: What translation practices were undertaken in the e-messages of corporate 
leaders, and what communication styles were embedded in these e-messages in 
major regions of Greater China in 2013?     
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5.4     Research Design, Method, and Sample 

 Our research builds on the study of CEO messages in Greater China by Ngai and 
Singh ( 2014 ) and focuses on a thorough review of typographical changes in leaders’ 
e-messages and addresses from 2010 and 2013 to construct an up-to-date corpus to 
examine the technical characteristics and communication styles in corporate  leaders’ 
e-messages in Greater China. 

 The following steps were undertaken. First, the typology on Web-based commu-
nication of major corporations in Greater China between 2010 and 2013 was 
 compared and contrasted. The typology of leaders’ messages in 2010 was retrieved 
from our previous study (Ngai and Singh  2014 ). 234 corporations listed in the three 
stock market indexes in Greater China in 2010 were selected: all 38 blue-chip and 
all 96 red-chip corporations from the Hong Kong Hang Seng Index, 50 listed corpo-
rations from the Shanghai Composite Index, and 50 listed corporations from the 
Taiwan Weighted Index. Of the 234 corporations, 45 (19 %) included leaders’ 
 messages on corporate websites. 

 For 2013, information was collected from the 250 corporations listed in three 
prominent indexes: the Hong Kong Hang Seng Index, Shanghai Composite 
Index, and Taiwan Weighted Index from the three major stock markets in Greater 
China in 2013, comprising all 35 blue-chip and all 115 red-chip corporations 
from the Hong Kong Hang Seng Index, all 50 listed corporations from the 
Shanghai Composite Index, and all 50 listed corporations from the Taiwan 
Weighted Index. These  corporations were included in our study as they are con-
sidered to be the leading corporations in Greater China and represent the typical 
communication styles of their regional areas. Of these 250 corporations, 62 
(25 %) have incorporated leaders’ messages on corporate websites for communi-
cation purposes. 

 Purposive sampling method was adopted to ensure we had suffi cient samples to 
analyze the data. Then, we adopted form-oriented content analysis (Smith and 
Taffl er  2000 ) to examine the language use, word count, sentence length, and 
 sentence number of the messages. These data were collected by a trained research 
assistant as separate fi les for analysis. 

 In an attempt to identify the translation practices underlying the communication 
styles embedded in leaders’ e-messages in Greater China, we have selected 32 
(2013) leaders’ messages out of 62 (2013) messages identifi ed. Only e-messages 
that aimed to foster communication between the corporate leaders and their stake-
holders were selected in our study, whereas messages that focused on reporting 
fi nancial performance were excluded. We fi rst examined whether literal translation 
of e-messages was common. Then, for the e-messages, which were not translated 
literally, we explored whether Ngan’s ( 2009 ) bilingual representation strategy might 
have been employed by translators to enable them to be more communicative in a 
certain language as opposed to another one. The bilingual representation strategy 
could also reveal the underlying communication styles in leader-stakeholder 
communication.  
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5.5     Findings 

     RQ1: Languages used on corporate websites and in e-messages of corporate lead-
ers in major regions within Greater China in 2010 and 2013     

 To examine the changes in CEO messages/addresses from 2010 to 2013 from a 
linguistic perspective, we generated descriptive statistics to ascertain any regional vari-
ations in language use and mode and the technical characteristics in the messages. 

 From 2010 to 2013, the number of listed corporations operating in Greater China 
increased, and Table  5.1  shows a signifi cant growth in the use of monolingual 
 corporate websites, particularly in Hong Kong blue-chip (HKBC) corporations and 
those listed in the Shanghai Composite Index (SCI). The number of HKBC corpora-
tions and those in the SCI operating monolingual corporate websites doubled, with 
a corresponding slight decrease in the number of bilingual websites. The corporate 
leaders of HKBC corporations communicate with their stakeholders in English, 
while those in the SCI use Chinese.

   Table  5.1  shows that the number of leader e-messages and e-addresses grew 
sharply from 2010 to 2013. Of the 209 bilingual corporate websites visited, 45 had 
leader messages in 2010, increasing to 62 by 2012. There was also a sharp rise in 
the number of messages posted by Hong Kong red-chip (HKRC) corporations and 
those in the SCI. The observation by Segars and Kohut ( 2001 ) that multinational 
corporations prefer to use CEO messages or letters on their websites seems to be 
true for Greater China corporations in 2013. Table  5.2  also shows a signifi cant rise 
in the use of bilingual messages in HKRC corporations (+233.3 %) and those in the 
SCI (+42.9 %). Overall, there was a decrease in the use of monolingual messages in 
HKRC corporations, those in the SCI, and in the Taiwan Weighted Index (TWI).

   The increase in the number of monolingual websites in HKBC corporations and 
those in the SCI as shown in Table  5.2  and the corresponding decrease in the use of 
monolingual messages displayed in Table  5.2  suggest that these corporations prefer 
to communicate with their domestic stakeholders in their fi rst language. Corporations 
in Shanghai have strong regional ties and predominantly Chinese stakeholders, so 
their preferred language for communication is Chinese. Table  5.2  shows that most 
leader messages and addresses from 2013 were bilingual, particularly those from 
HKRC corporations, suggesting that leaders placed more emphasis on global 
 communication and used both Chinese and the global lingua franca, English. 

 To analyze the linguistic characteristics of leader communications, we selected 32 
messages and addresses, excluding any that focused primarily on fi nancial  performance/
policy. Of these, 2 were from Hong Kong blue chips, 15 from Hong Kong red chips, 9 
from corporations included in the Shanghai Composite Index, and 6 from those included 
in the Taiwan Weighted Index (see Appendix  A  for the list of selected corporations).

    RQ2: Distinct technical characteristics of leaders’ bilingual e-messages in major 
regions of Greater China in 2010 and 2013     

 A signifi cant interregional variation in message length was apparent. Table  5.3  
shows that the messages of the HKRC corporations were shorter than those of the 
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HKBCs, SCI, and TWI and decreased in length from 2010 to 2013. The decrease in 
the maximum word count of the messages from the HKRC corporations and in the 
minimum word count of the messages from both the HKRC corporations and those 
in the SCI suggest that Chinese leaders were more inclined to use shorter messages 
by 2013. We also recorded a corresponding decrease in the number of sentences in 
both the English and Chinese messages of the HKRC corporations.

   A typical short message with a minimal number of words and sentences from an 
HKRC corporation was that of China Foods Limited (HKRC 04). Here, the 
Chairman of the Board used one sentence to summarize the company’s mission and 
shareholder relationship:

      English version:   
  China Foods Limited is fi rmly positioned in the brand food and beverage sectors, and aims 

at the maximization of value and benefi ts to shareholders.  
   Chinese version:   
  ,

  
  (Literal translation: China Foods Limited positioned itself in the brand consumer food and 

beverages industry. The company wishes to maximize value for shareholders, customers 
and employees by providing the most nutritious, healthy and tasty food to consumers.)    

   Other examples of the use of short sentences by the HKRC corporations are the 
English language messages from China Nonferrous Metal Mining (HKRC 03) and 
Semiconductor Manufacturing International Corporation (HKRC 13). These con-
sist of short, straightforward, and conversational phrases, such as “One world, one 
dream,” “The answer is yes,” and “I also lived it.” Short phrases and sentences such 
as “ ” (The agricultural industry could help stabilize a society) were also 
found in the Chinese message of Sinofert (HKRC 11). 

 In both the English and Chinese messages of the HKBC corporations and those 
in the SCI, there was an increase in the word count and number of sentences. The 
messages from these corporate leaders included more information about future 
plans, corporate governance, and employee relationships.

    RQ3: Translation practices adopted in e-messages of corporate leaders in major 
regions of Greater China in 2013     

 We observed that four (HKRC 03, HKRC 08, HKRC 13, and SCI 04) out of 32 
e-messages posted on the bilingual websites revealed nonliteral translation with the 
use of a different style of writing such as a deliberate omission of detailed informa-
tion and the adoption of a businesslike tone in the English version of the message 
when compared to the corresponding version in Chinese. These nonliterally trans-
lated messages posted by Hong Kong red-chip corporations and corporations listed 
in the Shanghai Composite Index have been highly naturalized (Aixelá  1996 ) to 
gear toward an English-speaking audience. 

 For instance, the message posted in Chinese by the leader of China Nonferrous 
Metal Mining (HKRC 03) included six-character parallel couplets quoted from 
classical Chinese writing such as “ , ” and “

, .” This was rendered into English as “The greater your 
 ambition, the higher you get” and “A person with high aspirations should be mag-
nanimous and strong-willed regardless how heavy the burden and how long the road 

5 Communication Styles Embedded in the Bilingual e-Messages…



100

should be.” The former couplet came from the prologue of  Jia Xuan Ci Xu  in Song 
Dynasty and the latter from the famous  Analects of Confucius.  

 Another typical example is from the Chairman statement of China Merchants 
Bank (CMB) (SCI 04). The Chinese statement covered an overview of the  challenges, 
fi ve major strategies adopted by CMB in overcoming the diffi culties, and the vision 
of the future in 1,810 words, whereas the English version only provided an overview 
of the challenges encountered and CMB’s achievement using 108 words.  

5.6     Discussion 

5.6.1     A Contrasting Practice on Language Modes 
on Corporate Websites and in Leaders’ Messages 

 We compared the language mode and use of leader messages to examine whether 
leader communication changed from 2010 to 2013. In our fi ndings, there was an 
increase in the use of monolingual websites by both blue-chip corporations in Hong 
Kong and China-based corporations (i.e., those in the SCI) in 2013 when compared 
with 2010. This suggests that the Chinese language is predominant in the Web-
based leader messages of corporations from Greater China. Most stakeholders in 
these corporations are Chinese, so leaders prefer to communicate with them using 
their native language. This fi nding lends support to Johnson’s ( 2009 ) view that a 
regional lingua franca such as Chinese is important in enabling leaders to connect 
with their target audience. Using the native language helps to build the bond and 
national identity between the leader and stakeholders. As Child ( 2002 ) suggests, glo-
balization tends to reinforce the identity of the local people. 

 From 2010 to 2013, a noticeable increase in the number of leader messages from 
HKRC corporations and those in the SCI was observed. This increased use of 
 messages suggests that leaders are willing to communicate more regularly with 
their stakeholders via messages, which can be explained by the cultural differences 
in power distance (Hofstede  1997 ) and leadership styles in different regions of 
Greater China (Popper and Zakkai  1994 ). The power distance is higher in China 
than in Hong Kong (Hofstede  1997 ), with a greater level of anxiety and insecurity 
in business operations. To address this, the leadership style is usually more charismatic, 
with the leader connecting more often with stakeholders and keeping them informed 
while reassuring them with regular messages. As the power distance is lower in 
Hong Kong, people feel more secure in business, and a transactional leadership 
style is more appropriate, focusing less on communicating through messages. A 
transactional leadership style, which focuses mainly on tasks and involves a mecha-
nism of “exchange relations” between the leader and subordinates, is usually 
adopted in corporations where there is no “sense of impending threat or anxiety” 
(Popper and Zakkai  1994 , p. 6). 

 Our analysis of the selected 32 leader messages found an increase in the use of 
bilingual leader messages in the HKRC corporations and those in the SCI in 2013. 
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These corporations aspire to enter the global market and are therefore more inclined 
to communicate with their stakeholders in both English and Chinese. This is con-
gruent with Johnson’s ( 2009 ) fi nding that China has “embraced the power of English 
language for the dual purpose of national development and personal success” 
(p. 147). 

 We found that the bilingual leader messages posted by HKRC corporations were 
shorter in length, while those of HKBC corporations and those listed in the SCI 
were longer in both the Chinese and English versions in 2013 compared to 2010. 
Hong Kong red-chip corporations exhibit high uncertainty avoidance because of the 
volatile business conditions associated with their operations (Hofstede  1980 ,  1997 ). 
In such corporations, there is a tendency for more formal concepts of management, 
hierarchical controls and roles, and a belief in expertise (Hofstede  2001 ). The 
 business nature of these corporations embedded in their cultural and institutional 
context may lead leaders to only communicate concise, factual information to their 
stakeholders and not overwhelm them with unnecessary information, which may 
add to their anxiety. Hong Kong is considered to have low uncertainty avoidance 
and medium power distance (Hofstede  1997 ), so leaders in blue-chip corporations 
are more willing to communicate with stakeholders. Corporations listed in the 
Shanghai Composite Index are rooted in mainland China, a high-context society 
with relatively higher uncertainty avoidance and power distance compared with 
Hong Kong, so their willingness to communicate may stem from pragmatic reasons, 
as their strategic business intent is to achieve business objectives by infl uencing 
stakeholders when entering the global market.  

5.6.2     Adoption of the Bilingual Representation Strategy 
and Communication Styles Revealed in e-Messages 

 Some of the e-messages posted on the bilingual websites of the HKRC and SHCI 
corporations indicated a predominance of Chinese rather than English words, which 
suggests they were not literally translated into either Chinese or English. Literal 
translation, which can be defi ned as “simply reexpressing the meaning of the lexical 
items of the source language (SL) with lexical items carrying a similar meaning in 
the target language (TL),” was rarely practiced (Ngan  2009 , p. 41). For instance, 
leaders of HKRC corporations, who communicate with their domestic stakeholders 
primarily in Chinese, provide detailed information as well as employ a cordial and 
engaging tone by expressing their gratitude and using copious slogans and couplets 
in their e-messages. This was most likely done to enhance leaders’ communication 
with their Chinese-speaking stakeholders. Our fi ndings are in line with those of 
Ngan’s ( 2009 ), who suggests that translators may adopt “bilingual representation in 
order to be communicative” when translating business discourse from Chinese into 
English and vice versa (p. 41). Ngan ( 2009 ) found that promotional material in 
Chinese is usually more elaborate, informative, and “more lively,” with detailed 
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explanations and expansion on ideas (p. 55). In contrast, the equivalent material in 
English tends to be more businesslike (Ngan  2009 ). 

 Leaders’ adoption of the bilingual representation strategy might have been 
 determined by their cultural values, which have in turn infl uenced their communica-
tion with English-speaking versus Chinese-speaking stakeholders (Ngai and Singh 
 2014 ). The use of an open communication style in Chinese, which involves being 
informative and building a sense of cultural solidarity, may be attributed to the fact 
that the target audiences of HKRC and SHCI corporations are primarily Chinese 
readers with a similar cultural background as the corporate leaders, whereas the reserved 
communication style in English of conveying less information in a businesslike, 
brief, and professional tone could be explained by the fact that leaders are not 
 willing to articulate and impose their cultural values, which are inextricably tied to 
their linguistic styles, onto their English-speaking stakeholders. In an effort to avoid 
foreignizing the English messages, the leaders did not include literally translated 
Chinese proverbs or four-character couplets. This observation suggests that the 
 cultural values of Chinese leaders may determine their corporations’ translation 
strategies since they choose to deliver information concisely in a professional tone 
in their English messages. 

 Fang and Faure’s ( 2011 ) communication characteristic model may shed more 
light on the Chinese communication style. They draw on yin and yang in the 
 communication theory proposed by G. Chen (e.g.,  2008 ; Chen and An  2009 ) by 
placing more emphasis on the paradoxes inherent in Chinese communication. The 
Chinese view all things “as being created by dual cosmic energies called Yin and 
Yang” (Fang and Faure  2011 , p. 325). Yin refers to female energy like femininity, 
whereas yang refers to male energy like masculinity (Fang and Faure  2011 ). 
According to the yin/yang perspective, contradictions or paradoxes are a natural 
part of life, and the Chinese view things as “both-and” rather than “either-or” 
(M. Chen  2002 ; Fang  2003 ). These contradictions are refl ected in the language, for 
example, “one country, two systems” and “socialist market economy” (Faure and 
Fang  2008 , p. 196). The yin/yang approach is integral to an understanding of why 
Chinese leaders can communicate in a reserved, formal, and businesslike manner 
with some stakeholders, while the same leaders can be informal, open, and cordial 
to other stakeholders (Fang  1999 ). Fang and Faure ( 2011 ) adopted Fang’s ( 2005 –
2006) yin/yang approach to identify changes in Chinese communication, and they 
also drew on the fi ve-point Chinese communication characteristic framework of 
Gao et al. ( 1996 ) and Gao and Ting-Toomey ( 1998 ) by conceptualizing their framework, 
which includes fi ve pairs of contradictory Chinese communication characteristics. 
Two of these characteristics are particularly relevant to our analysis. 

 The fi rst characteristic is implicit communication versus explicit communication 
with the former referring to reserved and indirect communication (Gao and Ting- 
Toomey  1998 ), while explicit communication refers to informative and assertive 
communication (Fang and Faure  2011 ). Referring to the characteristics inherent in 
some e-messages of corporate leaders, it is apparent that leaders tend to be more 
implicit in their communication with English-speaking stakeholders since they 
 provide them with brief information using a businesslike tone, whereas the same 
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leaders are more explicit in their communication with their Chinese-speaking 
 stakeholders of HKRC and SHCI. 

 The implicit and explicit communication styles are also closely tied to the insider 
communication versus outsider communication style proposed by Gao and Ting- 
Toomey ( 1998 ) which suggest that the Chinese tend to speak to people they know 
(insiders) and avoid speaking to strangers (outsiders). This insider communication 
characteristic is based on the concept of guanxi (personal connections) and family, 
and the Chinese tend to build relations especially with their family, friends, and 
workplace through guanxi (Fang and Faure  2011 ). In Fernandez and Underwood’s 
( 2006 ) study of the experiences of CEOs of multinational corporations in China, 
they found that guanxi was an important quality of an effective manager in China. 
Guanxi and professionalism are contradictory to each other but can both be applied 
to business. With globalization and the increased use of the Internet, outsiders’ per-
sonal competence and professionalism are increasingly valued by corporations to 
enable them to sustain their business, and as such (Fang and Faure  2011 ), Chinese 
corporations are increasingly connecting with their English-speaking stakeholders 
and building trust in them. 

 Based on the above characteristics, it is apparent that with regard to the charac-
teristics embedded in the nonliterally translated e-messages, corporate leaders tend 
to be more implicit and outsider communication oriented when communicating 
with their English-speaking stakeholders, while these leaders are more explicit and 
insider communication oriented with their Chinese-speaking stakeholders.   

5.7     Conclusion, Limitations, and Further Research 

 Our study has shown that e-messages were more frequently used by leaders of cor-
porations in most Greater China regions in 2013 compared to 2010. Communication 
is embedded in the cultural context (Edwards and Rees  2011 ) and underpinned by 
institutional forces such as economic forces and power (Tayeb  1998 ). In this regard, 
Fang and Faure’s ( 2011 ) research suggests that China’s unprecedented economic 
development and increased intercultural relations with other nations have led to the 
development of its new communication style, which is paradoxical in nature 
although it coexists with its old communication style. Chinese corporate leaders’ 
communication style as refl ected in their e-messages seems to indicate that they are 
more speaking centered rather than listening centered since they are more willing 
to actively and openly communicate with most of their stakeholders. With the 
phenomenal growth of corporations, increased foreign direct investment, and 
the Internet becoming an integral part of Greater China corporations, it is plausible 
to suggest that e-messages as a communication tool to engage both domestic and 
foreign stakeholders will become more prevalent in the future. Corporate leaders 
should harness the power of the Internet to connect with their stakeholders from 
diverse regional and linguistic backgrounds. 
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 Our study has also found an increased use of monolingual websites by blue-chip 
corporations and corporations in the SCI in 2013 when compared to 2010. Chinese 
is the major mode of language in e-messages in the Greater China region, and this 
is substantiated by Johnson ( 2009 ) who argues that a regional language can allow 
leaders to build relations with their local audience more effectively. Although this is 
true, the use of monolingual Chinese messages may deter prospective English- 
speaking stakeholders from doing business with or entering the Greater China market, 
and this in turn may have far-reaching implications for Greater China corporations 
intending to transition successfully onto the world stage. 

 In addition, we found that communication styles underlie some e-messages 
and if corporate leaders are aware of and employ these communication styles 
effectively, this may contribute to corporations’ business success. By drawing on 
Fang and Faure’s ( 2011 ) contradictory Chinese communication characteristics, we 
found that corporate leaders’ communication style with their English-speaking 
stakeholders appears to be characterized as being implicit and outsider oriented, 
whereas it is more explicit and insider oriented with their Chinese-speaking stake-
holders. Ngan’s ( 2009 ) bilingual representation strategy suggests that translators 
may attempt to be more communicative in a certain language as opposed to another 
one with more detailed information provided to the audience whose target language 
is the same as the corporation in a particular cultural or regional setting. This 
 indicates that the leaders of Chinese-based corporations may be keener to connect 
with their Chinese stakeholders than their English-speaking stakeholders since they 
adopt a more engaging tone when communicating in Chinese. As a result, English-
speaking stakeholders are likely to perceive these China-based corporations as 
 providing insuffi cient information about their business operations and not proac-
tively trying to develop closer relations with the English-speaking world. 

 In order for these corporations to succeed in this competitive and result-driven 
globalized age, their leaders should attach more signifi cance to communication in 
English and try to connect with stakeholders from diverse backgrounds with the 
same warmth that is extended to Chinese stakeholders. Given the fact that China is 
an economic superpower and e-messages are increasingly used by leaders of major 
corporations, understanding the communication style of Chinese leaders is of para-
mount importance for corporations with aspirations to enter the Chinese market and 
for those engaged in business with China. As stated, the Chinese communication 
style is paradoxical in nature, and therefore it is important for corporate leaders to 
be sensitive to these paradoxical values. 

 This study has a few limitations. First, the fi ndings cannot be generalized to all 
Greater China corporations since only 32 bilingual e-messages were analyzed. 
Second, for multinational corporations aspiring to enter the Greater China market, 
they should note that sweeping generalizations about the cultural values of Chinese 
corporate leaders and the communication styles that underlie these values may only 
be useful to a certain extent as the Greater China region is complex and culturally 
diverse (Leung  2008 ). Fang and Faure’s ( 2011 ) research has suggested that the 
Chinese may lean toward both dialectical contradictions such as guanxi and profes-
sionalism rather than just adhering to the former and paradoxical values in the 
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Chinese culture which are constantly changing to refl ect the dynamically evolving 
Chinese culture and the forces of globalization. Apart from this, the social behavior 
of the Chinese may be driven by traditional cultural values, whereas their business 
behavior might be affected by the competitive climate and institutional structure 
(Leung  2008 ). Therefore, multinational corporations need to be attuned to these dif-
ferences and aware of cross-cultural differences in the social and economic realms. 

 Further rigorous research could be undertaken to examine whether leaders’ adop-
tion of the bilingual representation strategy is infl uenced by their contradictory 
Chinese communication characteristics, which impact their communication style 
with English-speaking as opposed to Chinese-speaking stakeholders. Research can 
also examine the linguistic assumptions underlying the bilingual representation 
strategy adopted by Chinese corporations and the relationship between these 
assumptions and the dialectical cultural values (Fang and Faure  2011 ) of Chinese 
corporate leaders. Furthermore, research should be conducted on how paradoxical 
values in the Chinese culture and globalization have had an impact on Chinese 
Web- based communication. More research could be done to examine the applicability 
of the two pairs of contradictory Chinese communication characteristics to the 
e- messages of corporations in Greater China.      

     Appendix A 

     Selected corporations with leaders’ messages in Greater China (2013)   

 No  Index listed  Company name 

 1.  HKBC 01  China Life Insurance (Overseas) Company Limited 
 2.  HKBC 02  CITIC Pacifi c Limited 
 3.  HKRC 01  China Daye Non-Ferrous Metals Mining Limited 
 4.  HKRC 02  China Gold International Resources Corp. 
 5.  HKRC 03  China Nonferrous Metal Mining (Group) Co., Ltd. 
 6.  HKRC 04  China Foods Limited 
 7.  HKRC 05  Far East Horizon Limited 
 8.  HKRC 06  CHTC Fong’s Industries Company Limited 
 9.  HKRC 07  Founder Holdings Company Limited 
 10.  HKRC 08  Franshion Properties (China) Limited 
 11.  HKRC 09  China Minmetals Corporation 
 12.  HKRC 10  Poly Property Group Co., Limited 
 13.  HKRC 11  Sinofert Holdings Limited 
 14.  HKRC 12  Sinotruk (Hong Kong) Limited 
 15.  HKRC 13  Semiconductor Manufacturing International Corporation 
 16.  HKRC 14  Yue Da Mining Holdings Limited 
 17.  HKRC 15  Yuexiu Transport Infrastructure Limited 
 18.  SCI 01  Baosteel Group Corporation 
 19.  SCI 02  China CNR Corporation Limited 
 20.  SCI 03  China State Construction Engineering Corporation 
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 No  Index listed  Company name 

 21.  SCI 04  China Merchants Bank 
 22.  SCI 05  CSR Corporation Limited 
 23.  SCI 06  China Hainan Rubber Industry Group Co., Ltd. 
 24.  SCI 07  China Kweichow Moutai Winery (Group) Co., Ltd. 
 25.  SCI 08  Shandong Gold Group Co., Ltd. 
 26.  SCI 09  China Petrochemical Corporation 
 27.  TWI 01  ASUSTeK Computer Inc. 
 28.  TWI 02  China Development Financial Holding Corporation 
 29.  TWI 03  Chunghwa Telecom 
 30.  TWI 04  Delta Group 
 31.  TWI 05  Hotai Motor Co., Ltd. 
 32.  TWI 06  Taiwan Semiconductor Manufacturing Company Limited 
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    Chapter 6   
 Translation Strategies in Bilingual 
Corporate Communication 

             Dechao     Li    

    Abstract     The concept of “corporate communication” (hereinafter referred to as 
CC) fi rst emerged in the USA as an encompassing term to refer to the practices of 
companies to conduct communication activities, both internally and externally, in a 
centralized way to ensure the consistency of the message to be delivered. Although 
CC was not offi cially introduced to Hong Kong until the beginning of the 1990s, it 
has witnessed a rapid growth in Hong Kong since the mid-1990s when most of the 
companies developed either corporate communication functions or the communica-
tions and public affairs offi ces “in response to the demand for an open and bidirec-
tional communication between the companies and journalists as well as the general 
public” (Ngai SB, Ng PK, New trends in corporate communications: language, 
strategies and practices. Nanjing University Press, Nanjing, 2012, p. 10). 

 Different from the practice of adopting one language (i.e., English) as the sole 
medium in conducting CC in almost all companies in the USA, CC functions in 
Hong Kong increasingly use both English and Chinese, all of which are offi cial 
languages in the territory, to present the same message to their stakeholders and 
audiences. Since Chinese and English are two distantly related languages which 
have their own communicative norms, it is of vital importance to translate corporate 
messages in such a manner as to make the target texts not only convey the original 
contents but also meet the generic expectations of the target audience so that the 
messages can be disseminated across all audiences in a consistent and effective 
fashion. But what kind of translation strategies should be used in bilingual corporate 
communication in order to produce adequate versions in the target culture? What 
are the general guidelines for CC practitioners during this interlingual text produc-
tion? What are the intratextual and extratextual factors that should be taken into 
account in this type of translation practice? Drawing on a model for translation 
strategies proposed by Chesterman (Memes of translation: the spread of ideas in 
translation theory. Benjamins, Amsterdam/Philadelphia, 1997), this paper attempts 
to answer these questions by making reference to existing Chinese translations of 
English corporate texts in Hong Kong.      

        D.   Li    (*) 
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6.1      Introduction 

 The concept of “corporate communication” (hereinafter referred to as CC) fi rst 
emerged in the USA as an encompassing term to refer to the practices of companies 
to conduct communication activities, both internally and externally, in a centralized 
way to ensure the consistency of the message to be delivered. Although people still 
differ on all the subsets that should be included under a department of CC (Ngai and 
Ng  2012 , p. 102), it is generally believed that it should at least include communica-
tion activities within a company (e.g., communication between senior management 
and their subordinates as well as communication between different departments) 
and with its stakeholders and customers (e.g., investor relations development, crisis 
management, brand building and dealing with media). 

 Although CC was not offi cially introduced to Hong Kong until the beginning of 
1990s, it has witnessed a rapid growth in Hong Kong since the mid-1990s when 
most companies have developed either corporate communication functions or the 
communications and public affairs offi ces “in response to the demand for an open 
and bidirectional communication between the companies and journalists as well as 
the general public” (Ngai and Ng  2012 , p. 10). 

 Different from the practice of adopting one language (i.e., English) as the sole 
medium in conducting CC in almost all companies in the USA, CC functions in 
Hong Kong increasingly use both English and Chinese, all of which are offi cial 
languages in the territory, to present the same message to their stakeholders and 
audiences. This bilingual trend is set to continue in the foreseeable future as more 
and more foreign multinationals want to tap the vast opportunities of China—the 
second largest economic power in the world—and aspiring Chinese companies that 
intend to open up markets and build their brands in the world market (Wu  2008 ), in 
which English is the default language for international trade. Indeed, as Ngai and 
Singh ( 2014 ) have observed, among 234 representative corporations listed in the 
stock markets in Greater China (including Shanghai, Hong Kong and Taiwan), 91 % 
of their websites used both English and Chinese as the medium of communication 
(p. 359), which indicates the general prevalence of using bilingual corporate 
 messaging as a major mode of communication to address the needs of stakeholders 
of different cultural backgrounds by global and local companies in these regions. 

 Since Chinese and English are two distantly related languages which have their 
own communicative norms, it is of vital importance to translate the corporate 
 messages in the areas in such a manner as to make the target texts not only convey 
the original contents but also meet the generic expectations of the target audience 
so that the messages can be disseminated across all audiences in a consistent and 
effective fashion. In addition, functionally equivalent versions of corporate texts 
that demonstrate equal respect for English and Chinese will help to build a con-
sistent bilingual corporate identity. Currently, despite frequent application of such 
concepts as “dynamic equivalence” (Nida  1964 ) or “communicative translation” 
(Newmark  1981 ) in translating commercial texts, detailed studies on how to 
conduct translation process effectively in bilingual CC, which can only be broadly 
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categorized as a branch of commercial translation, are still much wanting. In fact, 
most of the relevant studies on interlingual practice in bilingual CC are mostly 
restricted to Greater China area.  

6.2     Studies on Interlingual Practice in Bilingual Corporate 
Communication: A Literature Review 

 Despite the boom of CC industry in recent decades, original or serious studies on 
the interlingual practices in the context of bilingual corporate communication are 
still few and sparse. Proquest, a large online database that collects almost all impor-
tant scholarly journals, comes up with only two search results with the keywords of 
“bilingual corporate communication.” CNKI, a Chinese online journal and dissertation 
database, yields nothing with the same search keywords. 

 One of the main reasons for such a dearth of studies on this topic might be due to 
the fact that English is the de facto lingua franca used by most of the major multi-
national corporations (including the top ten companies from Fortune 500 2014, such 
as Wal-Mart, Royal Dutch Shell, ExxonMobil and BP) or international organiza-
tions in the world to conduct business or release corporate information, a common 
practice which makes the use of translation unnecessary. The fact that CC as a pro-
fession grows most quickly in the West, especially in English-speaking countries 
where mass media are highly developed, further reinforces the impression of using 
English as the sole medium in corporate communication. 

 But corporate translation service for producing either bilingual corporate 
 promotional materials or corporate messages is still deemed indispensable in the 
fi rms in countries or regions (such as Ireland, Canada, Singapore and Hong Kong) 
where more than one offi cial languages are used. Take the corporations in Greater 
China, for example, 91 % of the 234 major listed corporations in this area resort to 
both English and Chinese as the medium of communication in their web sites (Ngai 
and Singh  2014 , p. 359). 

 Some of the bilingual corporate texts as a result of this interlingual process, 
accordingly to some researchers, show particular textual patterns which also suggest 
the cultural traits of the regions in which translation activity takes place. For instance, 
Lee et al. ( 2006 ) compared the English and Chinese websites of McDonald’s and fi ve 
corporations within the aviation industry and found out that different corporate iden-
tity, culture and citizenship were projected on the different versions of the websites 
of the same company. Their fi ndings remind us that the corporate communicators 
actually use English and Chinese differently in “consolidating corporate identity, 
promoting corporate culture and corporate citizenship” (p. 277). 

 The inter-linguistic variations in the bilingual texts to promote corporate identity 
and positioning were further explored in Lee and So ( 2007 ). By examining 47 bilingual 
(English and Chinese) corporate slogans adopted by corporations operating in 
Greater China, Lee and So identifi ed their linguistic and rhetorical patterns and to 
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see whether certain ways of crafting bilingual slogans “appear to be more effective 
than the others” (p. 65). The investigation revealed that two common practices in 
phrasing bilingual slogans used by the sampled corporations were direct translation 
and parallel drafting. While direct translation refers to the literal (or word-to-word) 
rendition from one language to another, parallel drafting means the fl exible recon-
struction of the original meaning to transmit the intended message to the target 
readers. Their analysis of the bilingual versions of the slogans also found that the 
practice of parallel drafting was generally more effective than direct translation “in 
terms of communicative felicity and rhetorical propriety” (p. 67), in spite of the fact that 
the focus indicated by source text (ST) and target text (TT) might be quite different. 

 Rather than stating which strategy was the most effective in producing bilingual 
corporate messages, Ng and Lee ( 2009 ) left the question to fi ve bilingual (Chinese 
and English) CC professionals, who have been interviewed to “defi ne and interpret 
effectiveness” (p. 194) of some bilingual corporate messages in Hong Kong, aiming 
to reconstruct their criteria for evaluating the textual effectiveness of these messages. 
Some of the important criteria for effective bilingual corporate communication 
these practitioners have agreed on are, inter alia, “consistency, alignment, comple-
mentarity of media, differentiation, specifi c, measurable actionable, realistic and 
targeted” (p. 198) for external communication and “consistency, clarity, motivation 
and encouragement, mutual benefi cial relationships, two-way communication” 
(p. 199) for internal communication. 

 Whereas Lee and So ( 2007 ) suggested that parallel drafting should be a more 
preferable strategy than direct translation, Ngai and Ng ( 2012 ) found out that in 
reality, 14 out of 23 online bilingual (Chinese and English) “words from Chairman” 
published by these Hang Seng Index companies were literal translations from their 
STs and only 6 were results of parallel drafting (p. 57), though they also echoed Lee 
and So’s views that corporate messages directly translated from the originals were 
“diffi cult to read and to understand” due to the “differences in culture, vocabulary 
and grammar” (p. 59) between Chinese and English. 

 Ngai and Singh ( 2014 ) continued to focus on online bilingual corporate informa-
tion by analyzing the “extratextual and intratextual characteristics” (p. 352) of 
English and Chinese CEO messages published by major corporations in Greater 
China. One of their interesting fi ndings was that English CEO messages posted by 
Hong Kong red chips and indexed companies in Taiwan packed in “substantially 
more themes and information” (p. 380) than their Chinese counterparts, which 
clearly suggested that a purposeful rewriting process had taken place during the 
interlingual transmission process. 

 All the researches reviewed above are concerned themselves with the bilingual 
(Chinese and English) corporate practices taken by multinational companies in 
Greater China area. One might wonder what the bilingual corporate writings of 
other language pairs look like and how they contribute to corporate citizenship and 
identity. Entrusted by Bòrd na Gàidhlig, a government body to promote the use of 
the status of the Gaelic language in Scotland, Puzey et al. ( 2013 ) analyzed bilingual 
versions (English and Gaelic) of corporate designs (such as name, slogans and 
graphics) and controlled corporate communication (including signage, online 
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 content, etc.) in order to “propose general guidelines for corporate identity 
 demonstrating equal respect for English and Gaelic” (p. 1). Given the fact that 
Gaelic was a minority language in Scotland, they recommended that “high-status 
national or regional organizations” should make clear commitments to promote 
their corporate identity in a bilingual manner so as to contribute to the “subjective 
ethnolinguistic vitality” (p. 71) these bilingual communications brought to the 
targeted readers and to strengthen these organizations’ “sense of place” (p. 71) and 
reinforced their distinctive images. 

 The studies above convincingly demonstrate that some multinational corporations 
(especially those in Greater China area) are now increasingly resorting to bilingual 
corporate messaging—an important area of strategic communication which still 
awaits more research—as part of the overall corporate communication strategy to 
create a coordinated corporate identity and culture. Despite bringing readers’ atten-
tion to the inter-linguistic and intercultural commonalities and differences between 
bilingual versions of particular corporate messages, these studies still fall short of 
delineating the specifi c strategies or procedures for the related bilingual production 
process. The concepts of direct translation and parallel drafting in rendering bilin-
gual corporate texts as mentioned in Lee and So ( 2007 ) seem to be too general and 
encompassing to provide specifi c guidance for the translation process—arguably 
“the most complex type of event yet produced in the evolution of the cosmos” 
(Richards  1953 , p. 250). These two concepts, which are more or less the same as the 
long-standing dichotomy of “literal” versus “free” translation in translation theory, 
will prove as sterile as the other similar dichotomy concepts to be discussed in the 
next section, because they too do not “encourage further examination of the internal 
and external contextual constraints which affect the translation strategy and func-
tion” (Hatim and Munday  2004 , p. 230). Furthermore, whereas the defi nition for 
direct translation might be straightforward, the one for parallel drafting can be much 
more problematic and diffi cult to pin down, because all the possible translation 
methods that can be subsumed under this category can be compared to a continuum, 
with the most free and the least free translation methods at each end. Without clear 
translation guidelines and an awareness of the factors fi guring in the translation 
process, it will be diffi cult for bilingual CC practitioners to adopt a felicitous 
 strategy out of this multitude of possible ones to translate the message effectively.  

6.3     Translation Strategies for Bilingual CC 

 It is no exaggeration to say that the discussion of strategy has marked the study of 
translation for centuries. In fact, the fi rst dichotomy of translation strategies (i.e., 
literal vs. free) was fi rst raised by Cicero and St. Jerome in the fourth century when 
they were translating the Greek Septuagint gospels into Latin. However, as 
Chesterman ( 2005 ) has noted, the concept of translation strategy is sometimes 
confused with such terms as “techniques of adjustment,” “procedures,” and “transfor-
mations,” all of which often mean more or less the same thing. In Chinese context, 
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this term is frequently mixed up with translation skills or translation methods, which 
are used to refer to very specifi c operational procedures in translation process, 
including changing the part of speech for some original words, adding inferred 
information in the TT, omitting redundant words in the original, etc. (Zhang  1980 ). 
To avoid this confusion, translation strategy here is defi ned as “a teleological course 
of action undertaken to achieve a particular goal in an optimal way” (Kearns  2009 , 
p. 282), which comprises various specifi c translating procedures that lead to its 
ultimate goal in arriving at certain translation effect. 

 According to Molina and Albir ( 2002 ), there are two strands of translation strategy: 
(1) the one that focuses on translation as a procedure and (2) the one that explores 
translation as a product (p. 507). The study of the procedural sense of translation 
strategy is mostly seen in psycholinguistic and cognitive approaches to translation, 
which largely deal with the cognitive processes in translation and/or interpreting 
and the cognitive constraints and parameters on such processing. The second 
sense of translation strategy, which the present paper adopts, regards translations as 
linguistic artifacts which resulted from a number of textual procedures. It is assumed 
that strategy in this sense is used consciously and purposefully by translators in 
order to produce the best version they can come up with. 

 Admittedly, the discussion on the practical application of translation strategies in 
guiding the operations which translators carry out in order to produce a satisfactory 
translation has become one of the central themes in translation studies, especially since 
the beginning of the 1980s when translation was emerging as an independent discipline. 
However, quite a number of these strategies proposed by different scholars are still “global 
translation strategies” (Jääskeläinen  1993 ; Lörscher  1991 ; Séguinot  1989 ), which per-
tain to broad questions of the general effect, the style of translation and the choice of 
moving the target text to the original author or to the target reader. A good example of 
the dichotomies of these strategies can be found in distinctions between “formal” and 
“dynamic” equivalence (Nida  1964 , pp. 159–177), “semantic” and “communicative” 
translation (Newmark  1981 , pp. 38–56), “documentary” and “instrumental” translation 
(Nord  1991 , pp. 72–73), “direct” and “indirect” translation (Gutt  1991 ), “adequacy” and 
“acceptability” (Toury  1995 ), “foreignizing” and “domesticating” translation (Venuti 
 1995 ) and “overt” and “covert” translation (House  1981 ,  1997 ). These overarching 
strategies, though can be used to describe a translator’s higher-level decisions on the 
broad questions mentioned above, are still not specifi c enough to guide a translator to 
solve a concrete translation problem (usually at the linguistic level) in order to arrive 
at tentative translation solutions. It may be safe to say that what most bilingual CC 
practitioners need here, in order to achieve better translation effects, are “local” transla-
tion strategies that “relate specifi cally to the translation of particular language struc-
tures and lexical items” (Kearns  2009 , p. 283). 

 By far several scholars have proposed their taxonomy of local translation strategies 
that specifi cally relate to the production of the TT. But some of them are too  outdated 
to accommodate the recent development in linguistics, especially text linguistics 
(e.g., Catford  1965 ; Nida  1964 ; Vinay and Darbelnet  1958 ); some are too abstract 
and idiosyncratic to be of practical application (e.g., Malone  1988 ), some are only 
tailor-made for the translation of specifi c genres, such as narrative fi ction (e.g., van 
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Leuven-Zwart  1989 ). The categorization proposed by Chesterman ( 1997 ), since it is 
both comprehensive and easily operable, will be largely adopted here as the frame-
work for illustrating various translation strategies that can be used in the bilingual 
text product in CC. Chesterman’s model is largely based on the comparison between 
Western languages, despite the claim that his model is “not language-pair- specifi c” 
(p. 93). Some of his categories are actually not applicable to the translation between 
English and Chinese—two socially and culturally distant languages. Thus, some 
categories in his model are either deleted or slightly modifi ed (especially the over-
lapping ones) to make them fi t the new linguistic context. 

 To illustrate the application of each strategy in Chesterman’s model, existing 
Chinese translations of corporate documents from bilingual webpages of companies 
in Greater China area (especially those from Hong Kong and mainland China) will 
be analyzed. The aim is not to explore particular translation problems in detail but 
just to present a set of translation strategies the bilingual CC practitioners,  especially 
those in Hong Kong, may be able to use, in the similar contexts. 

 Chesterman ( 1997 , pp. 92–112) proposes three categories of translation strategies, 
namely, syntactic/grammatical strategies, semantic strategies and pragmatic strategies, 
under which there are a couple of more specifi c strategies. 

6.3.1     Syntactic/Grammatical Strategies 

 All the translation strategies under this group are concerned with changes of 
 original syntactic structures to a certain extent. The resulted TTs are manipulated 
forms of the STs in different levels of linguistic units, such as phrases, clauses, 
and sentence structures. Chesterman ( 1997 ) actually lists ten specifi c methods 
under the heading of syntactic/grammatical strategies, but only fi ve of them are 
expounded here. In the present paper, some of his strategies are regrouped into a 
new one (i.e., Sect.  6.3.1.4 ) because of the similarities between them. Some (i.e., 
strategies of loan, calque and scheme change) are rebranded into strategies of 
semantic types because of the nature of the translation shifts resulted from them 
are more related to content than form. One (i.e., level shift) is omitted because it 
overlaps with strategies of transposition and unit shift. The following is a refi ned 
and reduced list of his model. 

6.3.1.1     Literal Translation 

 In translation studies, the term “literal translation” can be used to refer to: (1) the 
retention of the exact or primary meaning of a word or words, (2) the way of model-
ing the form of the TT on the original structure, or (3) the retention of the meaning 
and the form in a verbatim manner. Here, Chesterman ( 1997 ) largely adopts the 
term from the third perspective, defi ning it as meaning “maximally close to the SL 
form, but nevertheless grammatical” (p. 94). Specifi cally, he refers to the dependence 
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on the form of the original sentence with almost all the original meaning retained. 
For example,

     ST: People are our greatest asset.  
  TT:   
  [Despite the slight semantic difference between “people” and “ ” in the example above, 

the target form is an exact imitation of the word order in the original. As a strategy, 
 literal translation is much more frequently used in the translations of the same language 
family (e.g. German and English) than those of a different one. It is also most frequently 
used to translate short sentences, like the example above.]    

6.3.1.2        Transposition 

 Transposition, 1  which was fi rst proposed by Vinay and Darbelnet ( 1958 ) as a trans-
lation procedure, refers to the change of original word class in the TT. This strategy 
is categorized as a syntactic one as such changes in the translation normally involve 
structural changes in the TT. For example,

     ST: Other than the ever-increasing labour cost, the labour shortage problem is  aggravating  
particularly at the Hong Kong International Airport. [verb]  

  TT: ,   [adjective]  
  [Transposition strategy enables bilingual CC practitioners to deal with ST fl exibly and 

 render it in such a manner that conforms to the linguistic norms of the target language 
while retaining almost all of the original meaning. This strategy, if properly used, can 
help to avoid translationese in translation.]    

6.3.1.3        Unit Shift 

 First proposed by Catford ( 1965 ), the term “unit shift” refers to the translation of an 
ST linguistic unit (such as morpheme, word, phrase, clause, sentence, paragraph) 
into a unit of different rank. Thus, it is possible to have a multiple of unit shifts of 
different types in practice, as long as an ST unit is translated into a different one in 
the TT. 

 Compared with transposition strategy, this strategy is used more frequently by 
bilingual CC practitioners to achieve a more liberal style of TT that usually refl ects 
the expectation of the target readership. For example,

     ST: I would like to take this opportunity to share our record breaking of handling 209 fl ights 
on 18th April 2014…  

  TT: 4 18 , 209 ,   
  [One English sentence into three Chinese clauses.]    

1   Note that the term “transposition” used here is different from that used by Jakobson ( 1959 ), who 
claimed that “creative transposition” (i.e. recreation or liberal translation) was the only way to 
translate poetry, which he deemed untranslatable. 
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6.3.1.4        Intra-Sentence Structure Change 

 This strategy, which roughly combines the strategies of phrase, clause or sentence 
structure changes in Chesterman’s model, comprises a number of changes that are 
taking place at the level of clauses within a sentence. Included are changes from 
active to passive voice (or vice versa) and the adjustment of constituent order (i.e., 
subject, verb, object, etc.) within a sentence in the translation. For example,

     ST: It is refl ected in the increase in both meal and fl ight volumes by 6.9 % and 7.4 % respec-
tively when comparing with the same period last year…  

  TT: 6.9 % 7.4 %   
  [The subject in English “it” is replaced with “ ” in Chinese, 

which is the translation of the object complement in ST. The English passive is also 
changed to Chinese active. Note that the above example also involves unit shift (one 
English sentence into two Chinese clauses] and transposition (the noun “increase” is 
translated into verb “ ” in Chinese).    

6.3.1.5       Cohesion Change 

 A cohesion change occurs when an addition or deletion of cohesive device, such as 
reference, ellipsis, substitution, repetition or connectors, takes place in TT. Depending 
on whether the translator makes the lexical patterns of cohesion explicit or implicit 
by using this strategy, the resulted TT either holds textual elements more consis-
tently or more when compared with ST. For example,

     ST: In view of the foreseeable challenges in 2014, our direction is to “Get Our Priority 
Right”. These priorities include 4 dimensions…  

  TT: 2014 , 
:…  

  [English inter-sentence cohesion is via the repetition of the noun “priority” in the previous 
sentence. This intra-textual reference is made unnecessary in Chinese as it combines the 
two English sentences into one by adopting unit shift strategy. The omission should not 
lead to any misunderstanding among target readers because of the proximity between 
the noun phrase “ ” and its following explanatory clause.    

6.3.2          Semantic Strategies 

 Semantic strategies refer to various ways of dealing with lexical semantics that lead 
to either retention, adaptation, manipulation or omission of the original lexical 
meaning. Some of the strategies, which were fi rst proposed as methods of modulation 
by Vinay and Darbelnet ( 1958 ), are specifi c ways of rendering meaning at different 
levels. Note that this defi nition is different from Chesterman’s original one which 
equates semantic strategies with changes of lexical meaning in TT. 

 Out of the nine specifi c semantic strategies listed by Chesterman ( 1997 ), some 
(i.e., synonymy, hyponymy, abstraction change) are regrouped into one general 
strategy (i.e., Sect.  6.3.2.1 ) to avoid the ambiguous meaning and overlapping 
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 reference inherent in their defi nitions. Some (i.e., antonymy, emphasis change) 
are omitted because it overlaps greatly with the strategy of intra-sentence struc-
ture change. The following part details the revised strategies under this 
category. 

6.3.2.1     Approximation 

 This strategy comprises a number of methods that manipulate the semantic relations 
in TT in such a manner as to make them more or less equivalent to the original. 
These include the use of synonyms, hyponyms and superordinates to express the 
nearly the same meaning of a word or words in ST. For example,

     ST: We hope that political situation in Bangkok will resume  normal  soon and air traffi c will 
be back in the rising trend.  

  TT:  ,   
  [The English adjective  normal  is replaced with a Chinese verb phrase , which is 

more or less synonymous with the meaning of English. Note that the translation also 
uses the syntactic strategies of transposition (the adjective “back” is translated to the 
Chinese verb “ ” and unit shift (one sentence is split into two Chinese clauses).]  

  ST: Now with the ageing population and rising cost of  healthcare , people are reviewing 
their protection needs.  

  TT: ,   ,   
  [The English word “healthcare” is a superordinate of the Chinese translation “ ”. The 

translator here omits the other layer of meaning “ ”, which makes “ ” a hyponym 
of “healthcare”. Note that the strategies of unit shift (two English clauses into three 
Chinese ones) and transposition (the adjective “ageing” is translated as a Chinese verb 
“ ”) are also applied in the translation.]    

6.3.2.2       Converses 

 Converses refer to the use of linguistic structures from the opposing viewpoints in 
TT to express the same original meaning. Converses frequently change the original 
syntax, involving such syntactic strategies as unit shift and intra-sentence structure 
change. The purpose of this strategy is usually either to make TT conform to the 
stylistic conventions of target culture or to emphasize a certain tone in TT. For 
example,

     ST: All these achievements cannot be materialized without the efforts and supports from 
our business partners and our colleagues!  

  TT: , !  
  [The English uses double negative structures “cannot be materialized without” to empha-

size the importance of the contributions made by their partners and colleagues. This 
positive meaning is rendered simply by an affi rmative statement “ ” in the 
TT. Note that the translation also involves unit shift (one English sentence into two 
Chinese clauses) and intra-sentence structure change (the English subject “achieve-
ments” is moved to the object “ ” of the Chinese translation)].    
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6.3.2.3         Distribution Change 

 This strategy changes the semantic components of the original words or expressions 
by either adding more semantic items or deleting some in TT. The resulting text is 
either a more explicit text (or what Chesterman terms a “diluted” version) with 
wider distribution of information or a more implicit text with a denser distribution 
of information. For example,

     ST: Brand perception hinges on something more  cerebral : …  
  TT: …  
  [The abstract English adjective “cerebral” is expanded with more concrete meaning “

” in the TT, thus presenting a more vivid picture for the target readership. 
The addition of the noun phrase “ ” also gives the TT a personal touch that is 
absent in the objective description of the original.]  

  ST: To match with the recent healthcare reform and trend of healthy living attitude among 
the public, …  

  TT: ,…  
  [The English phrase “recent healthcare reform” is simply rendered as “ ”. Note 

that the adverbial “among the public” is also deleted in the TT which makes it with a 
compressed meaning when compared with the original.]    

6.3.2.4       Paraphrase 

 This strategy is more or less equal to free translation which leads to target texts that 
only partially resemble the original semantic contents. According to Chesterman 
( 1997 ), paraphrasing aims at achieving equivalence of higher linguistic units such 
as “a whole clause,” rather than correspondence “at the lexeme level” (p. 104). The 
strategy is typically used in translating idiomatic expressions that are unique in 
source culture. For example,

     ST: Protection has always played second fi ddle to investment in Hong Kong.  
  TT: , , 

  [The English idiomatic expression “played second fi ddle” is completely rewritten in 
TT. The fi rst Chinese sentence “ , ” is also a very liberal interpreta-
tion of the relationship between “protection” and “investment” in the ST. With all the 
added and paraphrased information, the TT reads more like a rewriting than a direct 
translation from the original.]    

6.3.2.5       Rhetorical Device Change 

 This strategy combines Chesterman’s methods of scheme change and trope change, 
which are actually inseparable from each other. Generally speaking, schemes and 
tropes are all rhetorical techniques of persuading listeners or readers to consider a 
statement from a different perspective. Since the modifi cation of schemes naturally 
leads to the change of their meaning, it is more appropriate to list scheme change, 
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which is originally defi ned as more than a syntactic strategy in Chesterman’s model, 
as a semantic one. Note that both original schemes and tropes can be retained, 
changed or omitted in TT. For example,

     ST: Our work also has no fi nish line as we…  
  TT: , 
  [The metaphor “fi nish line”, which is used in the English to indicate the ending of a course, 

is replaced with a paraphrased meaning of the metaphor (  in the Chinese 
TT. The original trope is completely omitted.]    

6.3.2.6       Loan, Calque 

 Loan or calque refers to the direct borrowing of individual items in phrases, proper 
names or names of organizations, companies and special events. The strategy is 
listed as a syntactic one in Chesterman’s model. However, as the borrowing often 
results in a literal translation that maintains frequently the surface meaning of the 
original, this strategy is actually more concerned with content than form. For 
example,

     ST: This is often coined as the “Brand DNA” of a company.  
  TT: DNA
  [The English phrase “Brand DNA” is directly borrowed into Chinese TT as “ DNA”. 

Note that the translation is a special form of calque in which some source language form 
(“DNA” here) is also directly borrowed in the translation. Generally there are two 
 reasons for such a borrowing: 1. the corresponding translation for the borrowed term is 
too complicated to pronounce easily; 2. The SL form tends to enjoy a higher value in the 
TL culture (see Pym  1992 , p. 76). Here the fi rst explanation fi ts more than the second 
one, as the Chinese for “DNA” is “ ”, which is so technical and complicated 
even for educated Chinese audience.]    

6.3.3          Pragmatic Strategies 

 Rather than dealing with the issues on pragmatics as a linguistic branch in transla-
tion, pragmatic strategies in Chesterman’s model ( 1997 ) actually refer to the various 
methods to manipulate the original meaning and syntax in the translation in order to 
make the TT meet the reading expectation/habits of the prospective readership as 
envisaged by the translators. Compared with syntactic and semantic strategies, 
pragmatic strategies “tend to involve bigger changes from the ST” (Chesterman, 
p. 107) and focus on the message on clause or sentence level. In addition to the 
consideration for the target audience, factors affecting a translator’s decision in 
adopting pragmatic strategies also include target-culture awareness, his/her global 
translation strategy for the text concerned, and his/her knowledge of the generic 
convention of the text. Though Chesterman lists 9 specifi c pragmatic strategies in 
his model, quite a number of them (e.g., culture fi ltering, explicitness change) are 
just reinventing some semantic strategies listed under Sect.  6.3.2 . Some seem to 
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overlap with each other (e.g., information change and partial translation) and need 
to be combined into one. Listed below is a reduced and revised list of pragmatic 
strategies from Chesterman’s model. 

6.3.3.1    Information Change 

 Compared with the semantic strategy of distribution change (see Sect.  6.3.2.3 ) that 
is largely adding or deleting some semantic items in TT, information change 
involves more radical transformation by either adding totally new information that 
is not traceable to the original in the translation or deleting ST information that is 
considered as unnecessary or irrelevant by the translator due to one or several rea-
sons listed in Sect.  6.3.3 . For example,

     ST: Infrastructural projects are under development at the airport that is expected to improve 
the connectivity of airport to other parts of Hong Kong and China.  

  TT: , 
,  

   [The Chinese information “ ” in the TT is not 
inferable from any semantic items of the original. This clause is purely added to high-
light the long-lasting impacts that the infrastructural projects of the airport might bring 
to the Hong Kong airport, information which the translator thought might make the 
CEO message in the original more appealing to the stakeholders in Hong Kong.]  

  ST: That 2G Strategy has driven our past successes and will guide us on our journey toward 
prosperity on the global stage. At the heart of the 2G Strategy is a virtuous cycle, as the 
growth of our people lays the foundation for the growth of the company, and 
vice-versa.  

  TT:  ‘2G ’   
  [The TT can at most be termed a summarizing translation of the original. Quite a lot omitted 

information cannot be inferred from the existing translation at all. It is this that makes this 
strategy different from the semantic strategy of distribution change (see Sect.  6.3.2.3 ) which 
sometimes condenses the original information that can be inferred from its context.]    

6.3.3.2       Interpersonal Change 

 Interpersonal change occurs when the overall style of the original and the relationship 
between the author/speaker and reader are altered in the TT because of the changes 
in the formality level, the personal involvement, and “the degree of emotiveness” 
(Chesterman  1997 , p. 110). Typically such a change is caused by a shift of the 
 narrative perspective, such as the change in point of view. For example,

     ST: To fulfi ll our vision of becoming the “Proud Global Doosan”, our employees around the 
world are doing their utmost to maximize corporate value and deliver customer 
satisfaction.  

  TT: ‘ ’ ,
   

  [Whereas the English subject “our employees” presents the information in an objective 
manner, the Chinese subject “ ” gives the TT a more personal and subjective perspec-
tive that helps to shorten the gap between the speaker and the reader. The change also 
makes the TT less formal too.]    
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6.3.3.3       Illocutionary Change 

 The strategy involves the change of illocutionary force of the original by modifying 
the mood of the verb. This includes the change between the following class of acts 
such as stating, questioning, reporting, telling, requesting, etc. The additions of rhe-
torical questions and exclamations in TT can also result in illocutionary changes. 
For example,

     ST: On behalf of all WuXi employees, I want to thank you for your continued trust and 
support.  

  TT:  ,
,   

  [The translation adds an exclamation mark at the end of the sentence to lay an extra empha-
sis on the original message. Note that the example also involves interpersonal change 
when the intimate pronoun “you” is rendered into a more distant or “aloof” explanation 
of “ ”.]    

6.3.3.4       Transediting 

 The strategy of transediting was fi rst proposed by Stetting ( 1989 ) to deal with a grey 
area between editing and translating, an area which was often ignored in contempo-
rary translation studies. Specifi cally, it refers to the radical reorganizations and 
extensive editing done by translators to the poorly written original texts before 
translating them. In other words, this practice combines both the activities of editing 
and translating, the latter of which often involves other pragmatic strategies such as 
information change, interpersonal change and illocutionary change mentioned 
above. Because of the great extent of the editing work done during the translation 
process, this strategy is more akin to a global strategy than a local one. For example,

     ST: Finally, thanks to the trust and support from our partners, thanks to every colleague who 
fought alongside. Let us join hands and work together in the future to take more solid 
pace which leading to the magnifi cent peak!  

  [The English text, which is the last paragraph of a CEO’s message, contains many gram-
matical mistakes and stylistic infelicities. The fi rst sentence lacks a proper subject. The 
metaphors of “fought alongside” and “leading to the magnifi cent peak” sound not only 
strange, but also irrelevant in this context. The text needs drastic re-ordering or rewriting 
on a general level before it can be properly translated into Chinese.]    

6.4          Conclusion 

 Despite the rapid development of CC in recent years, studies on the effective ways 
to communicate messages between two languages in CC so as to present a consistent 
image of a company or organization to target groups are still lacking. By making 
reference to Chesterman’s model of translation strategies, the present paper attempts 
to partially fi ll up the void by giving a comprehensive description of translation 
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methods that are applicable in bilingual CC profession in Hong Kong. Same as 
those listed in Chesterman’s model, these specifi c translation methods are catego-
rized into three broader types, namely, syntactic/grammatical strategies, semantic 
strategies and pragmatic strategies, which correspond to the three major planes of 
language that often factor in the decision-making process of translation. It is hoped 
that with the revised model, some ill-defi ned terms that have been proposed in the 
previous studies on translation in bilingual CC context (e.g., the method of “parallel 
drafting” in Lee and So  2007 ) will be better explained. 

 When translating a corporate text, a CC translation practitioner can start from a 
top-down approach, proceeding from general pragmatic strategies to more specifi c 
syntactic and semantic ones. The practitioner also has to take into account intratex-
tual factors (e.g., cohesion, coherence, register, generic conventions) and extratex-
tual factors (e.g., the purpose, time and place of communication, the expectation of 
target audience) when deciding on the strategies to be used in the translation 
process. 

 For future studies, it will be interesting to see which types of strategies are 
mostly frequently used in different regional contexts of bilingual CC and why. It is 
also worth exploring the motivation underlying a bilingual CC practitioner’s choice 
of strategy so as to see whether there are any other factors, such as political, cul-
tural or social pressures that might exert infl uence on his/her decision-making pro-
cess. This information will help us to reconstruct certain target-culture norms of 
expectation or propriety which govern a bilingual CC practitioner’s interlingual 
process.     
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    Abstract     Organizations face several impediments when it comes to communicat-
ing their corporate social responsibility (CSR) engagement to the public via the 
media. This paper examines practitioners’ and journalists’ perception of CSR com-
munication using the agenda- building model (Qiu Q, Cameron GT, Communicating 
health disparities: building a supportive media agenda. VDM Verlag, Saarbruecken, 
2008) by examining news coverage of how practitioners and journalists understand 
CSR, what types of CSR stories get covered in the media, and how are CSR stories 
portrayed in the media. News coverage of Singapore’s mainstream publications, 
 The Straits Times ,  The Business Times , and  The New Paper , were analyzed. The 
constructed week method was used and two constructed weeks (14 days) were ran-
domly picked to enable a representative sample of a year’s worth of news articles 
(Riffe D, Aust CF, Lacy SR, J Q 70(4):133–139, 1993). Media coverage of CSR 
engagement was analyzed using qualitative content analysis. The analysis will 
allow us to compare the perceptions of CSR held by PR practitioners and journalists 
and actual media coverage. 

 Findings suggested differences in perceptions of what makes news between 
practitioners and journalists. This is a refl ection of the fundamental and larger issue 
of what each set of professionals regard as news: Practitioners view news as advanc-
ing their organizational interests, while journalists regard news through newswor-
thiness lens. How can that schism be bridged? A framework of media relations is 
proposed based on Pang’s (Corp Commun Int J 15(2):192–204, 2010) Mediating 
the Media model.     
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7.1      Introduction 

 For all the connotations of altruism associated with corporate social responsibility 
(CSR), one would imagine that organizations would not have problems sharing their 
efforts publicly via the media. While organizations are free to publicize their work 
in their own social media platforms, the top management still defi nes the effective-
ness of communication by the positive media coverage generated (Pang and Yeo 
 2009 ). From a societal point of view, if the media can increase public understanding 
of the concept and drive organizations to be more involved, the increased participa-
tion can potentially move a society toward greater awareness of sustainable devel-
opment and be more “future-oriented” (Signitzer and Prexl  2008 , p. 7). This could 
lead to shifts in the publics’ attitudes and behaviors such as more informed purchas-
ing decisions and greater empowerment. 

 The issue, however, is far less straightforward. Organizations face several imped-
iments when it comes to communicating their CSR engagements. First, many orga-
nizations shun media spotlight on their CSR activities for fear that the media would 
view the organization’s CSR engagement with cynicism or advert it to corporate 
social irresponsibility (CSI) (Dickson and Eckman  2008 ). Second, some organiza-
tions, especially smaller ones, do not see the need to publicly announce their contri-
butions to society believing that good deeds should be carried out with humility 
(Lee et al.  2012 ). Third, CSR communication requires extra resources depending on 
the extent of communication the organization chooses. Fourth, the media may not 
be entirely convinced about the newsworthiness of CSR stories (Lee et al.  2013 ). 

 This chapter examines practitioners’ and journalists’ perception of CSR com-
munication in Singapore using the agenda-building model (Qiu and Cameron  2008 ) 
as its theoretical lens. The model examines how information residing within an 
organization gets translated to actual media content via journalists as intermediar-
ies. It allows us to understand the process by which practitioners attempt to infl u-
ence the press agenda. As CSR is an organizational activity, information resides 
within the organization. While some aspects of CSR such as community service and 
philanthropy may be public events and the media may be able to gather information 
independent of practitioners, a huge part of CSR revolves around its commitment to 
internal stakeholders as well as their business processes which are usually not pub-
licly known. It is therefore dependent on communication practitioners from the 
organizations to actively inform the media, through information subsidy, of organi-
zational decisions, process, events, and engagements. Information subsidy is the 
attempt to affect others’ actions by “controlling their access to and use of informa-
tion relevant to those actions” (Gandy  1982 , p. 61). 

 In agenda building, information subsidy is one of the primary ways in which 
news sources can relay their message to news content producers. Agenda building 
is argued to be a suitable framework as it allows us to trace the fl ow of communica-
tion from the major source (practitioners) of CSR to newsmakers. The objective is 
to fi nd out whether organizations can communicate about CSR without having it 
viewed negatively as a promotional strategy, their current success at infl uencing 
news content, as well as how the agenda building can be done more effectively. 

A. Pang et al.



129

 This chapter is divided into the following sections. The next section examines 
media as a conduit in CSR communication in Singapore. Here, the section describes 
the current state of CSR coverage in the media and then examines the root of the 
problem which is between practitioners and journalists. This is followed by the 
agenda-building model where journalists and practitioners can collaborate in greater 
detail. In section three, we present why Singapore is an intriguing case to study and 
how we qualitatively content analyze Singapore’s two national broadsheets and a 
tabloid-sized paper,  The Straits Times  ( ST ),  The Business Times  ( BT ), and  The New 
Paper  ( TNP ), to examine media coverage of CSR engagement in Singapore. The 
analyses allow us to compare the perceptions held by practitioners and journalists 
and actual media coverage. In section four, we examine what can be done to culti-
vate effective media relations by positing a media relations model. The results of the 
initial test of the model are shared. Section fi ve concludes what practitioners can 
take away from this study and how can relations and understanding between jour-
nalists and practitioners be further improved. 

 This study is signifi cant on several fronts. First, it aims to build on agenda- 
building literature, which in this case is encapsulated in Qiu and Cameron’s ( 2008 ) 
model, to identify factors that affect the agenda-building process. Second, this study 
will allow researchers and practitioners to identify discrepancies between agenda 
builders’ perception of journalists’ views toward CSR engagement and vice versa. 
The examination of these discrepancies may provide new directions for agenda 
builders to ensure that what they are advocating is congruent with journalists’ needs. 
In turn, this will increase the productivity of CSR practitioners in generating greater 
public awareness of their organization’s CSR engagement. Third, this study goes 
beyond agenda building to examine how to build effective media relations. Media 
relations remains an “important” and “tactical function” (Shaw and White  2004 , 
p. 494) of corporate communications. In media relations, practitioners seek favor-
able publicity for the organization’s products and services (Sallot et al.  1998 ; Seitel 
 2004 ; Sinaga and Wu  2007 ; Yoon  2005 ) often through information subsidy (Supa 
and Zoch  2009 ) to “enhance the reputation of an organization” (Bland et al.  2005 , 
p. 55). With the proliferation of diverse media platforms, engaging both online and 
mainstream media remains a prevailing challenge. The question remains: How, then, 
do practitioners practice effective media relations? This study aims to shed light.  

7.2     Media as Conduit 

7.2.1     Defi nition of CSR 

 CSR has been defi ned in myriad ways. The most widely used defi nition is by the 
Commission of the European Communities ( 2001 ), “A concept whereby companies 
integrate social and environmental concerns in their business operations and in their 
interaction with their stakeholders on a voluntary basis” (Dahlsrud  2006 , p. 7). 
Matten and Moon ( 2004 ) attempted to offer an overarching defi nition, one where 
CSR overlaps with other concepts like business ethics, corporate philanthropy, 
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corporate citizenship, sustainability, and environmental responsibility. Carroll 
( 1991 ) asserted that CSR comprises economic, legal, ethical, and philanthropic 
responsibilities. Thus, CSR encompasses a wide range of commitment to both inter-
nal and external stakeholders. CSR communication research has overlooked an 
important player in the process of communication – the corporate communication 
practitioners who provide information subsidies to the media on their organization’s 
behalf and, in the process, shape the media’s agenda and possibly public opinion 
(Turk  1985 ). The important role of PR practitioners in affecting what is ultimately 
said to the public can be seen in that information from press releases amount to 
approximately half of the news content (Wilcox and Cameron  2009 ). Thus, to com-
plement CSR communication research that has been carried out from the perspec-
tives of organizations, the environment, and the stakeholders, this study examines a 
rarely explored aspect – the role of PR practitioners and the media. 

 Pang et al. ( 2011 ) argued that political, social, economic, and cultural factors 
infl uence CSR communication. CSR communication is posited to be important in 
moving the society toward greater awareness for the environment and the commu-
nity as well as creating the impetus for other organizations to take up CSR (Dawkins 
 2004 ). CSR reporting has also been argued to be a critical component of CSR as it 
necessitates refl ection, which makes the organization more committed to its CSR 
program. It also informs the organization’s stakeholders of its business decisions 
and processes, thus quantifying or qualifying the organization’s actions (Fassin 
 2008 ). The trend is moving toward encouraging CSR communication for all organi-
zations. Yet, it has also been cited as the “missing link.” As a result, it has been found 
that many organizations do not get the “credit” they deserve (Dawkins  2004 , p. 108).  

7.2.2     CSR Coverage in the Media 

 Little research has been conducted on CSR coverage in the media, particularly in 
Asia. This section reviews four studies that had been conducted in the West. 

 Dickson and Eckman ( 2008 ) analyzed media content in response to fi ve of the Fair 
Labor Association’s (FLA) reporting, a nonprofi t organization (NPO) concerning 
companies accredited by them, and the results were encouraging. Contrary to organi-
zations’ anxiety of receiving bad press, coverage was mostly positive for all fi ve events. 
However, the positive coverage may stem from the accreditation by the FLA and 
results may differ for organizations who are directly communicating their CSR efforts 
to the media. Another notable point is that most of the coverage followed a certain 
format: information about FLA, information about the organization that is quoted from 
the FLA reports, and interviews with extremists who were cynical about CSR. This 
seems to suggest the media is keen to provide opposing points of views to make the 
story balanced as seen from how extremists rather than experts were interviewed. 

 In their analysis of 33 US newspapers and 18 international newspapers, Zhang 
and Swanson ( 2006 ) devised a typology of media use of the term CSR into the 
 following categories: objective use, social achievement of corporations, necessary 
business function, social expectation for corporations, and spin. They found that 
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29 % of the stories used the term objectively, 18 % as an endorsement, 27 % as a 
social expectation, 5 % as a specialty, 6 % as a necessary business function, and 
15 % as a spin. Considering that only 15 % of coverage is negative (spin), it shows 
that the media largely accepts the idea of CSR. 

 Tench et al. ( 2007 ) surveyed the UK media practitioners and found that 66 % of 
practitioners indicated they would report CSR from a positive angle although 32 % 
said they most frequently cover negative angles. What was interesting was that while 
45 % of the journalists interviewed felt that organizations were engaging in CSR for 
purely profi ts, 56 % felt that the media as a whole would hold such a view. This shows 
that the tendency to blow up cynicism of CSR engagement exists even among journal-
ists. The researchers also broke down the type of CSR angles and journalists were 
asked to indicate the type of stories they would cover positively, negatively, or not at 
all. CSR activities such as obeying law and order, adapting to changing stakeholder 
needs, and fulfi lling obligations to the society were not likely to be covered, whereas 
environmental efforts, community work, and philanthropic projects were likely to be 
covered. This supports Zerk’s ( 2008 ) assertion that the media is contributing to the 
formation of an incorrect conception of CSR as  comprising of caring for the environ-
ment and the community to a large extent. Issues related to corporate governance, 
quality of products, and ethical work operations were likely to be covered negatively. 

 Besides having exaggerated fear of media backlash, organizations’ fear of public 
backlash seem to be unfounded as the Market & Opinion Research International 
(MORI) survey also found that 60 % of the British public said they would trust CSR 
communication originating from the organization, thus making organization dis-
seminated information almost as trustworthy as those originating from NPOs 
(66 %). MORI also surveyed several opinion leaders on the importance they accrued 
to organizations’ CSR communication. Results showed that editors were most con-
cerned, with 80 % of those surveyed indicating that they were looking for proof of 
organizations’ social responsibility. 

 Besides publicizing its own efforts, the media is the perfect conduit. Pang et al. 
( 2014b ) argued that even with the proliferation of social media, engaging the main-
stream media remains critical. This is because there is credibility in the news cov-
ered by mainstream media. George ( 2012 ) argued that the credibility comes from 
the “discipline of verifying information with multiple sources, institutional memory 
to sense when things are more complex that they seem, and higher order judgment 
honed by experience and specialized beat knowledge” (p. 179). 

 Therein, however, is the problem. How do practitioners build good relations with 
journalists when there is a historical root of distrust?  

7.2.3     Root of the Problem Between 
Practitioners and Journalists 

 According to Pang ( 2010 ), infl uencing the media in the news production process 
through information-subsidy function has long been the modus operandi in media 
relations (Bland et al.  2005 ; Lerbinger  2006 ; Wilcox and Cameron  2009 ). Corporate 
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communication’s infl uence on news content is dominant (Gandy  1982 ), which 
researchers estimate ranges from 25 to 50 % (Cameron et al.  1997 ). Journalists 
recognize that practitioners serve as one of the most important sources of news 
(“Media relations and Europe”  2008 ; Shin and Cameron  2003 ). Corporate commu-
nications’ infl uence on news is so important that issues that suffer poor news cover-
age were managed by those who were not skilled or had no skills whatsoever 
(Cameron et al.  1997 ). Yet this process is fraught with challenges faced by practitio-
ners: Why do journalists dislike them? 

 To unearth the roots of deep-seated antagonism that journalists have of practitio-
ners (Tilley and Hollings  2008 ), scholars found that journalists often treat practitio-
ners “with contempt” (DeLorme and Fedler  2003 , p. 99). This is “puzzling” as 
journalists have “rarely, if ever, expressed a similar contempt for related fi elds” 
(p. 114). The long-held and innate dislike journalists have for corporate communi-
cations practitioners stems from historical roots, DeLorme and Fedler ( 2003 ) 
argued. Consistently, it appears to revolve around the idea that practitioners do not 
understand what journalists want. 

 The argument is that even though journalists recognize that practitioners serve an 
important information-subsidy function, those who do not know how to perform 
this function found little favor with journalists. In a survey among European jour-
nalists, more than two-thirds of practitioners were found to lack understanding of 
what journalists needed (“Media relations and Europe”  2008 ). The defi ciencies 
appear to fall in the area of news sense. Sallot and Johnson ( 2006 ) found that 78 % 
of journalists surveyed said practitioners offered information that were “overtly and 
overly self-serving” (p. 84) on behalf of their organizations. Kopenhaver ( 1985 ) 
found that 78 % of journalists surveyed said that news releases were “publicity dis-
guised as news” (p. 40). The top six reasons why editors rejected news releases were 
fi rst, lack of news value; second, lack of local news angle; third, lack of information; 
fourth, lack of timeliness; fi fth, poorly written; and sixth, grammatical errors. Supa 
and Zoch ( 2009 ) replicated a study by Kopenhaver et al. ( 1984 ) on how practitio-
ners and editors in Florida viewed each other 23 years later. As far as how practitio-
ners disseminate information to journalists, Supa and Zoch ( 2009 ) concluded 
practitioners still do not know how to present relevant information to journalists.  

7.2.4     Agenda Building 

 Agenda building is one plausible way where journalists and practitioners can fi nd 
common grounds. Qiu and Cameron ( 2008 ) examined the concept in the healthcare 
context to understand some possible determinants of agenda-building effectiveness 
and conceptualized a model (Fig.  7.1 ) to explicate the agenda-building theory.  

 Figure  7.1  shows the interaction among the three key elements in the agenda- 
building model: the PR practitioners and the PR materials they disseminate that 
contain source agenda, the journalists and their gatekeeping function, and the use of 
PR disseminated information in media content. 
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 In the process of building the media agenda, PR practitioners approach journalists 
with subsidized materials and, in the course of interaction with journalists, attempt 
to have their PR stories covered (arrow a). Ultimately, journalists still have the auton-
omy to decide how much and how the PR material is used (arrow b). Other than 
interaction with PR practitioners, journalists’ editorial decisions are infl uenced by 
the news values, comprehension of the issue, newsroom schedules, organization they 
belong to, and society, among others (Shoemaker  1991 ). Hence, the infl uence PR 
practitioners have on news content is mediated through journalists and the level of 
agenda building is determined by how much the media uses PR materials (arrow c). 
This model posits that the effectiveness of agenda building is affected by the degree 
to which PR practitioners and journalists share news values and understanding of a 
specifi c issue (Qiu and Cameron  2008 ). In their study, the authors also found that the 
reputation and type of organization can outweigh content knowledge and experience 
in affecting agenda-building effectiveness. For example, practitioners from major 
federal agencies were seen to have greater agenda-building effectiveness. 

 CSR reporting is a suitable context for the agenda-building process to be studied 
as the current level of CSR knowledge among journalists is suspected to be rather 
dismal, with most journalists equating it to philanthropy and going green. In addi-
tion, most aspects of CSR concern internal stakeholders and business processes 
which are most likely to remain confi dential unless the organization decides other-
wise. What this means for journalists is that organizations may be the main source of 
information, thus putting the latter in a better position to infl uence media content.  

7.2.5     Singapore: A Social Media Hub Where 
Mainstream Media Remains Dominant 

 Singapore presents an intriguing case study: It is a social media hub but also a place 
where mainstream media remains dominant. Pang et al. ( 2014b ) argued that 
Singapore’s highly legislated media industry is anchored by two local media players, 
Singapore Press Holdings, which owns most of the print media, and MediaCorp, 
which owns most of the broadcast media. The local media is complemented by 
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international media, including  The Asian Wall Street Journal , the  International Herald 
Tribune , and  The Economist  (Ministry of Communication and Information  2012 ). 

 With the advent of social media technologies, a signifi cant shift in audiences’ news 
consumption habits is to be expected. From 1.2 million Internet users in 2000 to more 
than 3.6 million in 2011, Singapore has one of the world’s highest Internet penetra-
tions at 77.2 %, comparable to the USA which had 78.6 % and Europe’s 61.3 % (IWS 
 2012 ). Thus, besides traditional media, audiences in Singapore have easy access to 
online news portals, blogs, and non-mainstream media channels (Oon  2009 ). However, 
despite the emergence of new technologies and the use of social media, mainstream 
media remain dominant. US-based PR fi rm Edelman found that traditional media 
remained the most trusted source of information (Lee  2009 ). Even though all the 
mainstream media now run parallel digital editions on top of their respective print/
broadcast media, only 11.3 % read these versions compared to 68.4 % who read the 
hard-copy newspaper, according to Nielsen’s Media Index Report 2012 (Heng  2012 ). 

 What this means for organizations is that the mainstream media remains an 
important source of disseminating news. It is no wonder that  The Straits Times , 
Singapore’s newspaper of record, recently saw its circulation hit an all-time high of 
410,000, including digital subscriptions (Sim  2014 ). Thus, cultivating effective 
media relations with mainstream media remains a paramount task. Bland et al’s 
( 2005 ) words ring true: “Used correctly, media is an invaluable tool for public rela-
tions practitioners” (p. 139). 

 Indeed, media relations in Singapore have remained a staple and critical public 
relations function among practitioners (Low and Kwa  2005 ; Tan  2001 ; Wee et al. 
 1996 ; Yeap  1995 ; Yeo and Sriramesh  2009 ). Consistently, it is a top source of rev-
enue for most public relations agencies (Chay-Nemeth  2009 ; Tan  2001 ). Top man-
agement often used successful and positive media coverage as a key indicator to 
assess effectiveness (Pang and Yeo  2009 ). Pang et al. ( 2014b ) argued that the chal-
lenge for practitioners in the immediate future is to enhance their media relations 
efforts with mainstream media while monitoring the gradual shift in news consump-
tion patterns among audiences in an evolving media landscape. 

 For this study, to understand the state of CSR communication in Singapore, news 
articles were analyzed to examine practitioners’ and journalists’ views and how 
CSR is portrayed in the media. Three questions were asked:

    RQ1 : How did practitioners and journalists converge and differ on their understand-
ing of CSR through the news coverage?  

   RQ2 : Based on the agenda-building model, how do CSR stories get covered in the 
media?  

   RQ3 : What other ways can practitioners get coverage for CSR stories?      

7.3     Method of Analysis: Qualitative Content Analysis 

 Media coverage of CSR engagement in Singapore was analyzed using qualitative 
content analysis – “a research method for the subjective interpretation of the content 
of text data through the systematic classifi cation process of coding and identifying 

A. Pang et al.



135

themes or patterns” (Hsieh and Shannon  2005 , p. 1278). The inductive nature of the 
qualitative content method allows researchers to infer themes that refl ect the phe-
nomenon from the data without hypotheses from existing theories or previous 
empirical research. 

7.3.1     Sample and Data Collection Procedure 

 Texts were obtained from  The Straits Times  ( ST ),  The Business Times  ( BT ), and  The 
New Paper  ( TNP ). The media outlets were chosen since  ST  is the highest circulating 
English newspaper in Singapore, recently hitting all-time high of 410,000, includ-
ing digital subscriptions (Sim  2014 ).  BT  is an infl uential source of business infor-
mation in Singapore (Singapore Press Holdings  2009 ), and  TNP  is a tabloid known 
for the distinct angles its articles take. 

 The constructed week method was used by randomly picking two constructed 
weeks (14 days) from the period June 1, 2009, to May 31, 2010. The constructed 
week method is more effi cient than random sampling as it avoids oversampling on 
particular days. Sampling two constructed weeks was found to be a reliable estimate 
of 1 year’s worth of newspaper issues (Riffe et al.  1993 ). 

 To ensure an unbiased and systematic selection of CSR articles, 2 days’ worth of 
the three papers was read by two observers who individually identifi ed what they 
thought were CSR articles. Subsequently, the observers discussed why they did or 
did not identify the various stories as CSR stories to be included in this study. It was 
concluded that (1) editorials and review sections, including articles contributed by 
foreign journalists or taken from foreign papers, would also be analyzed as its inclu-
sion in the local paper probably means the local newsmakers consider the points 
valid; (2) the forum section, while useful in learning about the public’s view of 
CSR, is beyond the scope of this study; and (3) government decisions about CSR- 
related items such as labor issues are not treated as CSR articles unless it is men-
tioned in the article how the decision affects organizations. Based on the conclusions, 
the remaining editions of the papers were read by one observer. 

 A total of 201 newspaper articles were reviewed, with 98 from the  ST , 80 from 
 BT , and 23 from  TNP . While both  ST  and  BT  have CSR-related news every day, an 
average of 7 and 5.7 articles, respectively,  TNP  has the least CSR-related news at an 
average of 1.6 articles, usually found in the “News Watch” column, a small column 
which summarizes some news stories of the day.  

7.3.2     Data Analysis 

 The study followed the approach developed by Moran-Ellis et al. ( 2004 ) called “fol-
lowing a thread” where key themes and analytic questions were fi rst identifi ed 
within the data set. First, the data collected was read to get a holistic view and in the 
process noted for recurring elements. This process started after half the data was 
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collected and was carried out concurrently with the collection of new data so that by 
the end of data collection, the data had been read through several times. 

 Second, categories and codes were created. Categorization classifi es elements in 
the data according to similar properties. In this study, some of the categories were 
adapted from Qiu and Cameron’s ( 2008 ) framework in examining communication 
of healthcare disparities as a reference. As the topic of communicating CSR encom-
passes several differences from communication of health disparities, new categories 
were added to take into account the deviation from Qiu and Cameron’s study. Codes 
were then subsumed in a category to give greater meaning to the elements. In the 
analysis process, data was fi rst coded according to the subject matter, such as “expe-
rience” and “newsroom functions,” before being added to the category – “factors 
affecting CSR coverage.” Data within the categories were further analyzed and links 
between the entire data set were inferred to gain a holistic picture of the range of 
viewpoints refl ected in the selected news articles.   

7.4     Findings 

 Research question 1 examined how practitioners and journalists converged and dif-
fered on their understandings of CSR through the news coverage. The low usage of 
the term coupled with the arbitrariness did little to create awareness of CSR among 
Singaporeans and might in some instances such as the two below give the wrong 
impression that CSR was mainly about the organization’s external contribution to 
society. Among the 203 articles analyzed, the term “corporate social responsibility” 
was mentioned only four times and even then, it was not clearly or accurately 
explained. 

7.4.1     Typifying CSR as Philanthropy 

 The fi rst mention of CSR was in an article about Singapore Press Holdings’ contri-
butions to various charity organizations (Zhang  2009 ). In this mention, CSR was 
directly alluded to as corporate giving to the community, “Besides giving to charity, 
SPH’s corporate social responsibility program also involves supporting the arts, 
education, wildlife conservation and sports among other causes” (p. 4). 

 The second mention of CSR and perhaps the most defi nitive way the media typi-
fi ed CSR as philanthropy was when labeling it as such. In a series sponsored by 
CapitaLand, titled “Business Times Special Focus: Corporate Social Responsibility,” 
half the article featured World Vision, a Christian relief agency. The other half 
focuses on the various donors to World Vision, with special emphasis given to 
CapitaLand Hope Foundation (CHF) (CapitaLand  2009 ). 

 It is thus not hard to imagine that readers will be misled by the use of the term 
CSR and assume it refers to philanthropy.  
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7.4.2     Coverage Does Little to Increase Understanding 
and Awareness of CSR 

 The third mention of CSR was in an article on the readiness of fi rms to respond to 
an older workforce (Chuang  2010 ). In this article, the term CSR was used as a func-
tion: “The report – launched yesterday by Community Business, a leading NPO 
specializing in corporate social responsibility – say most companies continue to 
show bias against older workers and prefer to hire young ones” (Chuang  2010 , 
p. 12). The article further summarized key points from the report such as ways to 
make workplaces more inclusive but does not elaborate on the concept of CSR. 

 As a consequence, if journalists did not understand the concept, they were less 
likely to pay attention to it even if the concept was relevant to the news they were 
reporting. The following comparison of three articles on the same news shed light. 
This related to the fourth and fi nal mention of CSR in the articles sampled. In  BT , 
the term was quoted from a speaker at a conference on women being an untapped 
resource and the consequences for the economy in general (Teh  2009 ). The quote, 
“In the long term, more needs to be done to improve access of girls and women to 
education and training, and increased Corporate Social Responsibility to protect 
pay equity,” is the fi rst and only time organizations’ role in protecting women’s 
interest and empowering women is mentioned in the article (Teh  2009 , p. 9). The 
remainder of the article discussed the plight of women in Asia in general, and the 
sudden inclusion of the term “corporate social responsibility” may confuse readers 
who were unclear of the meaning. 

  What We Learned     The analysis above shows the stark difference between practi-
tioners’ and most journalists’ view of CSR. While practitioners have a holistic 
understanding of the concept and recognize it to be integral to their business, jour-
nalists mostly see CSR as extraneous to core business functions and comprising 
mainly of charity and environmental activities. The convergence in understanding 
occurs only among three journalists who have been designated the role of  CSR jour-
nalists  in their newsrooms. This has led to coverage in the news that perpetuates the 
lack of understanding. After all, if the writer does not understand the concept, it is 
unlikely their article will allow readers to understand either. The next part of this 
chapter shows how this lack of understanding interplays with other individual and 
organizational factors in the agenda-building process.  

 The second research examined how CSR received coverage in the media based 
on the agenda-building model.  

7.4.3     At the Journalist’s Level 

 As “gatekeepers” (Shoemaker  1991 ), CSR stories were written according to the 
characteristics of the news organization and journalists’ experience and working 
style. An important point to note is that most journalists assigned to write CSR 
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articles had been in the profession less than 3 years. Considered junior journalists, 
their stories were often assigned by their editors. Hence, editors make for an impor-
tant gatekeeper in deciding which CSR stories to publish, proposing new angles, 
giving advice in the writing process, and asking journalists to probe further. 

 The analysis of news data showed that the more experienced writers and the edi-
tors were the ones who feature CSR-related news in a detailed way, including help-
ful analysis, which allowed readers to gain a clearer picture of the importance of the 
issue. An article written by two journalists who had less than 3 years’ experience 
was clearly an example of objective third-party reporting. The article, on a brand of 
nail polish being taken off the shelves due to the use of banned ingredients (Soh and 
Tan  2009 , p. B12), offered two contrasting views from the health authorities and a 
professor on the safety level of the nail polish but did not attempt to reconcile or 
explain the differences, thus providing no help to the reader:

  The HSA said the traces of benzene found were ‘low’ and were not expected to pose ‘sig-
nifi cant risks’, especially when used over a short period of time…However, Professor Ong 
Choon Nam, a toxicologist from the National University of Singapore, said the amounts 
were high and could pose health risks (Soh and Tan  2009 , p. B12) 

   Another article featuring the country’s fi rst green temple briefl y talked about the 
solar panel technology it utilized, as well as the upgrading costs (Yen  2009 ). While 
the article mentioned the energy savings accrued to the temple, the larger signifi -
cance of this story was lost with no effort made to go beyond this singular case study. 

 In contrast, in an article by a senior writer on the importance of MNCs being 
socially responsible, she gave good background information on industry trends such 
as Wal-Mart’s effort to work with suppliers to reduce packaging (Chua  2009 , p. 
A36). Subsequently, she discussed the trend of using the term CSR in Singapore “as 
a short hand for energy-effi cient production and reducing waste” (p. A36) when in 
fact, it is much more. The examples in the story convey that supply chain, employee 
relations, and the use of resources are an integral part of CSR. She also talked about 
upcoming trends such as the implementation of ISO 26000 which further added to 
the importance of being socially responsible “before the tipping point is reached 
and going green becomes a mass movement and you are left behind in the race to 
meet new global standards on social responsibility” (p. A36). 

 This study also found that the experienced journalists also valued objectivity but 
tended to practice it in ways that did not affect the audience’s understanding of the 
issue. One way was through the choice of sources. It was obvious that journalists 
from  ST  and  BT  had a preference for certain types of CSR stories. 

 Content analysis showed that most CSR articles came in the form of reports on 
studies and surveys that had been conducted. These articles were usually rich in 
statistics and offered a bird’s-eye view of the society or industry without featuring 
any organization in particular. An example was a report on Aviva’s survey on global 
consumer attitudes toward savings and investments (“S’poreans show”  2009 , p. 8). 
The report cited major fi ndings of the survey such as the percentage of people who 
had decreased trust in fi nancial institutions, and the percentage of people who fi nd 
life more risky than before. The article also gave a one-paragraph summary of the 
global fi nancial crisis which was used to explain the loss of trust, “In the past year, 
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some structured products have collapsed amid allegations of mis-selling by  fi nancial 
institutions, causing investors to lose most and in some cases, all of their savings” 
(p. 8). Besides, the article focuses on the survey fi ndings and does not link to the 
bigger picture of how a lack of corporate governance has led to these issues. 

 Second, government initiatives and policies were given coverage due to the usu-
ally immense impact it would have on society. Corporate governance was featured 
most extensively in  ST  and  BT . The bulk of the stories in both papers came from the 
government regarding new policies and regulations. The strong government infl u-
ence in the Singapore society together with the strict enforcement of laws affected 
business operations directly and indirectly through various channels such as union 
bodies and business chambers. It was therefore not surprising that government 
announcements which had a huge impact on businesses were given much attention 
in the major daily newspapers. However, the term CSR or related terms like sustain-
ability were never used in tandem with corporate governance. 

 An example of government initiative was a government scheme to improve ser-
vice standards (Wong  2009 ). The article in  ST  quoted a minister who said that train-
ing was the way to help job seekers. He urged employers to take full advantage of 
government incentives such as the Jobs Credit scheme and the Spur training pro-
grams (Wong  2009 ). 

 For journalists from  ST , the third type of preferred CSR story was those from 
NPOs due to the “feel-good” factor as journalists feel they are doing good by help-
ing to publicize something with no commercial motive. In an article where several 
business organizations partnered with an NPO to organize a campaign to foster 
closer bonds between fathers and their children, the participating business organiza-
tions were mentioned only once. The remainder of the article focused on two fathers 
and how they spent time with their children, prizes for winners of this campaign, 
and what the Health Promotion Board is doing in conjunction with this campaign.  

7.4.4     At the Editors’ Level 

 Despite the increasing CSR awareness among newspaper editors, it had not led to 
more coverage of CSR news but came in the form of more articles in the reviews or 
editorials. The review section often contained editorials contributed by both local 
and overseas journalists as well as views from experts on CSR-related issues. These 
editorials either refl ected the state of CSR, its importance, or, sometimes, criticized 
the status quo. The latter was most often found in  BT . For example, in response to 
new SGX rules to do with corporate governance, the editor elaborated on some of 
the loopholes still present in the new system and opined that stricter SGX regula-
tions are needed (Tay  2009 ). 

 Besides editorials,  ST  and  BT  seemed to be taking another approach in bringing 
about CSR consciousness. There were several weekly series where outstanding indi-
viduals, usually leaders of successful companies, were interviewed and shared the 
story behind their success. In these interviews, the interviewees often brought up 
CSR-related initiatives found in the European Commission CSR chart. Such series 
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were sometimes sponsored by companies or government-linked organizations, e.g., 
Spring Singapore, or big companies like OCBC (one of Asia’s biggest banks). Another 
example of  BT ’s initiative to cover CSR could be seen in its weekly column “View 
from the top” which invited companies to respond to weekly themes. These themes 
were sometimes related to CSR. For example, one of the topics was whether compa-
nies were ready to reverse wage cuts previously put in place to cope with the recession 
(“View from the top”  2009 ). Each week’s discussion featured 15–20 companies. 

  BT  also partnered with other NPOs or businesses for weekly series. One example 
was Enterprise 50 which was a collaboration between a local business school and 
Enterprise 50, an NPO. Enterprise 50 had biweekly features of a local enterprise 
made good. In these features, the entrepreneurs shared their success stories and 
CSR inadvertently came into the picture. In the feature on Supersteel, the founder 
shared several organization values and policies which tied in strongly with the 
employee relations aspect of CSR (Soh 2009). 

 Commentaries were also a good avenue of CSI stories for these two papers. 
However, even commentaries on CSI were written with caution and only when there 
was a consensus that the situation was out of control. An example was Shell’s petrol 
promotion which caused huge traffi c jams, published in  BT  (Ee  2009 ):

  What is interesting is that this is not the fi rst time a Shell discount has caused traffi c jams. 
On National Day, a smaller, 44-cent per litre pump discount for one hour had the same effect. 
However, waiting in a queue of at least 30 cars with the engine and aircon running is by no 
means being fuel effi cient. Do we have to burn more fossil fuels just to experience better fuel 
economy? Then, there are the other cars and buses that have to expend more time and energy 
due to the snafu when they could have otherwise cruise smoothly by… But it could have 
been cleverer if Shell had done it with more effi ciency and less wastage. (Ee  2009 , p. 11) 

   While  TNP  regularly featured human interest stories, none of the articles sampled 
mentioned CSR or related terms. It was probably due to  TNP ’s focus on drama and 
confl ict and their readership demographics that CSR became extraneous. In  TNP , 
investigative reporting was more common. These stories may have spun out of a 
police case but the story encompassed fi ndings that were not from the case and usu-
ally took the human interest and confl ict angle. For example, after a woman’s credit 
card was stolen and S$17,000 was misused, a  TNP  journalist conducted an experi-
ment where two Chinese women shopped at a store using an Indian man’s credit 
card and the purchase was approved (Sim  2009 ). The journalist then conducted a 
survey among retailers, shoppers, and banks to fi nd out what they thought should be 
done and found that retailers were not willing to take responsibility by making their 
employees check shoppers’ identity when making credit card purchases. While this 
refl ected retailers’ lack of CSR, the article did not make that conclusion.  

7.4.5     Focus on Benefi ciaries 

  ST  had the most stories related to giving back to the community, since it is the 
national broadsheet and had the most number of pages, which gave it space to cover 
soft news. Within these sponsorship stories, the focus was usually the recipient or 
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the sponsored event. The sponsor was usually mentioned in one to three sentences 
and not quoted unless it was a long-term commitment or a large-scale contribution 
to society. One of the most signifi cant contributions featured in the sampled articles 
was Hewlett Packard’s (HP) education grant initiative which invested about US$17 
million in 2009 to educational institutions worldwide. In the  ST  article, details of the 
scheme were given and the benefi ciaries were interviewed, whereas HP was not 
quoted. 

  ST  also had a section titled “Deeds list,” where less than a quarter of the page was 
dedicated to featuring the various companies that had done something for a cause 
(Deeds list  2010 ). Organizations or individuals were invited to email  ST  with their 
projects or photos so as to be featured, and a two- to four-paragraph summary of 
each organization’s contribution was written. In this particular edition, Standard 
Chartered was featured for raising US$400,000 for the blind with more than 100 
brokers worldwide donating a day’s commission and the bank matching the dona-
tion dollar for dollar. OCBC was also featured when 20 staff painted a home for 
children and raised over $87,000 for the home. 

  What We Learned     CSR stories were usually not immediate and often considered 
soft news. Another exception was articles on listed companies’ CSR initiatives.  BT  
sometimes featured the innovations of listed companies. For example, in an article 
on Panasonic’s new product (Bloomberg  2009 ), the focus was clearly the fi nancial 
aspect for investors. The article talked about the amount Panasonic had spent on 
developing these products and its ongoing investment to produce batteries for car.  

 Thus, to answer RQ 2, an interplay of individual, organizational factors, and the 
nature of the subject matter affected how CSR stories were ultimately covered in the 
media. CSR, a topic that intrinsically had positive connotations for a company, 
worked to its own disadvantage when it came to communication by journalists as 
the latter had to battle their journalistic conviction of objectivity. The organizational 
factors made it more diffi cult for journalists to cover CSR news. 

 Research question 3 examined what other ways could practitioners get CSR cov-
erage for their organizations.  

7.4.6     Be the Leader in the Field 

 Content analysis of newspaper articles showed that awards did not necessarily guar-
antee organizations’ news coverage. While CSR-related award stories were some-
times featured, usually on slow news days, it did not seem to be a priority. Moreover, 
in these articles, the focus tended to focus on human interest angle if there was one. 
In the case where the recipient was a business, coverage on the winner was usually 
scant. 

 An example is  TNP ’s coverage of the Chevron Case Challenge, organized by 
Energy Carta, an NPO, where teams competed to develop the best energy plan for a 
small city. The article focused on the winners and their group dynamics, the com-
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petitiveness of the entries, and what the winning group intended to do with their 
winnings (“Powering a”  2009 ). The plan itself was given a one-paragraph summary, 
“They (won) by identifying environmentally friendly ways of generating power, 
such as using solar energy, and then came up with a mathematical model on how to 
progressively increase their usage over the years” (“Powering a,” 2009, p. 10). In 
addition, there was a photo caption of the winners together with a Chevron manager. 
The story was neither featured in  ST  nor  BT . 

 When organizations won an award, the organization was not the focus of the article 
either. In a study of investor relations practices in Singapore and the top performing 
companies (Wilmot  2009 ), the article focused on the statistics of investor sentiments 
as well as the most important qualities of organizations’ investor relations practices. 
The winners were usually featured in one to two paragraphs as shown below:

  According to the study, the winners – SingTel and Olam – share a number of best IR prac-
tices. SingTel, for instance, organizes annual board lunch meetings with institutional inves-
tors, while Olam encourages investors to visit its operations outside Singapore to boost 
confi dence in the management team. 

 Mr Chia added: The No. 1 quality that fund managers appreciate is credibility of senior 
management. It’s about communicating good and bad news over a long time to build cred-
ibility and relationships with the fund manager. (Wilmot  2009 , p. B16) 

    What We Learned     Practitioners could understand what makes news and what 
journalists look out for in stories so that they can tailor the angles accordingly. From 
these examples, it shows that awards lead to potential news stories but organization 
names are usually not the center of the focus as a result of their CSR practices. CSR 
practitioners will also need to convince their senior management that they should 
not expect a full-page story for any success of their CSR journeys.    

7.5     Toward Effective Media Relations 

7.5.1     From Agenda Building to Relating to the Media 

 Scholars who studied the infl uencers of news content have realized the importance 
of communication practitioners (Curtin  1999 ; Zoch and Molleda  2006 ) in being 
proactive in setting organizational agenda in the media. Through their information- 
subsidy functions to the media, they shape public opinion (Turk  1985 ). Qiu and 
Cameron’s ( 2008 ) framework has identifi ed how practitioners can set the agenda for 
the media by sharing similar news values with journalists. Kiousis ( 2005 ) postu-
lated that similar to the two levels of agenda setting, practitioners build the agenda 
on two levels: at the fi rst level, they provide information subsidies to the media and 
in doing so have a say in determining the issues covered by the media; at the second 
level, practitioners infl uence the tone of the issue coverage. 

 Pang ( 2010 ) argued that practitioners can do that by understanding the journalist 
mind-set, for instance, their background and individual characteristics like the jour-
nalist’s gender, ethnicity, education, experience, and political affi liation can help 

A. Pang et al.



143

practitioners enhance their information-subsidy function by knowing how  journalists 
write and what interest them. This will in turn help them frame information suitable 
for journalists’ use. 

 More critically, differences in perceptions on what constitutes news aside, 
another long-standing criticism journalists have of practitioners is that practitioners 
do not understand media relations: While there are practitioners who appreciate the 
importance of developing relationships with journalists, journalists felt that there 
are some who do continue to reinforce the climate of distrust. 

 Inspired by and adapted from Shoemaker and Reese’s ( 1996 ) theory of infl uence, 
Pang ( 2010 ) developed the Mediating the Media model to provide a holistic view of 
how media relations can be conducted by organizational leaders with the primary 
objective of winning the journalists over by the knowledge of their work and their 
profession. The model posits both internal and external infl uences on media rela-
tions (see Fig.  7.2 ).  

 Besides the journalist mind-set, practitioners need to understand the infl uences 
of four other factors. 

  Journalist Routines     Understanding the journalists’ routines, such as deadline 
pressures, would help practitioners disseminate information at times where the 
organization can get maximum coverage. This is useful especially when the organi-
zation needs to tell its story and not let it be crowded out by other news.  

  Newsroom or Organizational Routines     Understanding organizational routines 
would enable practitioners to understand who holds manifest power in deciding 
news. Reporters, editors, and owners should arguably be the foci of practitioners’ 
attention and relations because they hold manifest power. Even though copy editors 
and subeditors do not have direct infl uence on media relations, they can play instru-
mental or latent roles in infl uencing those who hold manifest power.  

  Extra-Media Forces     Understanding organization-press relations would help practi-
tioners appreciate the nature of media practices in the context they operate in and the 
legal parameters so that they can position the organization in the media appropriately.  

  Media Ideology     Understanding ideological forces would help organizational lead-
ers appreciate the role the media plays in the contexts they operate in. Knowing how 
each media fi ts into the societal puzzle would inform practitioners on where and 
how they can put out messages that target their specifi c audiences. Messages can be 
custom-tailored to suit each media.  

 Like Shoemaker and Reese’s ( 1996 ) model, this model similarly consists fi ve 
layers of concentric circles, described as a “hierarchy of infl uence,” each growing in 
importance and pervasiveness as it expands. At the heart or the bulls’ eye of the 
concentric circle is journalist mind-set, followed by journalist routines, and then 
newsroom or organizational routines. These are the internal infl uences on media 
relations. Extra-media infl uences form the next circle, and followed by media 
 ideology. At the outermost circle, ideology is argued to have the most pervading 
infl uence on media relations (see Fig.  7.2 ). 
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 If external forces appear to exert indirect infl uence on media relations, then 
 internal forces exert more direct infl uences on media relations. Internal infl uences 
localize media relations to the individual organization and the journalist working for 
that organization. External infl uences are extensions of the localized relations, or 
what Cameron, Sallot and Curtin ( 1997 ) called societal impacts. 

 While it is argued that there is a linear fl ow of infl uences, in that media ideology 
infl uences fi lter down to extra-media infl uences, to organizational, to routines, and 
then to the journalist, the model also accords dynamic interactions among the infl u-
ences. It is thus conceivable that though ideology dictates media system, the indi-
vidual ideology of the journalist can ultimately decide the kinds of relations he 
desires with practitioners. 

 An initial test of the model in Singapore has found it rigorous (Pang et al.  2014b ). 
Findings, however, showed that internal infl uences played a more dominant role 
than external infl uences. Among the infl uences, journalist mind-set ranked ahead of 
newsroom routines and journalist routines, followed by the two external infl uences, 
extra-media forces and media ideology.   

Media
Ideology

Extra-media
Forces

Newsroom
Routines

Journalist
Routines

Journalist
Mindset

  Fig. 7.2    Hierarchy of infl uence of media relations in mediating the media model       
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7.6     Conclusion 

 This chapter has examined media coverage through the lens of corporate social 
responsibility, how an altruistic topic such as CSR can be construed differently by 
practitioners and journalists. It boils down to media relations, and how those rela-
tions and understanding between practitioners and journalists can be improved. 
Pang’s ( 2010 ) Mediating the Media model is posited as one model where practitio-
ners can use to win over journalists by understanding how they work. This model is 
instructive for new practitioners to view media relations as a holistic process involv-
ing a set of interacting infl uences rather than merely an information-subsidy func-
tion. For seasoned practitioners, the model serves to encourage them to reevaluate 
their current strategies and to engage in strategic thinking on how to transform their 
current practices. Practitioners have found this model relevant as it offered a sys-
temic framework to approach media relations effectively (Pang et al.  2014b ). It has 
also been applied to build relations with social media infl uencers (Pang et al.  2014a ) 
whom Freberg et al. ( 2011 ) defi ned as “a new type of independent third party 
endorser who shape audience attitudes through blogs, tweets, and the use of other 
social media” (p. 90). 

 At the heart of media relations is establishing relationships (Howard  2004 ). The 
longer journalists know the practitioners, the more they “feel more kindly” (Len- 
Rios et al.  2009 , p. 57) toward them and the “more favorably they view the progres-
sion of their relationships” (Sallot and Johnson  2006 , p. 157). For instance, one 
reason why practitioners and journalists in South Korea enjoy strong relationships 
is due to  cheong . Berkowitz and Lee ( 2004 ) defi ned  cheong  as a “kind of spiritual 
tie that is unconsciously established through direct or indirect contact and common 
experience” (p. 431). Though it arises from a historical context, this is reinforced by 
“continuous contact and common experience” (p. 433). 

 Some things in life take time to cultivate. Media relations is one. Even with the 
prevalence of social media, the mainstream media, in their traditional or digital 
forms, will not go away any time soon. When media relations across all media plat-
forms are suffi ciently nurtured, it will last the organization a lifetime.     
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    Chapter 8   
 The High-Hanging Fruit: CSR in the Context 
of the Chinese Food and Beverage Industry 

             Valentina     Yee     Kwan     Cotton-Chan    

    Abstract     Corporate social responsibility (CSR) is one of the key trends in both the 
arenas of business practice and academic research. With the aim of exploring the 
development of CSR in China during the last decade and shedding light on the cur-
rent challenges and future opportunities, the food and beverage industry is chosen 
as context for this study due to its signifi cant impact and potential growth economi-
cally and socially in China. In order to obtain a holistic view of the issue, triangula-
tion of semi-structured, in-depth interviews with ten experienced practitioners using 
quota sampling approach covering a variety of the value chain members, covert 
observational technique and case study methodology was adopted for primary data 
collection methods, coupled with secondary data sources including companies and 
industry internal documents, industry databases and government and published sta-
tistics where available and deemed to be reliable. Applying the CSR life-cycle 
model by Guzman and Becker-Olsen (Strategic corporate social responsibility: a 
brand-building tool. In: Louche C, Idowu SO, Filho WL (eds) Innovative CSR: from 
risk management to value creation. Greenleaf Publishing, Sheffi eld, pp 196–219, 
2010) based on stakeholder awareness and expectations, fi ndings of this study con-
fi rm the hypothesis that China is currently in the early market expansion and growth 
phase which is characterised by the increase in companies engaging in CSR and in 
consumer awareness, with good examples of diversifi ed CSR programmes and 
potential employee recruitment and retention rewards. Despite the relatively slower 
pace of development than that of the economic progress, the outlook for the evolu-
tion of CSR is positive in China, and the implications for different approaches to 
resource allocation and needs for adaptation unique to the territory have been 
discussed.      
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8.1      Introduction 

 Corporate social responsibility (CSR) and sustainability have gained increased 
attention both from the practitioners and academic perspectives in recent decades, 
e.g. Harwood ( 2011 ). In the twenty-fi rst century, CSR initiatives have been increas-
ingly regarded as a common aspect of business strategy for corporations regardless 
of industry sectors. A growing number of corporations, both profi t and non-profi t, 
are incorporating the three Ps, i.e. planet, people and profi t, into their business strat-
egy or adopting the triple bottom line (TBL) accounting framework to measure 
social, environmental and fi nancial results, e.g. Idowu et al. ( 2010 ). More than mere 
improvement of overall quality of life, corporations also see CSR programmes as a 
form of competitive advantage by attracting and retaining customers, employees 
and investors, with the potential to enhance company performance and build more 
vibrant communities (Lichtenstein et al.  2004 ; Lafferty and Goldsmith  2005 ; Luo 
and Bhattacharya  2006 ; Porter and Kramer  2006 ; Pirsch et al.  2007 ). 

 To discuss this issue, the fi rst question we need to address is the defi nition and 
scope, since CSR and sustainability cover a wide array of aspects that often inter-
connect with other disciplines. In the academic arena, regarded as one of the earliest 
and most cited perspectives on CSR, Friedman ( 1970 ) proposed that a corporation 
has its legal and moral responsibilities in furthering some social good, beyond the 
interest of the shareholders. In the millennium, McWilliams and Siegel ( 2000 , 
 2001 ) described CSR as “actions that appear to further some social good, beyond 
the interest of the fi rm and that which is required by law” (as cited in Kong  2012 , 
pp. 323). Although the concept of CSR has been used for decades, defi ning CSR is 
not an easy task (Matten and Moon  2008 ). The reason is partly that CSR is an over-
arching concept that overlaps with other theories, for example, business-society 
relations (Matten and Crane  2005 ), and it is a dynamic phenomenon (Carroll  1999 ). 
As an attempt to provide clarity on the subject, the International Organisation for 
Standardisation (ISO) has promulgated the ISO 26000 (ISO 26000:  2010 , Guidance 
on social responsibility) from the practitioners’ perspective. Unlike other ISO stan-
dards, ISO 26000 is considered as a guidance instead of a certifi ed regulation, aim-
ing to provide a recognised clarifi cation of CSR for organisations around the globe. 
It is suggested that users of ISO 26000 should consider seven core subjects, namely, 
organisational governance, human rights, labour practices, environment, fair operat-
ing practices, consumer issues and community involvement and development, in 
their operations. 

 Although the concept of CSR is widely recognised, the approaches and under-
standings of CSR in different continents vary in many ways owing to the different 
economic, social, political, geographical and cultural situations in the respective 
countries. As Knox ( 2007 ) illustrated, when asking for the expectations of CSR 
development, Germans would pay attention to employment, South Africans would 
look for contributions to social needs, while the Chinese want to ensure that the 
products they consume are safe and of good quality. 

 Despite the Western origin of the concept, CSR is considered deep-rooted in the 
Chinese history and has been increasingly adopted by both corporations and Chinese 
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policy-makers (Zhang  2012 ). It is a general belief that the ideas of CSR were 
 introduced to the People’s Republic of China (China) in 1990s, e.g. Grayson ( 2013 ), 
when foreign multinational companies established themselves in the country. Since 
then it has undergone rapid changes. According to an annual survey conducted by 
the International Research Center for Social Responsibility and Sustainable 
Development of Peking University and the GoldenBee (Beijing) Management 
Consulting Co., Ltd., in  2012 , there were only two companies that released their 
CSR reports initially, but the number has skyrocketed to 1,337 in 2012 just a decade 
later. Compared with Western standards, however, the development of CSR in China 
is still in early stages due to its later start. Gao ( 2009 ) provided a seminal analysis 
of the CSR characteristics in China in which CSR strategies from the top 100 
Chinese fi rms were examined. According to the research fi ndings, Chinese corpora-
tions tend to stress certain contributions in relative categories. For instance, ‘turn-
over or profi t’ and ‘profi t and tax submitted to government’ are emphasised in the 
economic issues, ‘safety of products or services’ is considered as a legal issue, 
‘energy saving’ is weighed more importantly in ethical issues, and the attention of 
‘donation to disaster victims’ is placed under philanthropic issues. 

 During the period of development, some scholars, for example, Henderson 
( 2001 ), have questioned the effectiveness of CSR in terms of its hypocrisy, fi nancial 
burden and actual contribution in real terms. Henderson ( 2001 ) claimed that CSR is 
not as benefi cial as it aims and even that in some circumstances worse consequences 
could happen instead. He gave an example that if a corporation is coerced to raise 
labour standards in developing countries, such as improving working environment 
or paying higher wages, it might have to reduce its resources in other aspects in 
order to balance the cost, for example, hiring fewer people or reducing welfare. 
Eventually fewer people benefi t from welfare and economic development would as 
a result be hampered. Shamir ( 2011 ) criticised that CSR is merely a tool to give a 
fake but favourable impression and precede the role of governments to supervise 
infl uential and powerful organisations. In practice, the term “greenwashing” has 
emerged to criticise corporations who spend more resources on promoting that their 
corporation or products are environmentally friendly than they spend on contribut-
ing to the cause. 

 Regardless of the debates, the concept of CSR has largely been globally prac-
tised today. Customers are now paying more attention to the efforts that corpora-
tions make to improve the quality of life of various stakeholders and to pre-empt 
social and environmental issues. 

8.1.1     CSR Development Phases 

 Tracing the academic development of CSR, De Bakker et al. ( 2005 ) conducted a 
bibliometric analysis of 30 years of theory and research on this topic and suggested 
that the notion was discussed as early as the 1950s in the United States (USA). 
Regarding the purpose of research on CSR, Gerde and Wokutch ( 1998 ) pointed out 
four CSR-related phases in their analysis published on social issues in management 
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over 25 years: ‘gestation and innovation’ in the 1960s, ‘development and expansion’ 
in 1972 to 1979, ‘institutionalisation’ in 1980 to 1987 and ‘maturity’ in 1988 to 
1996. 

 With reference to the widely used life-cycle models in business and management 
studies, for instance, in product management, project management, economic devel-
opment and industry and market analysis, Guzman and Becker-Olsen ( 2010 ) devel-
oped a CSR life-cycle model based on stakeholder awareness and expectations with 
the underlying assumption that these key variables change as the unit of study, like 
the commonly known product life-cycle model (PLC). PLC is generally referred to 
as the cycle through which products go from introduction to withdrawal or eventual 
demise. The key stages pertain introduction, growth, maturity and decline. One of 
the purposes for Guzman and Becker-Olsen ( 2010 ) to develop the CSR life-cycle 
model is to help corporations to understand the strategic decisions that need to be 
made at different stages in order to sustain a coherent CSR strategy while fulfi lling 
the needs of various stakeholder groups in individual markets. For example, compa-
nies operating on a global scale may need to adjust CSR activities between the 
USA, which is a more developed market, and China, which is in relatively early 
stage of development. The proposed CSR model follows the traditional PLC and 
market evolution theories and predicts four phases as illustrated in Fig.  8.1 : First is 
the ‘market crystallisation’ phase in which CSR is being introduced to the market 
with a few companies trying to inspire interest and develop the market, e.g. Africa; 
second is the ‘market expansion’ phase in which a pattern of exponential diffusion 
appears with a higher number of companies participating in CSR riding on the 
increase in consumer awareness, e.g. China and India; third is the ‘competitive 
 turbulence and fragmentation’ phase where CSR is considered more attractive to 
more companies given the increase in effi cacy of CSR and company profi tability, 
e.g. the USA and many parts of Europe; and fourth is the ‘absorption’ phase. 

  Fig. 8.1    CSR life-cycle model (Guzman and Becker-Olsen  2010 )       
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Contrary to most life-cycle models, Guzman and Beck-Olsen did not suggest a 
 terminal stage but an absorption phase ‘in which CSR is absorbed into the strategic 
planning and fabric of companies and brands, not acting as an add-on activity with 
a life of its own’ (Guzman and Becker-Olsen  2010 , pp. 210).  

 According to Guzman and Becker-Olsen ( 2010 ), China was described as an 
example of the early second phase of market expansion and growth, where we see 
more companies engaging in CSR and there is a rapid growth of consumer and 
investor awareness. Guzman and Becker-Olsen further explained that during this 
phase, companies have developed a basic foundation of consumer and investor pref-
erences, and CSR communications and programmes are more specifi c and start to 
match those expectations. This CSR life-cycle theoretical framework is adopted as 
the underlying principle for this study.  

8.1.2     Food and Beverage Market in People’s 
Republic of China (China) 

 China is today the world’s most populous country, with an estimated 1.3 billion 
inhabitants in 2013, accounting for almost 20 % of the world’s population (World 
Population Review  2013 ). Along with the growth in the world’s population, the 
steady supply of food meeting safety standards at a stable price has been high on the 
agenda of global challenges. According to the Country Market Insight report by 
Euromonitor International, the fresh food segment 1  in China enjoyed a substantial 
market size of 678,610 thousand tonnes in volume in 2013, with a compound annual 
growth rate (CAGR) of 2 %, and accounts for almost 35 % of the world’s total vol-
ume of 1,950,314 thousand tonnes. There is signifi cant importance for the food and 
beverage industry in China to keep up with international safety standards and code 
of practice. Apart from the direct output of the industry, the food and beverage sec-
tor also employs a vast amount of labour with production processes that have a 
substantial impact on the environment.  

8.1.3     CSR and Food and Beverage (F&B) Industry 

 Food supply is a necessity to human civilisation. From source to customer, food 
supply chains can involve multiple companies in the production, service and distri-
bution processes across different parts of the world. This characteristic has added 
complexity to CSR planning and implementation. Maloni and Brown ( 2006 ) sug-
gested a framework of CSR in the food supply chain that consists of eight 

1   The fresh food segment does not include consumer foodservice, package food, soft drinks, hot 
drinks and alcoholic drinks. 
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categories: health and safety, animal welfare, biotechnology, community, 
 environment, fi nancial practices, labour and procurement. 

 In recent years, food safety has become a key issue across the globe with a num-
ber of scandals in both developed and emerging markets. As suggested by Sen and 
Bhattacharya ( 2001 , pp. 238), ‘all consumers react negatively to negative CSR 
information’. For example, farmers raising chickens have been accused of ignoring 
animal welfare standards; even a major German chicken producer was blamed and 
suffered huge loss of public image as a result (see Wises and Toporowski  2013  for 
discussion). Major crises involving the food industry in developed markets include 
the 1997 strawberry incident (Calvin et al.  2004 ) and the spinach incident (Calvin 
 2007 ) in the USA. In terms of magnitude of impact, the melamine contamination in 
China is generally considered the most severe in recent decades (Kong  2012 ; Qiao 
et al.  2012 ). The melamine contamination incident broke out on 11 September 2008, 
when one of China’s largest dairy manufacturers Sanlu Corporation announced that 
its products in the market had been contaminated by melamine, a chemical rich in 
nitrogen that is used by milk producers in milk quality tests but lethal to infants and 
can also cause bladder and kidney stones, leading to cancer for adults if consumed 
in large doses. The result has been catastrophic economically, politically and 
socially. Not only has it led to the bankruptcy of Sanlu Corporation, with its CEO 
sentenced to life imprisonment with a RMB 2468 million (about USD 3.6 million) 
personal fi ne, the whole dairy industry and even the food industry have been dam-
aged: total sales of powdered milk dropped by 20 % and liquid milk by 19 % in the 
month after the outbreak (ACNielsen  2009 ). 

 The silver lining, nonetheless, was the outcome of a new food safety law that 
went into effect on 1 June 2009 in China (Zhang et al.  2014 ). The new law intends 
to address the defi ciencies of the previous food safety regulations such as institu-
tional fragmentation with responsibilities spread out across several government 
departments, upgrade the government control infrastructure and introduce a recall 
system (Zhang et al.  2013 ). This has raised the urgency and attention on food safety 
both from the government and the general public. 

 Organisations are operating in a more complex environment consisting of more 
fragmented stakeholder groups with more diversifi ed needs across various industry 
sectors. In order to examine CSR development in China during last decade, this 
study therefore focuses on one industry, the food and beverage industry, as an exam-
ple to demonstrate the challenges and opportunities of CSR in China with the 
hypothesis that China is at the market expansion and growth phase in the CSR life- 
cycle model proposed by Guzman and Becker-Olsen ( 2010 ).   

8.2     Methods 

 In order to explore the issue of CSR in the food and beverage industry in China in a 
holistic manner, a number of data collection methods, data sources and theories have 
been adopted for discussion. In this study, qualitative interviews, covert observation 
and case study methodology have been selected as the data collection methods. 
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8.2.1     Qualitative Interviews 

 Despite the qualitative nature, a quota sampling approach has been adopted to 
ensure the study can capture the point of view from various value chain members 
involved in the sector. Prospective interviewees are shortlisted and invited for an 
interview based on desk research on best practice and recommendation from practi-
tioners in the industry. The sample is therefore biased towards practitioners who 
have more personal interest towards CSR or corporations which are more known in 
the CSR area. Their perspectives may represent more of the innovators or the early 
adopter segments in the well-known Roger’s bell curve or the adoption life cycle 
(Roger  1962 ), rather than a projection of the general population in the market. 

 Up to 90 min semi-structured in-depth interviews have been conducted over the 
telephone during the period of May and June in 2014 with ten experienced practi-
tioners who have 10 to over 20 years of working experience in their sectors or func-
tions. In order to compare and contrast the issue in China relatively with other parts 
of the world, most of the interviewees selected have worked and lived in more than 
one country or sovereign regime. Interviews are conducted in English, Putonghua or 
Cantonese depending on the country of origin of the interviewees which include 
Mainland China, Hong Kong, France, England, Singapore and Malaysia. The main 
discussion topics cover historical development of CSR in China in the last two 
decades, major challenges specially those unique to China, future forecast and other 
specifi c areas (e.g. both of CSR and the F&B industry) in relation to the role they 
play in the value chain. The result of the interviews is transcribed; insights are syn-
thesised to form the basis for the discussion section in this study. 

 The ten interviewees consist of executives from profi t-making and  non-profi t- making 
organisations. Table  8.1  listed the names, functions, industries and geographical 
responsibility of the interviewees. Those interviewees that prefer to be anonymous 
are given identifi cation alphabets, e.g. ‘Subject A’, as marked with ‘*’.

   From the profi t-making sector, there are two senior executives, Shantel Wong 
and Jodie Cheung, who have been in charge of the marketing management function 
in several multinational food and beverage retailers with outlets across major prov-
inces in China, e.g. McDonald’s, Starbucks, Nestlé, etc.; an anonymous 
(i.e. Subject B) general manager of a strategic marketing communication consul-
tancy which focused on Chinese food and beverage industry; another anonymous 
executive (i.e. Subject C) from the sustainability division of a leading food and 
beverage  franchisee who covers a leading global soft drinks manufacturing, market-
ing and distribution in the Greater China region; and two media professionals who 
focus on branding issue in the Asia Pacifi c and the Greater China region, including 
Emily Tan, Insights Director of  Campaign  practitioner journal, and Subject A. In 
terms of NGOs, there are one project manager and one management executive, 
Floriane Lemoine and Cecile Cavoizy, from a non-governmental organisation 
(NGO) that works within the food and beverage industry in China; one director, Dr. 
Wang Zhong Ping, from a CSR consulting fi rm which has consulted to over 200 
corporations, including 100 Fortune 500 organisations to conduct CSR and corpo-
rate volunteering activities in China, Horizon Corporate Volunteer Consultancy; and 
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one anonymous senior executive (i.e. Subject D) from an international NGO, War 
Child, who is working to enter the Greater China market.  

8.2.2     Case Study 

 From the result of the interviews, a case study has been selected purposefully to 
illustrate the elements of a good strategic CSR practice in the Chinese food and 
beverage industry. The case is also a good representation of the key challenges fac-
ing practitioners on CSR projects in China, for example, fi nding the right partner, 
balance between effectiveness of branding and contribution to the cause, resource 
allocation in a relationship driven culture, etc.  

8.2.3     Other Data Sources and Covert Observational Technique 

 Since the author has also been a practitioner in the fi eld of business and insights 
consulting in the Asia Pacifi c region including China within the investigation time 
frame, data and views generated from the interviews have also been cross-checked 
based on personal experience in the practice and interaction with industry practitio-
ners outside the interview setting. For example, the viewpoints from the interviews 
have to be selected for analysis if they match with the author’s personal experience 
in the fi eld, or the author has verifi ed that viewpoint with other practitioners to 
ensure those views are representative. 

 Companies’ internal documents, internal industry discussion papers (including 
insights from a round-table discussion among a dozen of leading chefs, restaura-
teurs, industry professionals and food journalists in Shanghai in November 2013), 
professional industry databases and rigorous desk research from public domain 
have also been included to enrich the analysis.   

8.3     Results and Discussion 

 CSR does not operate in isolation but is intrinsic to macro-environmental factors, 
such as political, economic, social, technological, as well as the intra-organisational 
considerations and industry dynamics in which the organisation operates. Before 
looking into CSR practice, it is therefore important to understand the key trends and 
issues happening within the industry. 
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8.3.1     Issue and Trends in the Chinese 
Food and Beverage Industry 

 Synthesised from the interviews with seasoned practitioners in the Chinese food 
and beverage industry conducted for this study and insights generated from a round- 
table discussion, current challenges and future trends that are relevant to CSR have 
been identifi ed below to set the scene for further discussion. The round-table discus-
sion is a 2-day workshop among a dozen of leading chefs, restaurateurs, industry 
professionals and food journalists in Shanghai in November 2013.  

8.3.2     Challenges 

 With the rapid economic growth in recent decades, limited talent pool and staff 
retention remain major challenges for corporations operating in China, and the food 
and beverage industry is no exception. ‘In China, our hardware is there, but software 
is still slacking’. Shantel Wong who has more than 20 years of experience managing 
multinational food and beverage corporations in China echoed the common saying 
in Chinese business. Insights shared by leading restaurant owners during the round- 
table series in Shanghai concurred that staff with good service attitude, high motiva-
tion and reliable quality are hard to come by. High staff turnover has also been an 
issue. Growing up in an era where supply is much more abundant in China, the 
younger generation is considered to put more focus on enjoyment and work-life 
balance. They appear to prefer to learn quickly and move on to another job in a 
shorter time frame compared with the previous generation. That does not just affect 
resources on recruitment, but it means management teams are constantly preoccu-
pied with staff training on top of running the daily operations. 

 Celebrity chef has been a trend in many developed countries such as the USA, 
the United Kingdom (UK) and Australia, where chefs and restaurants work with the 
media closely to create trends in food and lifestyle. People are taking more interest 
in topics related to food. It is considered trendy for people to talk about food and 
cooking: for example, where they buy their food and how they prepare it for daily 
consumption. The status of being a chef or working in the food and beverage 
 industry has been raised in Western markets with numerous reality TV programmes 
featuring success stories. This trend however has yet to infl uence the Chinese mar-
ket. According to the anonymous industry experts who participated in the round-
table series, generally speaking, Chinese chefs are humble by nature and do not seek 
public attention. The reason for this is partly that the profession is not considered as 
glamorous in the traditional Chinese culture, in other words, not something their 
parents would be proud of. They also appear to be sceptical about collaborating with 
media and reluctant to share information with them for fear that their secret tech-
niques will be exposed. There is also a lack of chefs who are restaurant owners to 
drive this to happen. With a relatively lower status compared with other professions, 
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staff recruitment therefore is one of the key challenges in this sector, aside from 
other non-industry-specifi c issues such as distribution in a vast geographical terri-
tory and complicated legal and political structure.  

8.3.3     The Future of Food and Sustainability 

 Industry professionals appeared to be content about the availability of food ingredi-
ents in China compared with the previous decade. Practitioners are trying to mini-
mise import, with the exception of beef and certain types of vegetables for which 
local supply is inconsistent. A number of restaurant owners also started to create 
their own micro farms in order to maintain high quality of supply. Many foreign 
chefs invest effort in searching local ingredients to substitute those they cannot fi nd 
in China, while some of them also collaborate with local farms to help them grow 
the particular ingredients in the exact quality they want. All these are positive signs 
of moving towards a sustainable practice for the industry as a whole.  

8.3.4     CSR Challenges in China 

 As a concept at the developing phase and given the specifi c characteristics of China, 
there are unique challenges for corporations engaging in CSR activities in the territory. 

 Similar to conducting business activities, the different concept of law, the com-
plexity of regulations and compliance requirements also have an effect on 
 corporations implementing CSR programmes in China. Finding the right NGO 
 partner is repeatedly mentioned as the key challenge by the interviewees who par-
ticipated in this study, also in line with previous studies on China CSR development, 
for example, Marquis et al. ( 2009 ). Shantel recalled during the interview, ‘Finding 
the right NGO partner is crucial to the success of CSR programmes in China, in 
order to create more impact, we usually like to affi liate with government offi cial 
NGOs. Take for instance, if we want to have an impact over 2,000 schools covering 
a number of cities, instead of just one small village’. Partnering with the right NGOs 
can increase the impact of the CSR programmes; however, this also requires well- 
planned resource allocation and managements. She added, ‘the question is – with 
the scale of coverage we would like to have, how do we make sure the bulk of the 
spending is allocated to the CSR programmes, the cause and the benefi ciaries who 
are in need of help?’ In China, the relationship between NGOs and government is 
close, similar to that between key media and the government. She added with a posi-
tive tone that the levels of transparency and maturity of the NGO management sys-
tem have already improved tremendously as compared to a decade ago. 

 Multinational corporations which already have a global NGO partner may fi nd it 
diffi cult to continue the partnership in China, as many foreign NGOs have a chal-
lenging time operating in China. According to the Minister of Civil Affairs, the 
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number of legitimately registered NGOs in China has grown from 354,000 to 
460,000 in 2012 in just 5 years. 2  That number has not included those community- 
based organisations which were not offi cially registered, and according to the World 
Bank’s estimation, their numbers reach over one million. 3  In order to operate in 
China, an organisation has to pass restrictive government policies and multilayered 
administrative requirements. As an example, NGOs are co-administrated by a civil 
affairs governmental offi ce and another public administration offi ce. Government 
agencies however tend to show little interest in hosting or supervising an NGO (Yu 
 2009 ). There is also a lack of clearly defi ned procedures for how international NGOs 
should operate in China. It appears that some high-profi le organisations have special 
agreements with national-level government bodies, whereas smaller NGOs need to 
navigate their own way through the bureaucratic structure. Although the national 
government may approve a particular NGO practice, there can still be challenges in 
the local execution; for example, the municipal governments may lack capacity or 
particular instructions on implementation. A few interviewees of this study pointed 
out that from their personal experience, foreign NGOs have less reach at local level; 
therefore, it is common for multinational corporations to partner with local NGOs. 
Jodie Cheung who has about 15 years of experience in managing the marketing 
functions for global food and beverage corporations in the Greater China region 
shared in the interview, ‘in a plan to help building a school in Yunnan, we have to do 
it through a NGO in Hong Kong who has the right to access to relevant government 
bodies, then when we reached the provincial and district offi cial representatives, 
there were multi-layers of bureaucracies we have to learn and to unfold before we 
can extend our helping hand to those in need’.  

8.3.5     CSR Life-Cycle Model: China in the Market 
Expansion and Growth Phase 

 As introduced, Guzman and Becker-Olsen ( 2010 ) proposed a CSR life cycle based 
on stakeholder awareness. China was cited as an example in the early market expan-
sion and growth phase. Characteristics of this phase pertain to an increase in com-
pany engagement in CSR, increase in consumer awareness with stakeholders 
expectation developed and diversifi cation of CSR programmes, and later in this 
phase, CSR is expected to have more impact on hiring and employee retention.  

2   Source: The China Daily (2012). Retrieved in May 2014 from  http://www.chinadaily.com.cn/
china/2012-03/20/content_14875389.htm 
3   Source: The World Bank (2014). Retrieved in May 2014 from  http://www.worldbank.org/en/
country/china 
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8.3.6     Increase in Companies’ Engagements in CSR 

 All interviewees in this study agreed that the year of 2008 was a turning point for 
CSR development in China, with a few undesirable incidents in which business eth-
ics were blamed for intensifying the impact, e.g. the melamine contamination in 
dairy products, the catastrophic Sichuan earthquake and the international fi nancial 
crisis. Public demands towards product safety and sustainability have increased sig-
nifi cantly after those incidents. The Chinese government has also imposed new 
regulations with enhanced standard across the nation. For example, all state-owned 
enterprises are required to release CSR reports from that time onwards. 

 In the interview, Dr. Wang Zhong Ping, Director of Horizon Corporate Volunteer 
Consultancy, who has been studying Chinese CSR development in the last two 
decades and has provided CSR services to many Fortune 500 corporations, men-
tioned ‘in the late 1990s [the market crystallisation phase according to Guzman and 
Becker-Olsen ( 2010 )], factory owners did not understand why more [CSR] require-
ments were imposed on them, they thought their sole responsibility was to produce 
products at low cost’. Since 2008, he observed the rapid upward trend in CSR 
reporting in China, and he suggested the fact that foreign companies see China as a 
strategic location may also facilitate the growth. The increase in companies’ CSR 
engagement in China is also supported by different international statistics. Global 
consulting fi rm KPMG has been publishing surveys of corporate responsibility 
(CR) reporting for 20 years since 1993. In the eighth edition released in  2013 , the 
research covers 4,100 companies across 41 countries. Asia Pacifi c enjoys a dramatic 
increase in corporate responsibility reporting between 2011 and 2013, and in that 
study, almost three quarters of companies based in the region now publish CR 
reports, which has been a rise of 22 % points since 2011. China is rated as one of the 
highest growth territories with an increase of 16 % points since 2011. With regard 
to the quality of reporting, however, among the world’s largest 250 global  companies, 
China including Hong Kong has a relatively low score: 39 out of 100 compared with 
the leading European counterparts such as Italy (85), Spain (79) and the UK (76). 

 The Chinese government is also seen as putting more effort into promoting food 
safety and health issues among the food industry. As cited in a China trade report by 
the Hong Kong Trade Development Council, in China’s 12th Five-Year Development 
Plan (year 2011–2015) for the food industry, the nutrition and health food industry 
has been included in the plan for the fi rst time. In the report, it is forecasted that by 
the year 2015, the output value of Chinese health food industry will reach around 
RMB 1 trillion (about USD 157 billion), with an average annual growth of 20 %, 
according to this plan. 

 On the other hand, during an interview for this study, another unnamed  interviewee 
Subject B from an NGO targeting the food and beverage industry agreed with the 
overall trend but stated, ‘there is indeed more awareness of CSR programmes from 
the corporations’ perspective, many companies, both local and foreign owned, are 
doing good things but at the same time many are not doing as much as they said on 
their website’. The perception of ‘greenwashing’ also exists in China.  
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8.3.7     Increase in Consumer Awareness 

 With reference to a consumer survey on health food conducted by the Hong Kong 
Trade Development Council in six mainland cities in 2008, most of the respondents 
were health conscious and would take the initiative to make enquiries about health. 
That is a dramatic increase from only 38 % of the respondents that had taken health 
food in the same survey taken the year before. Where the standard for purchasing 
health food was concerned, product safety (57 %) was most important to the 
respondents. 

 Tian et al. ( 2011 ) supported the previous research fi ndings that although CSR 
activities in China are still at the beginning stage (Gao  2009 ), there is a viable and 
identifi able market segment which considers positively a company’s CSR activities 
in their consumption. Companies operating in China should note the opportunity to 
meet this need while achieving their strategic objectives and making a contribution 
to society. 

 In the interview with Shantel Wong, she confi rmed the increase in consumer and 
public awareness towards CSR in China during the last decade: ‘With the rise of 
income, people demand better quality of life nowadays and become more ready to 
support public causes and people around them who are in need of help. This has 
inspired and encouraged corporations to take more leadership in CSR programmes. 
The growing numbers of employee associations also support the growing spirit of 
helping one another and social awareness’. The scene was very different decades 
ago, according to Shantel, when Chinese public perceived CSR as a Western idea 
for foreigners only. People in general were not inclined to get involved, if asked to 
join in. They would just mock you, ‘why don’t you help me instead?’, she added.  

8.3.8     CSR Has an Impact for Hiring and Employee Retention 

 Cecile Cavoizy, who manages the operations of an innovative social enterprise 
Shanghai Young Bakers (SYB), has witnessed the change of perception towards 
CSR in China during the last decade. She shared in the interview,

  I have been working in Shanghai for more than twelve years. Before I joined SYB, I was 
working in the human resources department of a French company. There is no doubt that 
more companies are doing more on CSR now compared with ten years ago. The drive is 
also coming from employees, especially in Shanghai and other leading cities where basic 
needs and security have been fulfi lled. People are inspired to do their part for a better soci-
ety. Any companies who want to be in a leading position in China need to put resources 
into CSR. 

 In line with the staff retention issue identifi ed from the industry round-table 
series mentioned in the earlier section of this study, Cecile believes doing CSR in an 
intelligent way can help keep employees engaged and motivated. She added, ‘staff 
may tell an employer that higher salary is the reason to leave the current job, as that 
is the easiest thing to say, but from my experience in human resources management 
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in China, I do think the atmosphere that they work in and how happy they are would 
be more important factors to many people than just a thousand RMB (about 161 
USD) more monthly salary’.  

8.3.9     CSR Programmes Diversify 

 The food scandals in 2008 acted as an alarm bell for CSR in China, but is food 
safety the only concern for the public? As Guzman and Becker-Olsen ( 2010 ) argued, 
during the market expansion phase, the types of CSR activities move towards a 
diversifi ed approach. Since stakeholders have more experience with CSR pro-
grammes, preferences and expectations are also likely to develop. When asked 
about the key CSR topics of concern, interviewees all agreed that food safety is 
among the highest consideration, while a couple of the interviewees pointed out that 
the focus has also expanded from basic product safety to wider health-related issues 
like environment and aids to natural disasters. However, a general manager of a 
strategic marketing communication consultancy which focuses on the food and bev-
erage industry in China argued that the growth of CSR in China is still too slow 
compared with other economic development indicators, take mobile phone penetra-
tion for example. Apart from food safety, she was under the impression that con-
sumers only consider other aspects of CSR as nice to have: ‘food waste reduction? 
You can basically forget it, I don’t think consumers care,’ she said. 

 Based on the majority of the interviews and the author’s observation, the major-
ity of the NGOs in China focus on natural disaster relief, tackling poverty and pro-
viding education or aids towards underprivileged children. It is no surprise that the 
key themes in many CSR programmes in China are set out to help causes along 
the same direction but less so on other sustainability issues. Having said that, during 
the process of this study, some more diverse and innovative CSR programmes have 
been identifi ed. One example is from a local Chinese fast food chain called ‘Zhēn 
Kung Fu’. 4  They have a wide range of CSR programmes branded under ‘Shàn Kung 
Fu’ 5 ; ‘Shàn’ means ‘kindness’ or ‘goodness’. Apart from the common CSR themes 
in China such as helping underprivileged children living in remote mountain areas 
and education, their CSR programmes have included wider sustainability topics: for 
example, carbon emission reduction, which is considered ahead of the curve com-
pared with other industry players, and care for the nationwide labour mobility issue, 
which is a unique social challenge in a vast country in which a massive number of 
workers need to leave their family behind and travel a long distance to live and work 
in different parts of China; they even allocate resources to help the wider social sup-

4   The meaning of ‘Kung Fu’ can be ‘effort’ or ‘skills’, which can also be the generic term for 
Chinese martial arts. ‘Zhēn’ means ‘authentic’; the literal meaning of ‘Zhēn Kung Fu’ can be 
‘authentic Chinese martial arts’ or ‘authentic skills’. 
5   Source: ZKungfu Company website, retrieved in May 2014, from  http://www.zkungfu.cn/Public/
index-duty.htm 
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port systems, e.g. to facilitate collaboration between various NGOs and volunteer 
workers by using the notice boards in their 500 restaurant outlets across the nation 
as a platform to provide two-way communication channels to link up volunteer 
workers and various NGOs; they also have training programmes to nurture develop-
ment of volunteers. Their campaigns also use different creative methods such as 
leveraging sport trends, e.g. running and various social media platforms. This is an 
encouraging sign of growth in the development of Chinese CSR.  

8.3.10     Strategic CSR 

 As the concept and practice of CSR continue to develop, the scope of CSR also 
transcends from traditional philanthropy to a more strategic focus which promotes 
a long-term vision of business accountability and to a more holistic range of stake-
holders, including investors, employees, customers and community members 
(Snider et al  2003 ). Guzman and Becker-Olsen ( 2010 , pp. 200) proposed that ‘the 
objective of strategic CSR is to identify ways in which companies can align busi-
ness goals with consumer expectations to increase brand loyalty while simultane-
ously meeting larger societal demands’. They pointed out that strategic fi t is a 
critical success factor for the implementation of CSR programmes and CSR has 
now moved beyond simplistic marketing or branding tactics. They believed CSR 
should be strategically integrated into the operating principles and practices of the 
company. During the interview with Emily Tan, Insights Editor of  Campaign 
Magazine  Asia Pacifi c, an industry journal focused on branding and marketing 
issues, she concurred, ‘I think in Asia [Pacifi c], people have started to differentiate 
between brands that are doing [CSR] like “a social stunt” to look good, exploiting 
those in need for publicity, and brands that are really trying to help’. 

 Building on the foundation of a series of empirical studies conducted in North 
America, Mexico and Spain over a number of years duration, four key elements 
have been identifi ed for effective strategic CSR programmes for developing and 
emerging markets (see Becker-Olsen et al.  2005 ; Guzman and Montana  2006 ; 
Simmons and Becker-Olsen  2006  for more details): a clear motivation, an appropri-
ate initiative, the right timing and right communication to get the message across to 
stakeholders. Guzman and Becker-Olsen further explained ( 2010 , pp. 202), ‘Having 
the right perceived motivation allows consumers to view the company more favour-
ably, while selecting an initiative with high strategic fi t is critical because strategic 
fi t is a processing heuristic shown to alter stakeholder response to CSR communica-
tion’. Programmes that are perceived as reactionary can also lead to dilution of 
brand equity. Cheung et al. ( 2010 ) explored if CSR matters in Asian emerging mar-
kets. They discovered a signifi cant positive relationship between CSR and market; 
and Asian fi rms were rewarded by the market for improving their CSR practice. 
Another unnamed interviewee Subject D, an executive who works for the Asian 
expansion of War Child, an international charity that works with children affected 
by war, cannot agree more with the above claim: ‘many corporations take part in 
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CSR activities nowadays, say getting their employees to help paint the wall of some 
random elderly homes, yes they are doing something good as well as team bonding, 
but how much do they care about those elderly, really? And how relevant is that to 
the business that they are doing?’ He challenged the effectiveness of many CSR 
campaigns which lack a strategic fi t between the CSR programme or cause and the 
corporation’s business strategy, brand image, position or target market.  

8.3.11     Case Study 

 From the research fi ndings, a case study has been selected with key executives inter-
viewed to illustrate the strategic fi t of CSR programme in the Chinese food and 
beverage context during this phase of early market expansion and growth.  

8.3.12     Overview 

 With the motto ‘Give an orphan some bread; you feed him for the day. Teach him to 
bake; you feed him for a lifetime!’ Shanghai Young Bakers (SYB) was founded in 
2008. SYB is a charity programme providing fully sponsored French bakery train-
ing to disadvantaged Chinese youths aged between 17 and 23, to enable them to fi nd 
qualifi ed jobs and to lead independent lives after graduation. The training pro-
gramme lasts for one year, with a variety of classes in traditional Western bakery, 
life development skills and English language training and practical internship at 
international hotels. The main sponsors of this social innovation programme are 
Carrefour Foundation, Accor Foundation and a yeast producer Lesaffre, with a 
number of companies in the food and beverage sector supporting them by providing 
ingredients, skills and internship or job opportunities to their students. The pro-
gramme is managed by an international team and is currently operated under the 
governance of a Hong Kong-registered NGO Chi Heng Foundation with the support 
of the Shanghai Charity Foundation. Since 2011, a variety of commercial activities 
have been invented to diversify the sources of funding in order to sustain this pro-
gramme. For example, bakery classes, social teambuilding events, bread and pastry 
catering and technical consulting for industry players are available to individuals 
and companies wishing to contribute to the success and sustainability of the pro-
gramme. To date, the programme has helped over one hundred students. 

 SYB’s core values are equal opportunity, self-empowerment and independence, 
as well as solidarity and team spirit. Their vision is quoted below 6 :

     1. CHARITY: Enable disadvantaged youth to lead independent lives through a qualifi ed, 
empowering job  

6   Source: Shanghai Young Bakers Organisation’s website:  http://www.shanghaiyoungbakers.com/
about/vision 
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  We recruit students who formerly had no viable employment options, offer the training for 
free, and target 100 % successful employment in bakery after graduation. Chi Heng 
Foundation, our governing body, guarantees the social mission of the SYB training 
programme.  

  2. EXPERTISE : Become a leading reference in French / traditional bakery training in 
China  

  We work with the Ecole Francaise de boulangerie d’Aurillac (EFBA), with the best bakery 
professionals in Shanghai, and with local authorities, to make sure we deliver a top- 
quality training that will eventually be offi cially and widely recognised throughout 
China.  

  3. SUSTAINABILITY: Achieve fi nancial autonomy through a social enterprise model  
  Thanks to the former students who now work full-time with SYB, we are developing com-

mercial activities so that the generated revenue can complement donations and improve 
our fi nancial stability. Our long-term ambition is to open a social café, co-run by SYB 
graduates, that will help fund our training program and provide a space for all social- 
minded individuals to share and exchange.    

8.3.13        Challenges and Development 

 Tracing back to the original idea, project manager of SYB, Floriane Lemoine, 
shared in the interview that the inspiration was from a similar programme in Vietnam 
when the original founder went for a visit. In the beginning, it was driven by a dozen 
volunteers from the French Junior Chamber of Commerce (JCEF) where many 
young professionals working in Shanghai would like to start new projects to serve 
the community. The group of volunteers met regularly during weekends or after 
working hours during the week. They understood the regulatory environment was 
more complex in China and that they could not just copy the way the programme 
worked in Vietnam. For example, it would be more effective for them to go for 
partnerships with restaurants or schools instead of building their own facilities. 
Cecile Cavoizy, who fi rst joined as volunteer and now manages the fi nance and 
administration of SYB, recalled in the interview, ‘it was started as some initiative 
from a group of French people but it quickly grew to an international group with 
diversifi ed background, local Chinese, Italians, Malaysians, Americans, Canadians, 
etc.’ There was a photo exhibition in an art gallery for a fund-raising purpose at the 
beginning of 2009; at the end it may not have raised that much funds but it certainly 
has raised the awareness of the initiative and attracted more volunteers to join. 

 The fi rst challenge however was to seek funding to set up. In order to be granted 
sponsorship from corporations, the cause of an NGO needs to match with the foun-
dations’ CSR strategy and vision. According to the two interviewees working for 
NGO in China, back in those days, there were fewer corporations or foundations 
providing vocational training but were instead focused on natural disasters, health 
issues or formal education. Similar to conducting business, having the right rela-
tionship plays a key role, especially in China. In those early days, most French 
corporations operating in China were of medium size, the volunteers did not have a 
connection to senior management or decision makers in large corporations. SYB 
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went through many discussions and applications for a couple of years before 
 successfully securing sponsorship from Carrefour Foundations in December 2008. 
In just a few months’ time, the fi rst training programme was launched in February 
2009 with a group of 16 students recommended through three other NGOs: (1) the 
Chi Heng Foundation, a charity registered and based in Hong Kong with offi ces in 
Henan, Anhui, Beijing, Shanghai and Guangzhou with a mission to create a harmo-
nious, equal and healthy society by funding and operating projects in education and 
care for children and adults impacted by AIDS; (2) Children of MaDaiFu 7  which is 
a French-registered NGO set up by a late French doctor with the mission to alleviate 
hardship for orphans in China’s more deprived areas; and (3) a Shanghai orphanage. 
Two professional French bakers taught the programme, including one French chef 
who was working for a yeast company based in Nanjing and a Chinese baker who 
was trained in the USA. 

 After the initial set-up, SYB needs to continue to fi nd new sources of funds and 
income to keep the programme running. It is a common practice for foundations to 
provide start-up funding in the fi rst and second year, but the amount of funding will 
decrease afterwards and the programmes are expected to move towards fi nancial 
independence by diversifying their source of funds. In the case of SYB, the funding 
process normally takes 1–2 years before a corporation or its foundations can make 
the decision to grant the fund, and then SYB has to commit to a 1-year training for 
the students. As a result, the fund-raising cycle is a constant effort. The strategic 
nature of SYB’s approach has also posed challenges in the solicitation of funds. As 
Floriane explained, ‘Corporate sponsors want to see measurable impact in a given 
period of time, say for example, if a corporation provides funding to build a library 
in a remote mountain, the number of benefi ciaries will be much larger and quicker 
than our programme, moreover there are also much less funding requirement after 
the set-up is done, unlike our programme which takes us one full year to train one 
student for them to equip the skills’. From a return on investment (ROI) perspective, 
strategic causes like SYB may have a competitive disadvantage, if the top priority 
of a corporation is to seek measurable impact from their CSR programmes or 
donations.  

8.3.14     CSR Collaboration and Future Outlook 

 At present, SYB has a wide range of partners to support them in providing ingredi-
ents, sharing knowledge and skills and offering internships and job opportunities for 
their students. Corporations in the food and beverage industry and beyond can col-
laborate with SYB as their CSR programmes, including as sponsors to fund the core 
of SYB training programme, e.g. students’ living expenses, training and facilities; 
or as internship partners who welcome their students in their bakery departments to 
work as trainees on a part-time basis; or as in-kind support partners to contribute 

7   ‘MaDaiFu’ means ‘Doctor Ma’ in Chinese. 
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their companies’ products or competencies, e.g. from food ingredients to cleaning 
products to printing and design services; or as institutional partners, e.g. a number 
of French and Chinese volunteers and entities facilitate SYB to conduct their activi-
ties in China; or as educational partners who offer teaching to SYB’s students in 
various aspects from English and French language skills, to sustainable fi nancial 
habits like how to manage their monthly allowance; or as social partners pertaining 
to a wide range of NGOs working directly with underprivileged children; or as 
employment partners to participate in SYB’s annual career fair around the gradua-
tion ceremony to present their working opportunities and interview or hire potential 
candidates. 

 Cecile recalled others’ comment to her at the beginning stage of the programme, 
‘you are crazy!’, as the partners that SYB works with are their competitors in the 
market. Looking from a long-term perspective, however, she believes the develop-
ment of this programme can benefi t the industry as a whole in two ways: fi rstly, by 
increasing the number of skilled workers available in the talent pool and, secondly, 
this also helps advance the industry standards and awareness of quality French 
cuisine. 

 The current sources of funding of SYB are:

 –    60 % from corporate sponsors and foundations  
 –   20 % from partners in China and overseas  
 –   20 % from SYB’s commercial activities    

 There are currently three main corporate sponsors and foundations for SYB: 
Carrefour Foundation, Solidarity Accor and Lesaffre. Carrefour Foundation, with a 
mission to combat exclusion, has been the main sponsor of Shanghai Young Bakers 
ever since the beginning of the programme in 2009. They support SYB by  sponsoring 
all the operational expenses of the programme. The objective of Solidarity Accor is 
to link cultures by supporting personal development and integration in their 
 environment; they support the expenses in relation to SYB baking centre in the year 
2013–2014. Yeast producer, Lesaffre, supports SYB technically and fi nancially by 
sponsoring the salaries of the SYB bakery trainers. There are over 40 partners 8  sup-
porting SYB in a variety of aspects as mentioned earlier. In order to be more inde-
pendent fi nancially, SYB organises meaningful activities and services for individuals 
and companies who want to contribute to the success and sustainability of the pro-
gramme. Below are some examples of their commercial activities:

 –    One-day public bakery classes, for groups and companies that want to learn pro-
fessional bread and pastry recipes from SYB’s teachers.  

 –   Team-building events, for company staff wishing to interact and have fun while 
taking a bakery class from a meaningful social programme.  

 –   Catering, for meetings and events (e.g. bread, croissants, Danish, quiches, etc.)  
 –   Personalised cakes, for birthdays, weddings and company celebrations.  

8   For a detailed list of the partners, please refer to SYB’s website:  http://www.shanghaiyoungbak-
ers.com/partners 
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 –   Weekly delivery of SYB’s students baked goods, by subscribing to SYB’s ‘bread 
and cake baskets’ programme.  

 –   Fresh breads and pastries made by SYB students at Saturday Markets.  
 –   Technical consultation services to food and beverage industry players. For exam-

ple, SYB has helped a herbs company to design new bread recipes using their 
herbs and train their staff so that they can demonstrate the usage to their respec-
tive clients.    

 Moving forward, Cecile mentioned that it is SBY’s goal to balance the propor-
tion of funding to only half from corporate sponsors and foundations and half from 
partnerships and their own commercial activities in the next 2–5 years. The increase 
in fi nancial independence can allow them to focus more effort on the core training 
instead of fund raising. SYB has developed very fast in a short period of time riding 
on the CSR development and growth curve in China during the turning point around 
2008, from a group of 12 part-time volunteers to a professionally managed innova-
tive social enterprise with set processes and standards operated by their own full- 
time staff; they have their fully owned baking centre, established communication 
channels and a sustainable list of corporate sponsors and partners and are progress-
ing towards an increasingly fi nancially independent and sustainable model. 

 The food and beverage industry players, by partnering with or sponsoring SYB 
as their CSR programmes, can contribute to the overall sustainability of the industry 
by nurturing more talent for the industry and facilitating increase of public aware-
ness about quality of food. This addresses directly the key issue and challenge 
regarding the lack of talent faced by the food and beverage industry as previously 
discussed. Corporations can also leverage this as employee engagement pro-
grammes and advance their corporate profi le from the perspective of their investors, 
consumers and public given the strategic fi t between the cause, the industry and the 
wider well-being of the society as a whole.   

8.4     Conclusions and Recommendations 

 All interviewees in this study are positive about the future development of CSR in 
China. As Dr Wang Zhong Ping asserted in his interview, ‘CSR is not an industry 
but part of the development process of a society…although in China, available plat-
forms and regulations have yet to reach maturity, we are defi nitely moving in the 
right direction’. Applying Guzman and Becker-Olsen’s ( 2010 ) strategic CSR life- 
cycle model based on stakeholder awareness and expectations, the fi ndings of this 
study, including both primary data from qualitative executive interviews and sec-
ondary data from third parties’ published statistics and reports, provide further evi-
dence that China is in the market expansion and growth phase in terms of CSR 
life-cycle development. Evidence of increase in companies engagement in CSR and 
consumer awareness are observed, with examples of more diversifi ed CSR cam-
paigns with potential employee recruitment and retention benefi ts suggested by 
experienced practitioners in the fi eld. 
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 Compared with the last decade, CSR is no longer considered as activities for 
foreigners or only limited to multinational corporations; many state-owned enter-
prises and private Chinese companies have also joined forces. In the case of SYB, 
most of their volunteers are local Chinese, and they also observe the increase in local 
partners. One of their partners who support them by providing complementary 
products is a local sugar manufacturer that has never participated in any CSR activ-
ity before. The home-grown fast food chain Zhen Fung Fu also demonstrated very 
diversifi ed and innovative CSR programmes. Things are changing. It is an encour-
aging sign that during the interviews and interaction with practitioners for this 
study, many of industry players were inspired by the discussion or best practice 
examples the author pointed out and said they will go back and revamp their current 
CSR practices further. 

 China is considered as a strategic location for multinational corporations. 
Anything that happens in this territory can have signifi cant impact on their global 
business in various aspects including stock price. Opportunities therefore exist for 
innovative approaches towards CSR in China to inspire practices in other territories. 
Dr. Wang has quoted the example of BMW, whose good Chinese CSR campaign 
practice has inspired their headquarters overseas. Regarding the debate between 
globalisation versus localisation, interviewees tend to welcome the idea of glo-
balised standard or quality of CSR planning but support the need to adapt to the 
local situation and stakeholders’ expectation in CSR execution. Take the example of 
supporting the cause of education, the global focus may be on helping the develop-
ment of students with an aligned goal, but in the context of China, efforts may be 
needed to help teachers as well. This illustrates a different approach in resource 
allocation, and the challenge of fi nding the right NGO partner as discussed in a 
previous part of the study also reinforces this need. 

 During this evolution process, the food and beverage industry is believed to play 
an increasingly important role as the industry is also enjoying rapid commercial 
growth in the territory. Food is considered an essential part of living in Chinese 
culture; the rise of digitalisation and online shopping also poses no substitute for 
dining with friends and family. With the upward trend in disposable income and 
rent, it is observed that restaurants rather than other retailers now occupy more 
prime shop spaces in major shopping malls in large cities such as Shanghai. Shantel 
Wong who has over 20 years’ experience managing food and beverage corporations 
in China trusts this is one of those industries that can take a leading role in the future 
of CSR development in China, as the industry affects people’s lives directly and can 
allow plenty of room for creativity with its business nature. She said, ‘in my per-
sonal experience, many global venture capital fi rms are now looking at investing in 
the food and beverage industry in China, both from the perspective of importing 
foreign brands into the China market as well as international expansion of quality 
local players’. 

 Consider this a thought-provoking quote from an anonymous interviewee Subject 
D, ‘China is currently under the period of greed, I believe once the basic needs have 
been fulfi lled, more people will look for greater meaning of life and fuel CSR devel-
opment to the full harvest’. Indeed, Confucianism has been the deep-rooted  ideology 
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and guiding philosophy of the Chinese community for centuries. Characterised by 
the emphasis of virtues known as the fi ve constants – Rén (humaneness), Yì (righ-
teousness or justice), Lǐ (proper rite), Zhì (knowledge) and Xìn (integrity) – with a 
focus on harmony between human and nature (Liu  2012 ), the author believes in 
China’s potential to achieve economic advancement balanced with contribution to 
sustainability in the long run, when CSR is incorporated more into business strate-
gies, although this will probably take a longer time to achieve than the economic 
development China has experienced in the last decade. 

8.4.1     Caveats and Limitations 

 The author has made the best effort to ensure that the fi ndings best represent the views 
from various industry players in the respective value chain in the food and beverage 
industry. The majority of the content in this report is based on qualitative insights 
gathered from interviews with key industry stakeholders, coupled with government 
statistics and third party publications where available and deemed to be reliable. 
Since interviewees were selected through word of mouth from the industry and desk 
research, their views may represent the more progressive segment of the market. 

 The discussions in this report are based mainly on the analysis of fi ndings and are 
constrained by the author’s understanding of those corporations’ future capabilities, 
vision, budgets and the future plan of the Chinese government. The views presented 
herewith were not scrutinised through a statistically proven research methodology 
and have not included direct views from consumers, investors and the public. 
Further research incorporating views from wider stakeholder groups and members 
of the industry value chain in order to understand the impact on branding and mea-
suring the economic advantages CSR programmes created in the value chain are 
recommended.      
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    Chapter 9   
 Corporate Social Responsibility 
in a US Context 

             Jo-ann     Straat      and     Christina     M.     Genest     

    Abstract     The authors take a snapshot of contemporary CSR practice in the USA 
by combining their own real-world experience with fi ndings from the current litera-
ture and the results of a survey of current CSR US executives. Six trends emerged: 
(1) CSR is not PR; (2) CSR drives corporate value; (3) CEOs have a lot to say about 
CSR; (4) CSR performance is being measured; (5) CSR is evolving incrementally; 
and (6) CSR is a business imperative and a moral imperative. For major US corpora-
tions, CSR is good for business and good for the society. It contributes to harnessing 
the abilities of both to build the sustainable conditions both require to prosper.     

9.1      Introduction 

 By taking a snapshot of corporate social responsibility (CSR) in current US  contexts, 
we expected to uncover emerging trends and defi ne this now well-established corpo-
rate function. There is a great deal of professional literature – including an abundance 
of blogs and numerous social media groups – devoted to sharing ideas and discussing 
best practices in CSR. 1  And there are plenty of communication and CSR practitio-
ners focusing on how to champion their organizations’ social responsibility efforts. 

 As corporate communication practitioners with career-long experience in com-
munity relations, issues management, philanthropy, and corporate reputation man-

1   LinkedIn, the social media site for professional business people, offers many discussion groups 
on the topic of CSR that help practitioners network, share insights, and conduct topical discus-
sions. Examples include Corporate Social Responsibility and CSRwire, the Corporate Social 
Responsibility Newswire. Also of note are blogs such as Sustainable Business Forum, Corporate 
Responsibility: CSR Now, the Forbes Leadership Forum, and Cause Integration. These resources 
are written by social responsibility experts who follow the practice, pose intriguing questions for 
discussion, and report latest trends. 
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agement, we chose the time-honored strategy of reviewing the literature and calling 
upon practicing CSR experts to share their knowledge and perspectives. But we 
discovered that defi ning CSR and identifying its most common and most current 
trends were not a simple task. Philip L. Cochran aptly described the complexity of 
CSR in his insightful Kelley School of Business article, “The Evolution of Corporate 
Social Responsibility” ( 2007 , p. 449):

  Over the past several decades, corporate social responsibility (CSR) has grown from a 
 narrow and often marginalized notion into a complex and multi-faceted concept, one which 
is increasingly central to much of today’s corporate decision making. 

   Although there are common threads throughout most CSR programs (i.e., corpo-
rate giving, volunteerism, environmental preservation, and ethics and transparency), 
corporations naturally tend to customize their CSR activities based on business rel-
evance, specifi c business goals, workforce skill sets, and management perspective. 
The multifaceted nature of CSR revealed varying opinions about the concept, from 
how to defi ne the function to what characterizes an effective CSR program. As far as 
identifying the current CSR climate, it seemed that authors and experts had differing 
opinions and defi nitions. Consistent, predictable trends were not easy to uncover. 

 So we continued our research, reviewing the fi ndings of current literature, but 
also designing a survey for US CSR executives to capture their perspectives on the 
principles and practices of social responsibility within their organizations. We 
wanted to collect their views on what is important in the CSR world. We also wanted 
to uncover the best practices and expose themes not seen in the literature. Combining 
these two sources of data with our own real-world experience in CSR provided a 
contemporary, viable way to ascertain the current status of CSR. 

 Key questions driving the research were:

    1.    What activities are managed, monitored, and measured as part of the social 
responsibility/sustainability efforts of corporations?   

   2.    Are CSR/sustainability goals integrated into the long-term business goals of 
corporations?   

   3.    What were the top CSR goals of corporations?   
   4.    Is it necessary to practice CSR to be competitive in today’s marketplace?   
   5.    Are CSR and sustainability practices important to a company’s success in terms 

of profi tability and reputation, and do businesses benefi t from these activities?   
   6.    Is good corporate citizenship a moral imperative?   
   7.    Does the marketplace reward companies that engage in CSR and sustainability 

activities?     

 The authors invited 12 CSR leaders from the pharmaceutical industry, insurance, 
fi nancial services, healthcare services, and technology, to participate in an anony-
mous online survey. All have considerable experience with designing or managing 
CSR departments and developing or executing sustainability programs. Eight com-
pleted the survey by the deadline given. Because respondents were guaranteed ano-
nymity, survey questions did not solicit identifying information. 

 Arriving at a working defi nition for corporate social responsibility was the fi rst 
step in our research.  
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9.2     What Is CSR? 

 Although defi nitions of corporate social responsibility abound, a straightforward 
and simple description is presented by Mallen Baker ( 2012 ) when he describes the 
practice as “… how businesses respond to society’s expectations” (para. 1). 
Connection and interdependence between businesses and society are a common 
theme among the varying CSR defi nitions that currently exist. 

 Also, Whitman ( 2011 ) noted that:

  No organization operates in isolation. There is interaction with employees, customers, sup-
pliers and stakeholders. CSR is about managing these relationships to produce an overall 
positive impact on society, while making money. (section: Examples of corporate social 
responsibility, para. 1). 

   Whitman’s defi nition suggests a necessary relationship – an obligation perhaps – 
between corporations and their publics. A European Commission publication gives 
a simple description of the connection as “the responsibility of enterprises for their 
impact on society” ( 2011 , p. 6). It also suggests that in order to meet their CSR, 
enterprises should:

  … have in place a process to integrate social, environmental, ethical, human rights and 
consumer concerns into their business operations and core strategy in close collaboration 
with their stakeholders, with the aim of maximizing the creation of shared value for their 
owners/shareholders and for their stakeholders and society at large, and identifying, pre-
venting and mitigating their adverse impacts. ( 2011 , p. 6) 

   CSR has also been defi ned as the triple bottom line (3BL): social, environmental, 
and economic or, more colloquially, as people, planet, and profi ts. 3BL is a “… key 
component to good corporate citizenship through sustainability,” according to Scott 
( 2012 ), and is “… now a widely heeded business prerogative by global brands … 
and small mom-and pop shops…” (para. 2). So, the triple bottom line is the recogni-
tion among global corporations as well as main street businesses that sustainability 
for their organizations also requires a sustainable community, environment, and 
economy. 

 No matter which defi nition is used, the concept is the same: CSR is about the 
corporation taking responsibility for the consequences of its communication and 
behavior with all its stakeholders. Neither society nor companies work in isolation, 
as Whitman ( 2013 ) noted. So establishing a symbiotic relationship is not only nec-
essary but also a means to create value for both entities.  

9.3     Key Trends in CSR 

 Several themes which help describe the current focus of CSR emerged from our 
research. 
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9.3.1     Trend #1: CSR Is Not PR 

 A revealing article ran in  The New York Times  on October 27, 2013, entitled 
“Goldman, Buying Redemption: The fi rm’s big splash of philanthropy prompts crit-
ics to ask: How much is too much?” (Craig, Sunday Business  2013 , p. 1). Essentially, 
the story reported that since 2008, Goldman Sachs had spent $1.6 million on social 
investing. In other words, “Engaging wasn’t just the right thing, it was necessary, 
especially in the wake of the fi nancial crisis when people said we weren’t doing 
enough” explained John F.W. Rogers, the chief of staff at Goldman Sachs. 

 The article reports that Goldman, a fi rm known for its discretion, is not giving 
away its money quietly. In discussing two of its initiatives, one that supports women 
in developing countries and the other that assists small business, an unidentifi ed 
Goldman employee remarked, “It’s run like a Broadway show.” That term brings to 
mind a big “production” with PR promotions and lots of activities designed to cre-
ate interest in the said “show.” That seems an apt description when one sees the 
manner in which corporations currently tout or even advertise their own sustain-
ability and philanthropy efforts. But the description also creates skepticism about 
the real goal of these programs: is it to help the designated benefi ciary of their 
efforts or to generate revenue and raise the corporate profi le of the company? 

 Mr. Rogers claims the programs have “generated returns” on a few levels: (1) 
they have created a difference in people’s lives, (2) employees appreciate the oppor-
tunity to become involved, and (3) potential employees want to work for a company 
that engages in such programs. All good outcomes, surely, and all three are an inte-
gral part of a vibrant CSR plan. But he further boasted, “Our shareholders recognize 
the value of all this.” That remark may reveal the underlying goal of the massive 
philanthropy spend – keeping the shareholders satisfi ed. 

 Further, Peter Frankental claims, in his  2001  article entitled “Corporate social 
responsibility – a PR invention?” that CSR can only have sustainable value if:

•    It embraces all the stakeholders of a company.  
•   It is reinforced by changes in company law relating to governance.  
•   It is rewarded by fi nancial markets.  
•   Its defi nition relates to the goals of social and ecological sustainability.  
•   Its implementation is benchmarked and audited.  
•   It is open to public scrutiny.  
•   The compliance mechanisms are in place.  
•   It is embedded across the organization horizontally and vertically (section: So, is 

corporate social responsibility an invention of PR? para. 1).    

 No public relations concepts made his list, only strategies that contribute to real, 
sustainable corporate value. And when these elements are incorporated throughout 
the entire organization – at all levels and in all functions – they signal to stakehold-
ers the breadth and depth of a company’s commitment to social responsibility. 

 Although some observers may proclaim that CSR is an invention of PR, Whitman 
( 2013 ) disagrees: “It’s also clear that CSR isn’t a cynical marketing ploy for big 
business; there are tangible benefi ts to be had by all. The key is not to treat CSR as 
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an ‘initiative,’ but to simply view it as the way you do business” (section: Community, 
para. 4).  

9.3.2     Trend #2: CSR Drives Corporate Value 

 The key fi ndings of a report from The Center for Corporate Citizenship, 
“Commitment to Value: The State of Corporate Citizenship 2012 – Executive 
Summary,” clearly demonstrate the value of CSR programs:

•    80 % or more of all executives, across all business types and industries, confi rm 
that environmental, social, and governance investments create fi nancial value for 
their companies.  

•   Companies that align corporate citizenship strategy with overall corporate strat-
egy are more likely to achieve important business objectives. With reputation and 
corporate culture-related objectives, success was as much as nine times more 
likely for those who integrated than for those who do not.  

•   Environmental sustainability programs received the greatest increases in funding 
over the past three years and are expected to continue to be a funding priority 
over the next three.  

•   Duration of investment in corporate citizenship appears to have an impact on 
success with related business objectives. The percentages of those reporting suc-
cess in achieving business objectives increased as the duration of an average 
corporate citizenship effort increased. Increases ranged 30–50 % when compar-
ing durations on one year or less versus four years or more.  

•   Companies serving business-to-business (B2B) and business-to-consumer (B2C) 
markets place more emphasis on corporate citizenship than those companies 
operating only in B2C markets. Executives from solely B2C companies express 
the least confi dence that corporate citizenship generates shareholder returns. 
This may be attributable to consumer’s reluctance to fully embrace higher prices 
related to the cost of socially or environmentally conscious products (p. 1).    

 Our own survey fi ndings showed that 57 % of respondents believe that the mar-
ketplace rewards companies that engage in CSR activities. A participant suggested 
that rewards come “over the long term, yes. Over the short term, probably not.” 
Another remarked “I would like to think so, but I think it’s hard to measure. I think 
bad acts (e.g., Exxon Valdez spill) have a greater effect than good deeds – probably 
in large part due to which get media attention.”  

9.3.3     Trend #3: CEOs Have a Lot to Say About CSR 

 In the world’s largest CEO study on sustainability to date, 67 % of CEOs said they 
believed that business isn’t doing enough. But in looking to the future, 63 % antici-
pate that sustainability will transform their industry within fi ve years, and 76 % 
believe that embedding sustainability into their core business strategy will be a 
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driver for profi tability and new opportunities (The UN Global Compact-Accenture 
 2013b , p. 11). 

 However, these CEOs are frustrated. They are fi nding it diffi cult to measure the 
business value of sustainability and to successfully deliver the business case for 
action. Additionally, they see market failure as curtailing business efforts to meet 
global sustainability challenges (p. 11). 

 These CEOs are also calling for active participation of governments and policy-
makers to work with business to align public policy with sustainability challenges 
on global, national, and local levels. At the same time, they are expressing the desire 
to learn from company leaders who have successfully embedded sustainability in 
their business strategy as a driver for innovation and growth, thus creating business 
value while achieving sustainable solutions (p. 12). 

 The UN Global Compact has been instrumental in raising the visibility of the 
need for worldwide sustainability efforts on behalf of all global citizens. In fact, 
some of our survey respondents note that their companies have signed the compact. 
We asked our respondents whether they agreed with the CEO call to action reported 
in the UN Global Compact – Accenture CEO Study on Sustainability described 
above. Two-thirds of survey respondents (67 %) concurred with the statement. 

 Additionally, one respondent surmised, “Some people believe that we are at the 
point of no return in terms of the damage done to the Earth.” But, she continued 
hopefully, “I would like to think that it’s still worth trying.” 

 That determination – to keep trying – seems to be what drives corporations and 
CEOs who develop strong social responsibility programs. Cheered on by their 
employees – and especially the youngest of them, the Millennials – they continue to 
create CSR programs, sell them up within their organization, motivate other employ-
ees to join in, and do their own part to be valuable corporate citizens. The programs 
they sponsor – whether philanthropic giving, environmental sustainability and 
beautifi cation efforts, or training programs to support nonprofi ts – indicate that 
social responsibility is growing deep and wide within US businesses. It is encourag-
ing to see. And, for employees and other key stakeholders, it is motivating to join in. 

 These statistics on the views of CEOs show the depth of their understanding and 
concern for the challenges that global sustainability issues present:

   32 % say the global economy is on track to meet the demands of a growing 
population.  

  33 % think business is making suffi cient efforts to address global sustainability 
challenges.  

  83 % believe that government policymaking and regulation will be critical to 
progress.  

  38 % believe they can accurately quantify the value of their sustainability 
initiatives.  

  37 % see the lack of a link to business value as a barrier to accelerating progress 
(The UN Global Compact-Accenture, p. 15).    

 So, in forward-thinking corporations, CSR and sustainable business practices 
have broadened from well-meaning community relations initiatives to the core of 
the organization’s value creation process.  
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9.3.4     Trend #4: CSR Performance Is Being Measured 

 According to the Global Reporting Initiative (GRI), 75 % of the top 100 companies 
in the USA are reporting on their corporate responsibility performance. GRI claims 
they are doing so for ethical and economic reasons. A European-based organization, 
GRI recently established Focal Point USA and Canada. Their mission is to make 
sustainability reporting standard corporate practice (GRI Website, Focal Point USA 
and Canada, Reporting in the US and Canada section, para. 3). 

 They are not alone in encouraging corporations to adopt sustainability reporting. 
The European Commission proposed an EU directive, dated April 16, 2013, that 
“All large companies in the EU will have to disclose information on (a) policies, (b) 
risks and (c) results as regards environmental matters, social and employee-related 
aspects, respect for human rights, anti-corruption and bribery issues, and diversity 
on the boards of directors” (Katus, Nov. 1,  2013 ). 

 According to GRI, a sustainability report covers the economic, environmental, 
and social impacts of its activities and describes the organization’s values, gover-
nance model, strategies, and commitments to a sustainable global economy (GRI 
Website, What is GRI?, An Overview of GRI section, para. 2). Additionally, there 
is now a call to report “material” sustainability topics which GRI defi nes as:

  Material topics for a reporting organization should include those topics that have a direct or 
indirect impact on an organization’s ability to create, preserve or erode economic, environ-
mental and social value for itself, its stakeholders and society at large. (Katus, Nov. 1  2013 ) 

   In fact, the “CSR Sustainability Monitor: 2012 Report on the Scope and Quality 
of CSR Reports from the World’s Largest Corporations” found an emerging corpo-
rate practice of engaging outside assurance providers, such as public accounting and 
auditing fi rms and other specialized professionals, to further substantiate corporate 
reported outcomes. Of the 560 sustainability reports analyzed in their study, 252 
were reviewed by an outside provider (Weissman Center for International Business, 
Baruch College/CUNY, p. 35). 

 Reporting from organizations themselves is augmented by lists and rankings from 
external sources as well. In addition to organizations such as the Committee 
Encouraging Corporate Philanthropy and the Center for Corporate Citizenship, 
annual accountings such as the Forbes.com list of “The World’s Most Sustainable 
Companies of 2014” provide rankings of companies’ sustainability efforts (Smith 
 2014 ). Such reports serve to validate the work of the ranked companies and also to 
motivate organizations not yet listed to improve and expand their sustainability efforts.  

9.3.5     Trend #5: CSR Is Evolving Incrementally 

9.3.5.1     Corporate Giving Is Now Strategic Philanthropy 

 Cochran ( 2007 ) reports that the era of modern philanthropy began about 1953, “… 
when corporations began giving for purposes not directly related to immediate cor-
porate benefi t.” A major tenet of this era of corporate philanthropy, he offers, “… 
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was that it be ‘from the heart,’ rather than focused on any clear business or ‘bottom 
line’ gain” (p. 450). Indeed, philanthropy has been at the heart of CSR in the USA 
for more than 60 years. Since that mid-twentieth-century beginning, then, philan-
thropy has evolved from a way to help the corporation to a way to help others, and 
more recently, to become part of broader sustainability efforts for the corporation as 
well as for the society. Whether it is a major global corporation adopting a signature 
program, such as the Goldman Sachs’s initiatives described earlier or a neighbor-
hood pharmacy sponsoring a local little league baseball team, giving is part of the 
American corporate character. 

 But the evolution of CSR in the USA has many leaders broadening their scope. 
Accenture and the Committee Encouraging Corporate Philanthropy (CECP) in their 
report, “Business at its Best: Driving Sustainable Value Creation,” identify CEOs 
“who are helping their companies identify business opportunities at the conver-
gence of core strategy and societal issues” ( 2011 , p. 1). These leaders are moving 
from the historic US emphasis on corporate philanthropy alone to seeking more 
strategic opportunities for competitive advantage, profi ts, and sustainable 
environments. 

 So when organizations plan their philanthropy, it is often more about helping 
create sustainability than simply giving away money. We know of one affi nity group 
of CSR leaders from a variety of industries who designed an innovative way to aid 
nonprofi ts in a year when corporate funding budgets were cut. The group planned a 
day of training, offering courses to the nonprofi ts in computer technology, funda-
mentals of healthcare, human resources, and other key business functions. The CSR 
practitioners reached out to their personal networks and used their own business 
expertise to provide training that would ensure robust operations for those nonprof-
its. Ideas like this one are examples of how corporations are making contributions 
in ways that create sustainable organizations and not just their own.  

9.3.5.2     CSR Reporting Is Now Engagement 

 Engagement – getting not only buy-in but  participation  from stakeholders – is cur-
rently the operative word in CSR. Employees especially are tapped to implement 
CSR principles and contribute their “sweat equity” to corporate CSR programs. Tim 
Mohin ( 2012 ) stresses the growing connection between CSR and employee engage-
ment. He refers to a Society for Human Resources Management study that com-
pares companies that have a strong sustainability program with those that have poor 
ones. In the companies with strong programs, he reports, “… morale was 55 % 
better, business processes were 43 % more effi cient, public image was 43 % stron-
ger, and employee loyalty was 38 % better” (section: 3. Employee engagement 
emerges, para 1). 

 Baker ( 2012 ) confi rms this shift from reporting to engagement:

  The current model of corporate responsibility reporting has hit a ceiling …. So companies 
are now starting to focus their aim on the engagement side. Since customers, employees and 
suppliers generally don’t read reports, companies are beginning to experiment with ways to 
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interest, entice and even seduce those stakeholders into wanting to engage with the  company 
about what it’s doing. (section: 1. Moving from reporting to engagement, para. 1 & 4) 

   In her report on a panel discussion about emerging trends in CSR, Alison 
Monahan ( 2012 ) noted that one panelist, Mitch Baranowski, cofounder of the brand 
innovation studio BBMG, suggested that “Your CSR reporting needs to be dynamic. 
A static report generated once a year isn’t suffi cient to respond to constantly chang-
ing conditions…. Pay more attention to engagement and empowerment, and less to 
information and education” (section: 4. CSR pressure increasingly bottom up, not 
top down, para. 3). More and more, CSR leaders are seeing the value of changing 
from reporting CSR news to their employees and other stakeholders to  involving  
those stakeholders in the strategy for, the implementation of, and the storytelling 
about their CSR activities. Reporting on those initiatives therefore becomes more 
robust and ultimately more meaningful to the organization’s stakeholders. 

 According to Crane and Matten ( 2013 ), the coming of age of social media and its 
use by CSR practitioners mean that “The main channels of engagement and com-
munication for business are changing … it is here where we see the most signifi cant 
changes in the way companies communicate” (section: Trend 5: Watch social 
media! para. 20). The interactive nature of social media “… amplifi es the commu-
nication of real life impacts, of how people are affected, the need for discussion 
rather than one-way information, and the absolute imperative of time” (para. 20). 
They suggest that CSR communication “… is not just putting out a report once a 
year, but it is about informing on a regular basis, close to events” (para. 20). 

 Sharon Beattie’s insightful article, “CSR Reporting 2.0, From Stats to Stories” 
( 2012 ), also examines the engagement value of social media. She summarizes the 
shift to engagement quite succinctly: “Today, it’s not enough to communicate what 
organizations are doing or have done when it comes to CSR. It’s more important to 
engage your stakeholders in sharing your CSR story” (para. 4).  

9.3.5.3     CSR Is Now Aligned with Business Goals and Expertise 

 Integrating business goals and social responsibility goals is a popular strategy for 
companies with CSR functions and moves the practice forward from the days when 
only the Public Affairs or Human Resources functions were working in that arena, 
with little input from their C-suite leaders. Our survey fi ndings also confi rmed this 
practice, with 75 % of respondents reporting that their organizations integrated their 
CSR goals with long-term business plans. 

 We had also asked respondents in our survey whether the concept of “doing good 
to do well” was becoming increasingly important in the last fi ve years. Seventy-one 
percent of our survey respondents agreed that it was more important. One respon-
dent offered that “It used to be that a company did good ‘just because’ or because it 
was the right thing to do. Now it’s about lining up with business goals.” 

 The elevation of CSR goal setting from the functional level to the corporate level 
was confi rmed in our survey fi ndings, with 75 % of respondent indicating that their 
CSR and sustainability goals are integrated into the company’s long-term business 
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goals. This response mirrors the report from the UN Global Compact-Accenture 
( 2013a ,  b ) indicating that 76 % of that study’s respondents believe that embedding 
sustainability into their core business strategy will be a driver for profi tability and 
new opportunities (p.11). 

 Integration makes goal setting easier for managers and for employees and makes 
measurement more accurate for corporations. The more transparent and monitored 
corporations keep their goals, the easier it will be to build sustainable 
organizations. 

 Cochran ( 2007 ) suggests that “Organizations should fi nd social needs that align 
with their particular expertise” (p. 450). Aligning sustainability efforts with a com-
pany’s core skills makes sense for a variety of reasons, including the fact of the exper-
tise itself. Cochran points out that “Companies that focus on causes in their area of 
expertise will almost certainly be more effi cient at addressing social needs” (p. 451). 
There is no learning curve, for example, when healthcare company scientists volun-
teer at a laboratory run by retired scientists offering real-life science experiments for 
high school students to encourage entry into one of the STEM (Science/Technology/
Engineering/Math) professions. It’s a good idea to “… exploit this synergy between 
the social and the economic, rather than try to minimize it,” Cochran explains (p. 451). 

 The United Nations Global Compact, established in July 2000 and now the 
world’s leading voluntary corporate sustainability initiative, proposes a model for 
corporate sustainability in “Architects of a Better World: Building the Post-2015 
Business Engagement Architecture.” Their model establishes sustainable develop-
ment goals alongside long-term business goals and then follows through by building 
trust through transparency and accountability (making public commitments to prin-
ciples and goals and adopting metrics and reporting and certifi cation standards), 
scaling up platforms for action and partnership (utilizing issue platforms, local and 
business initiatives, and technology hubs), and taking advantage of market and 
society- based drivers and incentives ( 2013a ,  b , p. 3). 

 Alignment of business and social goals has piqued the interest of executives 
because they realize that it affects their fi nancial bottom line. They are beginning to 
see that it has an impact on their reputational bottom line as well and that the two go 
hand in hand. A strong corporate image, built on multiple successes from quality 
products, strong business partnerships, integrity, and a visible focus on involvement 
in one’s community, leads to a strong corporate reputation. That positive reputation 
brings customers to the door. It is becoming clearer to leaders that CSR activities 
provide visibility and reputation-building opportunities. Baker ( 2012 ) sees organi-
zations taking on “the role of global citizen” and notes that “… suddenly engage-
ment with societal problems is becoming more accepted as an aspect of business 
leadership” (section: 4. Taking the role of global citizens, para. 5).  

9.3.5.4     Leaders Are Reporting on CSR, and Reporting Is Integrated 

 Crane and Matten ( 2013 ), in their “Top 5 CSR Trends for 2013,” note that the GRI 
reporting guidelines for sustainability reporting will “… move CSR related report-
ing away from being a separate ‘side show’ to becoming an integrated part of the 
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fi nancial reporting of companies” (section: Trend 3: Beware of CSR Fatigue!, 
para. 2). 

 Given the integration of sustainability measures in business strategy and results, 
organizations such as the GRI, the International Federation of Accountants (IFAC) 
(Gould, Nov.1  2013 ), and the International Integrated Reporting Council (IIRC) are 
advocating the need for corporate integrated reporting. The IIRC, created for this 
purpose, defi nes Integrated Reporting (IR) as:

  … a process that results in communication by an organization, most visibly a periodic inte-
grated report, about value creation over time. An integrated report is a concise communica-
tion about how an organization’s strategy, governance, performance and prospects, in the 
context of its external environment, lead to the creation of value over the short, medium and 
long term. An integrated report should be prepared in accordance with the International 
<IR> Framework. (IIRC, homepage) 

   And, as confi rmation that integrated goal setting and reporting are a successful 
strategy of many organizations, the Center for Corporate Citizenship report con-
cluded that “Executives reporting integration of corporate citizenship and business 
goals are up to nine times more likely to report success with reputational and cul-
tural goals” ( 2012 , p. 1). 

 We asked survey respondents to rank their company’s most important goals, 
offering as a template goals identifi ed in the Center for Corporate Citizenship at 
Boston College’s Carroll School of Management 2012 report (p. 5). Their top fi ve 
ranked selections were:

    1.    Manage consumer expectations.   
   2.    Enhance corporate reputation.   
   3.    Create sustainable supply chain processes.   
   4.    Manage risk.   
   5.    Foster greater public trust.     

 All of the above are clearly key components of an effective and impactful CSR 
plan. 

 Ranking in the middle range were:

    6.    Increase market share.   
   7.    Reinforce fi rm traditions and values.   
   8.    Help solve social problems.     

 And the last fi ve goals ranked at the bottom of the list by our respondents in 
terms of importance to their corporations were:

    9.    Motivate employees.   
   10.    Manage community expectations.   
   11.    Reduce waste.   
   12.    Recruit employees.   
   13.    Retain employees.     

 Seeing all three employee-related goals listed in the bottom fi ve in terms of 
importance was unexpected. We anticipated that most employers would consider 
their employees to be their most important stakeholders, both in terms of driving 
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success and as brand ambassadors for the company’s CSR strategy and business 
goals. 

 We were also surprised to fi nd that Goal #11, reduce waste, ranked at the bottom, 
especially since in a separate question in our survey, we had asked respondents to 
list which goals were managed and monitored in their organizations. A full 62 % of 
respondents reported that environmental and sustainability goals were the second 
most important CSR activity managed or monitored by their companies.  

9.3.5.5     CSR Benefi ts the Corporation as Well as Society 

 In his article on the “Benefi ts of Corporate Social Responsibility,” Whitman ( 2013 ) 
remarks that “No longer is the term ‘Corporate Social Responsibility’ a novel idea 
amongst businesses.” He refers to a 2011 sustainability study by MIT which shows 
that “… sustainability, in the U.S. at least, now plays a permanent part in 70 % of 
corporate agendas” (para. 1). 

 Whitman ( 2011 ) cites Unilever as an organization which has benefi tted from its 
CSR activities:

  Organizations such as Unilever haven’t simply been championing sustainable business as a 
form of corporate philanthropy. Since implementing their Sustainable Living Plan, they 
have increased growth and profi ts. Quite simply, doing good is good for business. (para. 2) 

   We asked our respondents about the importance of CSR in their competitive 
markets, and the results were not surprising. A full 100 % of respondents agreed 
that corporations need to be authentically involved in sustainability and CSR activi-
ties if they want to maintain a competitive edge. 

 Employees want to be associated with organizations that care about their com-
munity (people), the environment (planet), as well as making money (profi t), the 
so-called triple bottom line of social responsibility. So companies with active and 
visible social responsibility programs that offer employees opportunities to partici-
pate will be more successful than those who do not have such programs. One 
respondent stated, “This [CSR] is less about a PR opportunity and more about 
attracting and keeping talent. Employees care whether or not an employer is a good 
corporate citizen.” Emphasizing the importance of building a strong reputation, our 
study found that “Consumers and customers expect organizations to be responsible. 
It’s part of their loyalty determination.” CSR “needs to be part of the fabric of the 
organization in everything that you do,” one respondent noted. Other responses pos-
ited that “Companies trusted by customers do better than companies that are not 
trusted. CSR is seen as integral to greater trust.” And Cochran ( 2007 ) signals his 
agreement with the concept of building trust through corporate responsibility activi-
ties when he cautions that “In today’s business environment, executives must either 
embrace corporate social responsibility or risk serious consequences” (p. 449). 

 We noted in the 2012 report of The Center for Corporate Citizenship that 80 % 
or more of executives confi rm that environmental and social and governance invest-
ments create fi nancial value for companies. Our survey fi ndings concurred. Most 
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respondents believe that involvement in CSR does help build a strong reputation for 
the company and does contribute to its profi tability and success. But they indicated 
that reputation enhancement is a stronger result of such activities than contributions 
toward profi tability. Seventy-two percent of respondents said that CSR was very 
important or extremely important to a company’s reputation, but only 37 % said the 
same for profi tability. 

 When it comes to benefi ting from social responsibility activities, all respondents 
(100 %) indicated that their organizations do indeed benefi t. One respondent noted 
that building a strong reputation affects the global organization just as quickly as it 
does the US affi liate. Another agreed, saying that “it allows for local visibility, but 
more importantly, CSR activities give another opportunity for employees to connect 
with the company and with each other.” The benefi ts are there, one respondent 
offered, but “More than profi ts, it is integral to our license to operate.”   

9.3.6     Trend #6: CSR Is a Business Imperative and a Moral 
Imperative 

 Do organizations need CSR programs to be successful? Our survey fi ndings showed 
that they do, even suggesting that “It is ‘the ante’ for doing business.” That clever 
poker analogy indicates how far the practice of social responsibility has come in the 
last decade. If CSR is indeed “the ante” for getting into business, organizations that 
are already engaged in this type of work will have a competitive advantage, and 
those that have not yet adopted CSR practices will need to catch up. But the 29 % 
of survey respondents who did not agree that CSR is a corporate imperative share a 
concern about the fi nancial burden of such programs: “I hear about budgets for CSR 
being cut all the time. And I see nonprofi ts that previously had good support now 
struggling.” Alison Monahan ( 2012 ), in her article on “Four Emerging Trends in 
CSR,” outlines key proof points that CSR is indeed a business imperative:

    1.    Potential partners want to work with a sustainable company for wholly practical 
reasons: to save money via decreased resource consumption and to avoid the 
potential for damaging bad publicity.   

   2.    Employees want to work for a company that’s making a difference, and, when 
the company is under attack, they need relevant information so they can advocate 
on the company’s behalf.   

   3.    Potential employees look to CSR reports and other information to get a sense of 
the corporate culture. They are reading the reports and asking hard questions 
even before they come on board.   

   4.    Dialoging with internal and external stakeholders can generate good solutions 
from the crowd (section: 3. CSR is a business imperative, para. 1).    

  As to whether participation in CSR activities has become a moral imperative, 
71 % of respondents said yes, agreeing with a response that noted “If a corporation 
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is making a profi t, then giving back is absolutely essential. It’s important for the 
reputation of the company in the community and with employees.”   

9.4     The Bottom Line on the Triple Bottom Line, for Now 

 CSR is gaining momentum as a corporate practice in the USA. Ryan Scott ( 2014 ), 
a regular contributor to Forbes.com on CSR topics and developer of the Community 
Impact Platform which allows organizations to launch unique social change initia-
tives that highly engage their members and deeply impact their communities, 
believes that “CSR is a business approach that is here to stay. All the world’s largest 
companies have corporate social responsibility programs; indeed, according to a 
2013 study by Boston College’s Center for Corporate Citizenship, 97 % of surveyed 
companies reported being allocated a discreet operating budget for corporate citi-
zenship” (para. 1). So companies are putting their fi nancial resources behind CSR 
activities. 

 Our snapshot of CSR as it appears today in a US context confi rms that the prac-
tice of social responsibility is indeed a complex, evolving discipline. We were able 
to gain insights into several trends, which show that CSR is growing in popularity 
and scope:

    1.    CSR is not PR. They may be related, but they are certainly not the same.   
   2.    CSR drives corporate value. It is one of the many important ways that corpora-

tions connect with their stakeholders.   
   3.    CEOs have a lot to say about CSR. Once relegated to a Public Affairs function, 

the practice of CSR is moving up to the C-suite.   
   4.    CSR performance is being measured. Outcomes of CSR initiatives are an impor-

tant addition to a company’s story.   
   5.    CSR is evolving incrementally. It is becoming a more strategic function through 

stakeholder engagement, alignment with business goals, and integrated 
reporting.   

   6.    CSR is a business and a moral imperative. Employees and other key partners 
expect organizations to focus on sustainability for the company and for the 
society.     

 Businesses and their employees are embracing the concept of social responsibil-
ity because it is good for business, it helps them feel part of something other than 
themselves, and it helps build reputations and drive profi tability. We cannot predict 
what will come next, but we can report that CSR continues to have a signifi cant 
impact on how US businesses operate. 

 The world of CSR in the USA has evolved and changed considerably in the last 
decade. Clearly, the rise of social media as a preferred tool for communication has 
had a strong infl uence on the speed of this change. The public is continually bom-
barded with signs of these changes – in the newspaper advertisements touting a 
company’s charitable giving, in the cause marketing programs that invite us to 
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 participate in a corporation’s philanthropy through purchasing their products, and in 
the growing voices of employees who are encouraging volunteerism and participat-
ing in community social programs. Being visibly active in the CSR space – or treat-
ing it like a Broadway show, as one Goldman employee put it – is becoming an art 
form in itself. Leah Eichler ( 2013 ), in her article, “Is Doing Good a Sustainable 
Business Model?” remarks that there is a “… distinctive ‘feel good’ vibe in the air.” 
She believes that:

  … being good – as a corporate citizen and an employer – has become more ingrained in the 
corporate culture. It is no longer just public relations fi rms that are extolling the virtues of 
their clients; companies and employers seem to be presenting themselves as both virtuous 
and profi table. (para. 1) 

   So, talking about good works and how we champion causes that benefi t our com-
munities and our environment appears to be as important as actually doing it. 
Touting good works is a delicate balance between the pure philanthropic nature of 
social responsibility efforts and the public relations spin that many companies put 
on their sustainability efforts. This potential dilution of the “good” in good works 
often brings the company back to the 1950s when, as Cochran ( 2007 ) points out, 
philanthropy was designed to relate more directly to corporate profi t. 

 But, as we see from our research of the current literature, the right balance can 
be achieved. Cochran nicely sums up the synergy that should exist between corpora-
tions and society as they merge their efforts to create sustainable businesses and 
environments:

  Perhaps the most important intellectual breakthrough regarding modern conceptions of 
CSR is that socially responsible activities can, and  should , be used to enhance the bottom 
line. The corollary is that most, if not all, economic decisions should also be screened for 
their social impact. Economic returns and social returns should not remain quarantined in 
insolated units. ( 2007 , p. 453) 

   It appears from our survey of current CSR practitioners, as well as our study of 
CSR research organizations and social media blogs, that US CSR is moving in this 
direction, as organizations work to make connections with society in ways that 
make the most sense for their business and make the most of their expertise. 
Harnessing the collective power of society and business will surely help build the 
sustainability that both require.     
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    Chapter 10   
 Distributions of Confl ict Potentials 
Among Western and Chinese Employees 
in Multinational Corporations in China 

             Shiyong     Peng    

    Abstract     This study is a secondary analysis based on the study of Peng (Culture 
and confl ict management in foreign-invested enterprises in China: an intercultural 
communication perspective. Peter Lang, Bern, 2003). The distribution of fi ve cate-
gories of work-related confl icts was tabulated and analyzed among American, 
French, and Chinese employees in foreign-invested enterprises (FIEs) as well as 
Chinese employees in state-owned enterprises (SOEs) in mainland China. These are 
confl icts on salary, promotion, and fringe benefi ts, confl ict on job assignment, con-
fl ict on worldview, confl ict on personal taste and character, and confl ict on manage-
ment styles. The results of the data analysis generated an emerging pattern of 
confl ict distribution that basically corresponds to the confl ict management patterns 
of Western and Chinese employees in foreign-invested enterprises. The results of 
this study indicate that for confl ict on salary, the Chinese have a higher confl ict 
potential than Americans and French, whereas Americans have a higher confl ict 
potential on management styles than French and Chinese. The infl uence of cultural 
values on confl ict management styles is clearly refl ected by the differences among 
American, Chinese, and French across their respective management styles over all 
fi ve categories of confl icts. Between the FIE Chinese and SOE Chinese, signifi cant 
differences are also found over the management styles of the fi ve confl icts. The 
overall results of this study provide us with an insightful understanding that the col-
lectivistic and individualistic orientations of high-contextual and low- contextual 
cultural members are not always aligned with the nonconfrontational and confron-
tational confl ict management styles as we customarily believe. Confl ict manage-
ment styles should be expected, explained, and interpreted through a combination 
of cultural orientation, confl ict stake, and personality.     
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10.1      Introduction 

 Based on the secondary data analysis, this study attempted to fi nd how  work-related 
confl icts were most frequently encountered by American, French, and Chinese 
employees in foreign-invested enterprises in mainland China. The analysis was 
focused on the distributions of fi ve types of work-related confl icts: (1) salary, 
 promotion, and fringe benefi ts, (2) job assignment, (3) worldviews, (4) personal 
taste and characters, and (5) management styles. The objective of this study was to 
determine whether there were differences in confl ict encounter between Western and 
Chinese employees and how their respective cultural values may possibly affect the 
way they perceived confl ict potentials and the stake of confl icts at the workplace. 

 The distribution tendencies of these confl icts were examined from the 
 perspectives of cultural and social differences members of the four cultural groups 
brought with them into the organizations. The results of the analysis indicate that 
employees from different cultural groups have different chances of encountering 
different types of confl icts in foreign-invested enterprises in China, depending on 
their perceptions of the stakes of the confl icts and their cultural values. In addition 
to differences in cultural values, salary scales, education backgrounds, and career 
perspectives may also affect how employees perceived one confl ict with higher 
stake than the other. 

 The knowledge of confl ict potential distributions among Western and Chinese 
employees can help corporate management design and implement more effective 
human resources management policies for better organizational effi ciency and 
enhancement of team spirit, group harmony, job satisfaction, crisis management, 
and interpersonal relationship among the employees of different cultural 
 backgrounds. It is hoped that the results of this study can provide possible clues for 
future research in confl ict studies in various intercultural settings.  

10.2     Literature Review 

 Differences in confl ict management between members of different cultures have 
well been documented by scholars (e.g., Friedman et al.  2000 ; Gross and Guerrero 
 2000 ; Kozan  1989 ; Rahim  1989 ). For example, Leung ( 1988 ) found that the Chinese 
are more likely to engage in confl ict with out-group members (strangers) than with 
in-group members (friends). He confi rmed that members of individualistic cultures 
are more accustomed to meeting with people and can get along with new people 
more easily, whereas members of collectivistic cultures put more value on coopera-
tion with their in-group members (Triandis et al.  1988 ). Leung and Lind ( 1986 ) 
discovered that Americans prefer an adversary procedure to resolve dispute, whereas 
the Chinese are indifferent to both adversary and inadversary procedures. 

 In another study, Trubisky et al. ( 1991 ) found that collectivistic Taiwanese 
Chinese are more likely to adopt obliging and avoiding strategies than individualis-
tic Americans in confl ict situations. Trubisky et al. ( 1991 ) also found that in confl ict 

S. Peng



195

situations, Americans are more dominating than the Japanese and Koreans and that 
the Chinese are more obliging and avoiding than Americans. 

 These fi ndings confi rmed Hofstede’s ( 1980 ) assumptions on the differences 
between individualistic and collectivistic cultural members in managing confl ict 
and provided empirical support to the proposition of Ting-Toomey ( 1985 ) that 
members of low-context cultures are more likely to adopt confrontational styles 
than members of high-context cultures. Such fi ndings have been further supported 
by Tse et al. ( 1994 ) who found that the Chinese are more likely to avoid confl icts 
than Canadians and Americans and Peng ( 2003 ) who found out that French are 
more concerned with maintaining interpersonal relationships than Americans in 
most of the confl ict scenarios. Their fi ndings are consistent with Hofstede’s argu-
ment that in collectivistic cultures, “relationships prevail over task” (Hofstede  1991 , 
p. 67) as well as Ting-Toomey’s ( 1985 ) assumption that in high-context cultures, 
relationship maintenance is an important concern in confl ict situations. Peng ( 2003 ) 
also found that Americans and French, while working in foreign-invested enter-
prises in China, tend to compromise in managing confl ict in order to adapt to the 
Chinese confl ict management styles. 

 In their study of the management styles of Chinese and American managers, 
Jehn and Weldon ( 1997 , p. 315) found that Chinese managers prefer passive confl ict 
management styles such as avoiding, whereas American managers prefer a more 
proactive problem approach “focused on immediate and direct attention to task- 
related confl icts.” 

 Communication scholars of Chinese ethnic background (e.g., Cai and Gonzalez 
 1997 –1998; Chen and Hao  1997 –1998; Hwang  1987 ,  1997 –1998; Jia  1997 –1998; 
Wang and Wu  1997 –1998) studied confl ict management from a native Chinese 
 cultural perspective. Their studies rendered results across a wide range of confl ict 
scenarios. For example, Hwang ( 1987 ,  1997 –1998, p. 25) proposed a model of con-
fl ict management that incorporated some core values of the Chinese culture such as 
connections ( guanxi ), face, interpersonal harmony, and favor to predict how confl ict 
is managed in the Chinese society. This model is built on two dimensions: dimen-
sion of “pursuing vs. discarding personal goal” and the dimension of “maintaining 
vs. ignoring interpersonal harmony.” Hwang argued that when a person chooses to 
discard interpersonal harmony, she/he may choose to confront the confl icting party. 
However, if this person chooses to maintain interpersonal harmony, she/he may 
choose to endure the confl icting party. His arguments and assumptions imply that 
Chinese people are not always as nonconfrontational or avoiding in interpersonal 
confl icts as what they are understood to be in most cases. They may choose different 
confl ict management styles depending on the stake of the confl ict they perceive. 

 In many situations, the Chinese may adopt confrontational approaches when 
their personal interests or benefi ts are jeopardized. For example, inside organiza-
tions, face-to-face argument, or head-on confrontation is not uncommon when it 
comes to salary increment, offi ce space allocation, annual performance evaluation, 
or other monetary benefi ts. 

 Hwang’s assumptions opened up some clues for us to look into how the Chinese 
perceive the stakes of confl icts in various scenarios. But unfortunately, up to now,  studies 
that relate cultural values, confl ict management, and the stakes of confl icts as perceived 
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by members of cultural groups are not yet seen much. In addition, Hwang’s model needs 
to be tested empirically, and the cultural concepts such as face, connections, and favor 
need culture-specifi c operationalizations before signifi cant relationships can be found. 
This job, if done substantially, can help facilitate our confl ict research. 

 Although Yu ( 1997 –1998, p. 68) agreed with Hwang’s perception of how Chinese 
people manage confl icts and concluded that the Chinese consider confl ict as bad, 
destructive, and negative, both of them agreed that the Chinese tend to adopt similar 
confl ict management styles as those from low-context cultures, for example, 
Americans, depending on various confl ict situations. 

 From a Chinese cultural perspective, Wang and Wu ( 1997 –1998) investigated an 
indigenous confl ict management approach of the Chinese, the ideological work, a 
dominant communication approach to manage confl icts between individual and col-
lective interests during Mao’s period in China. During that period, this was more of 
a one-way, top-down mind persuasion using Mao’s philosophy than a two-way sym-
metrical interpersonal communication. 

 Literature on confl ict management studies shows that confl ict management styles 
are in most cases dichotomous: confrontational and nonconfrontational. For exam-
ple, the Chinese tend to be more nonconfrontational and Westerners tend to be more 
confrontational. However, this does not negate the fact that the Chinese can be con-
frontational when they perceive confl ict with high stake threatening their personal 
interests. But when and how the Chinese will use confrontational style is still a 
question that needs to be answered by empirical examination and comparison in 
both monocultural and intercultural environments. 

 From the literature, we found that most of the cross-cultural studies of confl ict 
management share some limitations. First, samples of Chinese ethnicity were usu-
ally selected from Hong Kong, Taiwan, and  the United States (e.g., Trubisky et al. 
 1991 ). Although the Chinese from all over the world share the same traditional 
Chinese culture, they are different in many ways because of the acculturation pro-
cess of those living outside mainland China (Fuller and Peterson  1992 ). Thus, it is 
inappropriate to generalize fi ndings derived from overseas Chinese communities to 
the Chinese people considered as an identical cultural group. Another limitation is 
the employment of either self-selected or convenience samples. Accordingly, 
although these studies shed new light on the relationships between culture and con-
fl ict management, their overall generalizability is dubious because cultural values, 
although resistant to change, may not remain as they are assumed in the past studies 
(e.g., Trubisky et al.  1991 ; Tse et al.  1994 ). 

 Most of the studies (e.g., Jehn and Weldon  1997 ; Trubisky et al.  1991 ; Peng 
 2003 ) discovered the general tendency that the collectivistic Chinese are passive, 
whereas individualistic Americans are confrontational in confl ict management, 
although differences do exist between mainland Chinese and overseas Chinese. But 
these fi ndings were obtained in monocultural environments. Would confl ict man-
agement styles of cultural members be affected when they are in an intercultural 
setting? If yes, how would such an environment infl uence their styles of confl ict 
management? And how would the nature of confl ict affect the management styles of 
cultural members? 
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 This current study attempts to analyze the distributions of work-related confl icts 
among Americans, French, and Chinese. Together with the fi ndings of Peng et al. 
( 2000 ) and Peng ( 2003 ), it intends to discover how the distributions of confl ict 
potentials are related to the nature and the perceived stake of confl icts among differ-
ent cultural members. The objective of this study is to fi nd out how confl ict poten-
tials are distributed among employees of different cultural backgrounds in 
foreign-invested enterprises in mainland China and what the cultural implications of 
the confl ict distributions are.  

10.3     Method 

 The data for this study was initially collected by Peng ( 2003 ). The data analyzed for 
this study contains the answers from 524 participants to question 61 of the question-
naire of Peng (see Peng  2003 ), and these answers were not analyzed in the original 
study. This question solicited answers to seven mutually exclusive types of confl icts 
which FIE employees most frequently encountered. They are confl icts in salary and 
promotion, fringe benefi ts, job assignment, differing worldview, different personal 
taste and character, management, and others. Respondents were requested to choose 
only one out of these seven confl icts as the most frequently encountered confl ict in 
their workplace. 

 The original data were collected through a census in Guangdong province in 
mainland China in 1999 (see Peng  2003 ). Four groups of respondents involved in 
the original study included Americans, French, Chinese working in foreign-invested 
enterprises (FIE Chinese) and Chinese working in state-owned enterprises (SOE 
Chinese). The SOEs in this study include ten factories, ten trading companies, one 
subway company, and fi ve government offi ces, whereas the FIEs include 11 trading 
companies and one nuclear power station. 

 The questionnaires were personally distributed to the respondents and collected 
when completed by the respondents. 

 In order to apply cross-tabulation, the dataset was recorded with confl ict on sal-
ary, promotion, and confl ict on fringe benefi ts (fewer than 5 cases) combined and 
confl ict on management styles and other confl icts (fewer than 5 cases) combined. 
Thus, the fi nal dataset only included fi ve types of confl icts.  

10.4     Results 

 The results of cross-tabulation analysis produced a pattern of confl ict encounter in 
that the American and the French tend to form one group, whereas the FIE Chinese 
and SOE Chinese another. The results of cross-tabulation are presented in the fol-
lowing table. 
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10.4.1     Summary of Confl icts Encountered 
by Respondents in FIE in China 

 American  French  FIE Chinese  SOE Chinese 

  n  = 150   n  = 74   n  = 150   n  = 150 

 Salary/promotion/
fringe benefi ts 

 14  9.33 %  7  9.46 %  26  17.33 %  29  19.33 % 

 Job assignment  22  14.67 %  12  16.22 %  51  34 %  39  26 % 
 Worldviews  16  10.7 %  15  20.27 %  13  8.67 %  22  14.67 % 
 Personal taste/character  30  20 %  13  17.57 %  18  12 %  34  22.67 % 
 Management styles  67  44.67 %  26  35.14 %  42  28 %  26  17.33 % 

   χ  2  = 51.735. df = 12;  p  < 0.001 

10.4.2         Confl ict on Salary, Promotion, and Fringe Benefi ts 

 Of the four groups, both the FIE Chinese (17.33 %),  χ  2 (12,  N  = 150) = 51.735, 
 p  < 0.001, and SOE Chinese (19.33 %), χ  2 (12,  N  = 150) = 51.735,  p  < 0.001, had 
higher confl ict potentials than American (9.33 %),  χ  2 (12,  N  = 150) = 51.735, 
 p  < 0.001, and French (9.46)  χ  2 (12,  N  = 74) = 51.735,  p  < 0.001, employees. 
Obviously, the Chinese tended to confl ict more than Americans and French on sal-
ary, promotion, and fringe benefi t issues.  

10.4.3     Confl ict on Job Assignment 

 The results of this confl ict are similar to those of the fi rst confl ict in that the FIE 
Chinese (34 %),  χ  2 (12,  N  = 150) = 51.735,  p  < 0.001, and SOE Chinese (26 %),  χ  2 (12, 
 N  = 150) = 51.735,  p  < 0.001, have higher confl ict potentials than Americans 
(14.67 %) and French (16.22 %).  

10.4.4     Confl ict on Worldviews 

 Across the four groups of respondents, French employees (20.27 %),  χ  2 (12, 
 N  = 74) = 51.735,  p  < 0.001, have the highest confl ict potential followed by the SOE 
Chinese (14.67 %),  χ  2 (12,  N  = 150) = 51.735, p < 0.001. The confl ict potential of 
Americans (10.7 %),  χ  2 (12,  N  = 150) = 51.735,  p  < 0.001, and FIE Chinese (8.67 %), 
 χ  2 (12,  N  = 150) = 51.735,  p  < 0.001, is lower than the SOE Chinese and French.  
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10.4.5     Confl ict on Personal Tastes and Characters 

 The SOE Chinese (22.67 %),  χ  2 (12,  N  = 150) = 51.735,  p  < 0.001, have the highest 
potential of getting into confl ict with personal taste and character followed by 
Americans (20 %),  χ  2 (12,  N  = 150) = 51.735,  p  < 0.001, French (17.57 %),  χ  2 (12, 
 N  = 74) = 51.735,  p  < 0.001, and FIE Chinese (12 %),  χ  2 (12,  N  = 150) = 51.735, 
 p  < 0.001.  

10.4.6     Confl ict on Management Styles 

 For the potential of this confl ict, American (44.67 %),  χ  2 (12,  N  = 150) = 51.735, 
 p  < 0.001, and French (35.14 %),  χ  2 (12,  N  = 74) = 51.735,  p  < 0.001, are higher than 
the FIE Chinese (28 %),  χ  2 (12,  N  = 150) = 51.735,  p  < 0.001, and SOE Chinese 
(17.33 %),  χ  2 (12,  N  = 150) = 51.735,  p  < 0.001.   

10.5     Discussion and Conclusion 

 The results of data analysis provide a new angle for us to understand how Western 
and Chinese FIE employees encounter confl icts at the workplace. The four groups of 
respondents can be basically divided into two distinctive groups, American and 
French as the Western group and FIE Chinese and SOE Chinese as the Chinese 
group. The Chinese group tends to be more frequent in encountering confl icts on 
salary/promotion/fringe benefi ts and job assignment than the Western group, and 
Western group tends to be more frequent in encountering confl icts on worldview and 
management styles. For confl ict on personal taste, the four groups are independent. 

 The FIE and SOE Chinese had the highest percentage of encountering confl ict in 
salary, promotion, and fringe benefi ts. This is probably due to substantial salary dif-
ference between Western and Chinese employees. For FIE Chinese, only 2 % have 
a monthly salary of more than 611 US dollars. The majority of them only have a 
monthly salary below 121 dollars. Such a large difference can quite possibly become 
confl ict potential, particularly when American colleagues make as much as more 
than several thousand dollars a month. Of the FIE Chinese and SOE Chinese, the 
FIE Chinese have a higher salary than the SOE Chinese. This supports the fi ndings 
that the SOE Chinese (19.33 %) have a slightly higher percentage than the FIE 
Chinese (17.33 %) in encountering confl ict on salary, promotion, and fringe bene-
fi ts. According to the study of Peng ( 2003 ), most of the FIE Chinese hold lower 
positions in the organization, and almost all of them have a common worry of job 
security. These factors added up can infl uence how they fi nd their job remuneration. 
On this confl ict potential, Americans and French are low, only 9.33 % and 9.46 %, 
respectively. Their lower level of confl ict potential can be clearly explained by their 
higher level of salary as compared to the FIE Chinese. 
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 For confl ict on job assignment, the FIE Chinese (34 %) had the highest confl ict 
potential followed by the SOE Chinese (26 %). This fi nding confi rms the possible 
pattern of division of labor between Western and local Chinese employees in that 
Western employees take more managerial and supervising positions, whereas the 
local Chinese take more subordinate positions (Peng  2003 ). Because most of the 
FIE Chinese are in subordinate positions and are assigned to various tasks rather 
than making decisions, it is natural that they have a higher percentage in encounter-
ing confl ict on job assignment because of differences in culture, leadership, and 
management styles. Even though 15 % of FIE Chinese employees are department 
managers (Peng  2003 , p. 123), they usually have to report to Western supervisors, 
whereas Western employees might not have a direct supervisor to report to within 
their domain of their leadership. Usually Western employees do not have to report 
to Chinese supervisors in FIEs in China. This is because most of the FIE executives 
or higher-level supervisors are non-Chinese citizens. The SOE Chinese have a lower 
percentage of confl ict on job assignment as compared with the FIE Chinese. In this 
study, the surveyed SOE Chinese are either technicians or managerial personnel, 
most of whom are decision makers in the workplace. The difference between FIE 
Chinese and SOE Chinese can be well explained by their job positions with SOE 
Chinese holding positions higher than FIE Chinese. 

 The results of confl ict potential on worldview are consistent with our under-
standing. French and American employees have higher confl ict potentials than 
Chinese. To them, China is a foreign country. Because most of them did not get 
pre-assignment intercultural training (Peng  2003 ), it is no surprise that they have a 
higher percentage of fi nding confl icting worldview in the workplace. FIE Chinese 
are a bit different. First, they are more homogeneous than American and French, 
and most of them got higher education and had opportunities to learn English. An 
interesting phenomenon in FIEs in China is that few Western employees can speak 
Chinese, whereas almost all FIE Chinese can speak English (Peng  2003 ). Learning 
English can get the FIE Chinese exposed to the American cultural and values sys-
tems; thus, they should have a higher level of cultural sensitivity than American 
employees. Additionally, the FIE Chinese are much younger than Western employ-
ees. All these can help to explain why Western employees tend to fi nd more confl ict-
ing worldviews than the FIE Chinese. 

 From another perspective, in day-to-day communication between Chinese and 
Western expatriates, language differences or language application can also cause 
confl icts or at least misunderstandings (Fischer  2013 ) that can be otherwise avoided. 
For example, in Chinese culture, asking someone’s age or marital status is not nec-
essarily considered as privacy intrusion. Particularly in some rural areas of China, a 
senior may ask a junior about his or her age or marital status to show his or her 
interest in the junior. The juniors may also ask about the ages of the seniors in a 
polite way to show their respect of the seniors for their time-honored experience. 
“May I know your good age?” ( ? ) is a typical question a junior 
may ask a senior. 

 A lot of times, Western expatriates need to understand that the use of English by 
the Chinese is coated with Chinese cultural implications. In such a situation, con-
fl icts should be accepted or tolerated if the intention of the speaker is understood. 
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 Management style is another area of confl ict where the force of cultural value is 
refl ected. It is more possible for Americans (44.67 %) and French (35.14 %) than 
the FIE (28 %) and SOE Chinese (17.33 %) to encounter confl icting management 
styles. The higher percentage of confl ict potential on management styles among 
American and French employees is consistent with their tendency toward getting 
involved with worldview confl ict with Chinese employees because these two factors 
are conceptually and culturally related. While living and working in a different cul-
tural environment, the next higher percentage of confl ict of Americans on personal 
taste and character is easily explained. The French have a quite low chance of get-
ting into confl ict on personal taste and characters as compared with Americans. This 
is because all the investigated French employees in this study work and live in a 
huge compound somewhat isolated from the local Chinese community. According 
to the French administrator, they seldom have opportunities to communicate with 
the Chinese. In their workplace, there are a very small number of Chinese employ-
ees, all of whom are at lower administrative positions. 

 The overall results of this study provide us with an insightful understanding of the 
perceived confl ict potentials and cultural value. For example, the collectivistic and 
individualistic orientations of high-contextual and low-contextual cultural members 
are not always aligned with the nonconfrontational and confrontational confl ict man-
agement styles. Confl ict management styles should be expected and interpreted 
through a combination of cultural orientation, confl ict stake, and personality. 

 Over the past decades, scholars have produced a rich literature on confl ict manage-
ment, but most of the studies are focused on the aspects of how confl ict was managed 
or resolved. Scholars of confl ict management tended to analyze confl ict management 
along the high-context and low-context culture orientation ( Ting- Toomey  1985 ; 
Trubisky et al.  1991 ; Yu  1997 –1998) or individualism and collectivism dimension 
(Hofstede  1991 ; Jehn and Weldon  1997 ; Ma et al.  2010 ; Peng  2003 ; Tse et al.  1994 ). 

 However, this study attempted to go beyond the confl ict management strategies 
and intended to fi nd out how confl icts are perceived and categorized by the mem-
bers of different cultural groups. Since this study is based on secondary data, its 
limitations are obvious. For example, I am not able to fi nd out any possible attitude 
change of the respondents. 

 The best approach for a study of this nature may be based on a wide range of 
possible workplace confl ict scenarios using fi eld observation method, thus generat-
ing confl ict categories more representative of specifi c organization and cultural 
settings.     
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    Chapter 11   
 Can Internal Communication Drive Business? 
An Overview of Its Strategic Values 
and Practice Tips 

             Stella     Nga-chi     Chiu    

    Abstract     In Asia Pacifi c, people often overlook the strategic value internal 
 communication can bring to a corporation. Most companies have a belief that exter-
nal communication, like marketing and public relations, generates more value than 
internal communication, and they tend to pay more attention and resources to those 
external functions. 

 In this article, the author talks about the strategic roles of internal communication 
and how internal communication can impact on business. The article covers leader-
ship communication, strategic communication, change communication employee 
engagement, employer branding, and manager communication. It also introduces a 
variety of communication platforms used by internal communication.     

  I have to admit, there was a time when I did not think that internal communication 
(IC) was as important as external communication. Not until I started working at my 
current company, which is a Fortune 500 company headquartered in the USA spe-
cializing in industrial automation, did I know the power and strategic value IC can 
bring to a company. 

11.1     Situation in Asia 

 In Asia Pacifi c, IC has taken off much slower than external communication. Most 
companies have a belief that external communication, like marketing and public 
relations, generates more value than IC, and they tend to pay more attention and 
resources to those external functions. I believe this is part of the reason why the 
development of external communication is far ahead of that of IC. 

        S.  N.-c.   Chiu    (*) 
       Hong Kong ,  China   
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 However, as time goes by, companies started to realize the importance of engage-
ment and leadership and how IC can play a critical role in these aspects. Gradually, 
IC has started to take the stage in the corporate communication fi eld.  

11.2     What Roles Does Internal Communication Play? 

 Bovée and Thill ( 2000 , p. 7) defi ne internal communication as “the exchange of 
information and ideas within an organization” and which performs a “logistical” 
service managing content from several communication channels. In these compa-
nies, its functions are limited to newsletter production, publishing stories on intranet, 
and organizing town hall meetings. 

 In some companies, IC performs the role of internal promotion of the company’s 
mission, strategy, and the management team’s vision. In others, which are fewer, it 
acts principally as strategic adviser, offering high-level consultation, and is respon-
sible for leadership communication.  

11.3     How Do I View Internal Communication? 

 How do I view IC? I truly believe IC’s purpose is to foster a culture of open, authen-
tic communication that inspires, mobilizes, and gives voice to employees at all lev-
els of the organization to achieve business results. It does create signifi cant business 
impact on a company.  

11.4     Why Internal Communication Is Important? 

 I see a lot of similarities between a president leading a country and a chief executive 
offi cer running a company. A lot of effort must be dedicated to engaging and earning 
people’s trust, especially when the population is huge. Of all the efforts dedicated to 
people engagement, communication is arguably one of the most important. 

 First, imagine how US President Obama engaged his voters and, later, citizens 
with his spectacular communication skills. Then, imagine how a CEO of a multina-
tional company, with a team of several thousand employees across the globe, engages 
the staff through leadership communication, which is a critical part of his/her role. 

 Within a company, IC helps engage employees and motivate them to give their 
best efforts. It also helps retain employees. A survey conducted by the workforce 
productivity group, Institute for Corporate Productivity (i4cp  2009 ), found that 
internal communications have an effect on staff retention. 81 % of US respondents 
named IC as their favorite method of minimizing turnover. Among the higher per-
formers, 91 % named communication as their top method, while only 71 % of the 
lower performers gave it their highest priority.  
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11.5     Strategic Roles of Internal Communication 

 Now, I will go deeper to explain the strategic roles of internal communication. 

11.5.1     Communicate Corporate Strategy to Help 
Employees Create a Line of Sight 

 I would like to begin with corporate strategy communication because I have 
 personally witnessed how powerful communication of company’s direction can 
impact employee engagement. 

 Though one may think that every company should have a clear corporate strat-
egy, in reality, many companies fail to achieve this. In a large corporation, an 
employee may hear a number of initiatives, several priorities, and tens of slogans 
fl oating around the company, and they may become confused about what the most 
important company-wide priorities are. 

 Take my current company as an example. A few years ago, employees were 
 confused about our company’s direction and top priorities. The main reason was 
that all departments and teams had their own strategy. Employees felt that the com-
pany was not very engaging; they did not know where their company was heading 
(Diagram  11.1 ).  

  Diagram 11.1    A line of 
sights in the company       
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 When our global IC director came onboard to work with our Senior Vice President 
of HR, a signifi cant change started to take place in the company. Together, they 
worked closely to develop a framework, what we called “Strategic Framework” for 
strategy communication, which started to gain popularity among senior leaders and, 
later, business unit and functional unit heads. 

11.5.1.1     Create a Framework for Company-Wide Use 

 Our company’s Strategic Framework has four key pillars summarizing the key 
themes of the company’s strategy. After the launch of the Framework, leaders and 
employees began to have a common language to describe the company’s priorities. 
Through continuous promotion of the use of the Framework, including endorsement 
by the CEO, the Strategic Framework will soon become an integral part of the com-
pany’s systems and practices. As the Framework is increasingly used to develop 
team goals, the alignment of individual, team, and company goals becomes much 
clearer and easier (Diagram  11.2 ).  

 Let me explain how the Framework is structured. For each level in the Framework, 
there are two columns. The column on the left is the higher-level strategy, while the 
one on the right is the strategy of the next level down. For example, the left-hand 
side is the CEO’s strategy, and then on the right, it could be the strategy of a global 
business unit (BU) or functional unit (FU). If the right-hand side is the goals for 
“global” HR, then the right-hand side should be the “regional” HR’s goals. Each 
level should develop its own strategy from the level above, and this process contin-
ues down the line. This cascading process should go right down to the individual 
employees, who develop their respective individual goals. 

 If all BUs and FUs can disciplinarily follow the cascade process, we will achieve 
our ultimate goal of our company to “a line of sights.” In other words, all individual 

  Diagram 11.2    An illustration how a framework helps create a line of sight       
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goals should have a connection to the company’s overall goals. With such a 
 backdrop, every employee should know what role their individual efforts play in the 
company’s overall direction. When employees know how their roles contribute to 
the company’s main objective, they start to see the value of their work. As a result, 
they will feel more engaged and are more willing to go an extra mile to give their 
best to the company. 

 This phenomenon was proved through our company’s employee engagement 
survey, which was conducted three years after the launch of the Strategic Framework. 
The scores from the questions relating to “understanding the company’s direction” 
had risen compared with the previous employee engagement survey done three 
years ago along with the overall engagement score.  

11.5.1.2     Convince Senior Leaders to Take Ownership 

 It is very important to have the CEO and senior leaders take ownership of commu-
nicating the company’s strategy. Words coming from higher positions usually add a 
lot of weight to a message. Employees will be more convinced and engaged when 
senior leaders paint a bigger picture of how they want to lead the company and the 
ultimate goals they want to achieve.  

11.5.1.3     Use Captivating Visuals to Communicate 
Complex Ideas, Like Infographics 

 It is important to make employees interested in the company strategy. Instead of 
writing a long passage to explain what the strategy is, I chose to use an infographical 
approach, which is to conceptualize the information using graphics. 

 From my experience, readers pay twice as much attention to graphics as they do 
to words alone. The fact that my company’s strategy was presented in an infographi-
cal way helped to create a “hype” in the company. Many employees put the info-
graphic posters up on their cubicle walls. A number of leaders came to me to get the 
graphic images to use in their team strategy. 

 Below is a beautiful example which demonstrates how infographics can help 
illustrate a set of coherent concepts in a simple but vivid way (Diagram  11.3 ):   

11.5.1.4     Make Good Use of Videos 

 Videos have become an important part of IC strategy. The thoughts you put behind 
the production can make a difference. In my case, since the president of Asia Pacifi c, 
whom I worked with, is an expressive and engaging executive, I chose to have a 
casual video interview with him where he could articulate the strategy in a vivid way. 

 Making a video is one thing, and how to promote the video is another. No matter 
how good the video is, if you cannot attract employees to view it, all your produc-
tion efforts will be in vain. 

11 Can Internal Communication Drive Business? An Overview of Its Strategic…



208

  Diagram 11.3    An example of using infographics to illustrate multiple concepts (Gagen 
MacDonald  1998 –2014)       
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 To promote the video, I hired an illustrator to pencil-sketch the president’s 
 portrait. I inserted the sketch into the email to attract employees’ attention. I also 
created a short quiz asking about some key points of the strategy, i.e., the top 
three priorities, the three business initiatives and our key strengths, etc. 
Employees’ response was overwhelming! I received a lot of positive feedback 
about the video. Employees told me how they could connect with the president, 
though they have never met him in person. Some employees told me they were 
attracted by the sketch of the president, while others were intrigued by the quiz 
(Diagram  11.4 ).   

11.5.1.5     Evaluate Results with a Survey 

 What gets measured, gets done. A lot of times, we put all our efforts into communi-
cating, but we may overlook the importance of evaluating the effectiveness of our 
work. 

 Three months after we launched the communication campaign for our company 
strategy, our global IC team launched a company-wide online survey with the pur-
pose of fi nding out the employees’ understanding of the corporate strategy. 

 I truly believe that evaluation is important. It is like a “school report.” It shows 
whether a good job has been done in communicating the corporate strategy. On the 
other hand, it can be a strong proof to the CEO and other leaders of how well 
employees understand the strategy. Since senior leaders are normally the “ sponsors” 
of strategy communication, a positive survey result can boost their confi dence 
and encourage them to do even better in communicating with their employees 
in the future. So, do not forget to include this important step in your communica-
tion plan. 

  Diagram 11.4    Pencil sketch of the senior leader I video-interviewed       
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 In our survey, we had questions asking about one of the three attributes (Davis 
& Company  2005 , p. 19).

 Attribute  Example of question 

 Experiential:  Are you aware of our company’s strategy? 
 Attitudinal:  Do you think you have a good understanding of our strategy? 
 Knowledge testing:  Can you name the four key pillars of our strategy? 

11.5.2         Help Leaders to Build a Strong Leadership Brand 

 Leadership communication usually refers to the communications you prepare for 
your senior leaders which can demonstrate their leadership roles. According to 
Barrett ( 2006 ), leadership communication is a controlled and purposeful transfer of 
meaning, infl uencing a single party to a community. Through communication abili-
ties and resources, it creates and delivers messages that guide, direct, motivate, and 
inspire others to take action. Good communication does not guarantee a good leader, 
but a good leader must have a high competence in communication. 

 Helping leaders to build a clear and infl uential image of what they expect 
becomes a strong support for people management. You can also help leaders to 
become more effective communicators and enhance their understanding of why 
communication is one of the key business drivers. 

 As a communicator, what can we do to support our leaders in communication? 
 What impressions do the following three photos give you?    

   Photo A (White House  2014 )       
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 Your answers for Photos A, B, and C in order would probably be: “authoritative,” 
“approachable,” and “concerned.” Now, you may see how an image can affect your 
impression on a person, especially if it is the fi rst time you meet or have met that 
person. 

 As an internal communicator, you are the one who is responsible for shaping the 
leader’s image among employees. We can infl uence our leader’s image by carefully 
choosing his/her photos and words to be used in his employee communications. 

   Photo B (White House  2014 )       

   Photo C (White House  2014 )       

 

 

11 Can Internal Communication Drive Business? An Overview of Its Strategic…



212

 Internal communicators are the writers who craft the CEO’s messages, including 
their speeches. We should carefully choose the words that refl ect their character – 
their “voice.” 

 For example, if a leader has an authoritative character, we tend to use short sen-
tences and affi rmative words like “should” and “act now” to refl ect the leader’s fi rm 
tone. The rhythm of the speech should also be taken into consideration as it also 
refl ects the leader’s character. All in all, a good leader communication piece should 
make the audience feel that the leader is “talking” directly to the individual.  

   Photo E: I captured Mr. Ruff’s cheerful face during Chinese New Year to show his approachable 
side       

   Photo D: Mr. Ruff was one of the senior executives I used to work with       

 If your leader has a serious character and you want to present his light-hearted 
side to make him seem more approachable, you can capture his relaxed moments in 
photos, such as during the annual dinner, festive parties, and company’s outing, and 
share them with your employees.   
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11.5.3     Drive Change in an Organization 

 In a corporation, the IC team plays a key role in leading major change among 
 employees to cope with the ever-changing business environment. The objectives of the 
change could be to infl uence employees’ opinion, behavior, and values including eth-
ics, morale, and culture. The change topics could be reorganization, acquisition, launch 
of company’s strategy, change of computer system or offi ce relocation, and so on. 

 Let’s take my company as an example. Our India sales team decided to go 
through a reorganization to better meet with customers’ needs. The sales members 
were reassigned to new roles to match the company’s target industries. One of the 
benefi ts was that the sales people became specialized in dealing with individual 
customer segments and establish closer relationships with their customers. 

11.5.3.1     Change Communication Process 

 The process of change communication starts with “creating awareness,” alters to 
“creating acceptance,” and eventually evolves to “creating visibility.” I have sum-
marized the sequence of stages and key elements involved in each stage of the 
change process in the following diagram (Diagram  11.5 ):  

 There are common best practices when communicating a major change initiative 
(Davis & Company,  2005 , p. 26):

•    Leverage dialogue to drive information.  
•   Communicate in a variety of ways.  

• Pre-briefing session for people managers
• Employee meetings for affected employees
• Communication pack – manager & employee kits
• All-employee address

Create Awareness

Pre-Change

• Online survey for employees to raise questions
anonymously

• Large-scale employee workshops at each region
• Q&A sessions with Leadership team at each workshop
• Query Management System

Create 
Acceptance

Go-Live Phase

• Regional manager roundtables for feedback & support
• Reinforce key messages of change for managers &

employees
• Sharing success stories to recognize quick wins

Create Visibility

Post-Change

  Diagram 11.5    Different stages of a change process       
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•   Involve leaders and managers.  
•   Don’t communicate too much too soon.  
•   Make change relevant to the audience.     

11.5.3.2     Communication Materials 

 A full set of communication materials is prepared for managers and employees. 
Managers always play a critical role in communication, especially for communicat-
ing change. According to Communicating Change ( 1994 , p. 15), a research done by 
GE and Hewlett-Packard revealed that the better the manager’s communication, the 
more satisfi ed employees are with all aspects of work life. It also says that it is not 
an employee’s communication relationship with the CEO or head offi ce that mat-
ters; rather, it is his or her communication with his or her supervisor that is para-
mount (p. 17). Often times, employees fi nd their managers the most trustworthy 
communicators. The IC team should prepare a kit of communication materials to 
assist managers in communicating the change. Below, I listed the content of the 
communication kit for the India sales team change project, for your reference 
(Diagram  11.6 ).   

11.5.3.3    Changing Values and Behavior in Stages 

 Other changes that the IC team will drive include shaping employees’ values, which, 
in turn, leads to a subsequent change of behavior. Again, using my company as an 
example, we highly emphasized ethics and required all employees to maintain a 
high level of ethical standard in all daily business operations. 

Manager Kit

Frequently Asked Questions and Answers

Manager Talk Tips

Meeting scheduling template and guidelines

Employee Kit Role Change Letter

Relocation /Retention-Bonus /Compensation Change Communication

New Organization Chart for the Region

New Job Description

Write-up on the Segment with “Who’s Who” and contact list

Key Messages

  Diagram 11.6    Content of communication kits       
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 The reinforcement of high standard of ethics in my company involved three 
phases, as shown below. This is also a typical process of change communication 
(Diagram  11.7 ). 

    Why  :  Senior leaders communicate the important reasons why we all need to main-
tain a high level of ethical standards in all business operations.  

   How  :  Provide tools and solutions for overcoming barriers which may hinder 
employees from practicing ethical behaviors. Our company developed an ethical 
online training program requiring all employees to complete the training annu-
ally. It is an interactive online training and is scenario based. It provides recom-
mendations on how to handle diffi cult situations.  

   Evaluate  :  There is a test at the end of the training module. Employees are evaluated on 
whether they have a good understanding of our company’s requirements of ethics 
standards. Employees need to pass the test; otherwise, they must revisit the whole 
training module to ensure they understand what the company requires. To improve 
the effectiveness of the training, the company takes feedback from employees and 
modifi es the training format and content in a continual process to improve the train-
ing. Because what the company cares about is their understanding, rather than the 
score of the test, employees are allowed to go through the training and discuss the 
scenario-based questions with other team members. This is something that is worth 
mentioning if the mission of the change exercise is shaping employees’ values.      

11.5.4     Inspire, Engage, and Motivate Employees 

 IC plays an active role in engaging and motivating employees to go the extra mile. 

11.5.4.1    Set Up Employee Meetings 

 One of IC’s roles is to create opportunities and organize activities for leaders to 
communicate with employees. An all-employee town hall meeting is one common 
channel for leaders to communicate key corporate topics to employees. The topics 
could be corporate strategy, result announcement, welcoming newly acquired 
employees, etc. 

Why

• Explain why 
the change
is necessary

How

• Provide
solutions
how to make
a change

Evaluate

• Evaluate the
effectiveness
of change

  Diagram 11.7    Change communication process       
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 It is just as important for the employees to feel that they are encouraged to 
express their views and know that their input will be acknowledged respectfully. 
Apart from formal events, the IC team can also set up casual activities, allowing 
employees to get involved and share their thoughts more openly. Some examples 
could be breakfast with leaders, straight talk, and lunch and learn. 

 As an IC professional, our job is to evaluate and recommend the most suitable 
communication channel and vehicle for our leaders. I would say not all leaders are 
suitable to do a casual event such as breakfast with leaders. We need that to propose 
a communication format that our leaders are most comfortable with and from which 
we anticipate the best response from the employees. 

 It is understandable that employees feel more engaged if they can communicate 
with their leaders and voice out their own thoughts. However, if their leaders fail to 
take action to make change after they heard from their employees, it can create a 
serious “backfi re.”  

11.5.4.2    Create Inspiring People Stories 

 It is human nature to associate oneself with someone who has a similar background 
or has encountered similar situations. That is why people’s success stories are well 
received by employees; they can relate themselves to the stories. 

 One way to engage employees is to create personal feature stories that inspire the 
audience. There are multiple story angles. For example, we can interview an 
employee who has obtained an important award from the company. We can inter-
view an employee who has worked at the company for a long length of time and ask 
him/her to share his views and experience and why he/she likes to work at the com-
pany. We can also create a story to introduce an employee who just got promoted 
and ask him what he believes were the main factors behind his success. 

 However, we do not need to limit ourselves to story writing. We can do video 
interviews, podcasts, photo stories, and comics to make the employee stories more 
interactive and convincing. People react better to a range of medium, rather than 
repeating the same methods. So, be creative!   

11.5.5     Strengthen the Employer Brand by 
Identifying and Articulating EVPs 

 IC can support a company to strengthen its brand as an employer. An employer 
brand is different from the corporate brand of the company, though they do share a 
few attributes. 

 Employer brand denotes an organization’s reputation as an employer. According 
to Minchington (as cited in Lubecka  2013 ), employer brand is “the image of the 
organization as a great place to work.” Having a strong employer brand helps to 
attract target employees and retain current staff. 
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 IC team can work with a consultancy to fi nd out the key value propositions 
offered by the company to its employees. These value propositions are called 
“employee value proposition” (EVP). Some call it “employment value proposition” 
and some “employer value proposition.” EVP can be defi ned as a set of associations 
and offerings provided by an organization in return for the skills, capabilities, and 
experiences an employee brings to the organization (  http://en.wikipedia.org/wiki/
Employee_value_proposition    ). EVP, in my own defi nition, is a combination of 
internal and external perceptions of the strengths of a company as illustrated in the 
diagram below (Diagram  11.8 ):  

 IC should identify what a company can offer to employees, as an employer. In 
other words, why a potential employee should join the company, and why an exist-
ing employee should stay. 

 McDonald’s (GRI  2012 ) uses the following themes for its EVPs. An employee 
quote accompanies each theme:

•     Family & Friends  – “I work in an enjoyable, energizing atmosphere where 
everyone feels part of the team.”  

•    Flexibility  – “I have a challenging, varied job that has the fl exibility to fi t into my 
lifestyle.”  

•    Future  – “I have an opportunity to grow and progress by learning personal and 
work skills that will last me a lifetime, whatever I choose to do.”    

 Research also shows that a strong employer brand substantiated by a set of 
appealing EVPs helps the company save a signifi cant amount of cost in talent acqui-
sition. Below are the fi ndings of Corporate Executive Board (CEB  2014 ):

  Diagram 11.8    Illustration of my defi nition of EVPs       
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    (a)     Attraction benefi ts  
    When candidates in the labor market view an organization’s EVP as attractive, 

the organization can:

•    Reduce the compensation premium needed to hire these employees by 50 %  
•   Reach 50 % deeper into the labor market to attract passive candidates      

   (b)     Retention benefi ts  
   Organizations that effectively deliver on their EVP can:

•    Decrease annual employee turnover by 69 %  
•   Increase new hire commitment by 29 %       

11.5.5.1     Defi ne Your Company’s EVPs 

 If the situation does not allow you to hire a consultancy to lead you through the EVP 
identifi cation process, you can consider leading the process with your own team. I 
would propose the following process (Diagram  11.9 ):  

 The above illustration is a simple method for a company to understand what it 
offers as an employer to prospective employees and existing staff. One point which 
is worth noting is that it is important to use a framework of EVP categories and 
attributes, which provides common terminology to summarize and categorize the 
fi ndings of each source. CEB provides good reference on Framework of EVP cate-
gories and attributes (Diagram  11.10 ).  

  Diagram 11.9    An example of an in-house EVP-defi ning process       
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 In the process, I mentioned “focus groups” – what I mean is free riding on existing 
focus groups and simply adding in a few critical EVP questions. For example, what 
do you like most about our company? What do you like least about the company? 
What change you would like to see in the company? 

 It is also important to collect employees’ stories and sound bites in a written 
format from “focus groups.” These can powerfully substantiate the EVPs and will 
become useful materials for the subsequent employer branding campaign. To make 
the participants feel comfortable, you should ensure what they shared will remain 
anonymous.   

11.5.6     Craft EVPs 

 Often times, members from a company’s Human Resources department fi nd it  diffi cult 
to introduce its company to a prospect or a new hire. This is because they are not sure 
what words they should choose to describe those concepts and values, i.e.,  EVPs, 
even though they know the company’s strengths by understanding and intuition. 

 To help them, and every employee in the company, to articulate the company’s 
EVPs, IC can create a statement to describe each EVP. The choice of words is criti-
cal, and I believe this is exactly the area which IC is best at offering its strategic 
value. 

 Before launching the statement of EVPs, they should be tested with existing 
employees. Employees are the best people to verify if the statement accurately and 

The Five EVP Categories

Opport-
unity

Reward
Attraction
Benefits

Retention
BenefitsEVPs

People

The Employment Value Proposition (EVP) is made up of the following five categories of attributes:

Work

The 5 EVP Categories

The Rewards: Includes compensation health benefits, retirement benefits, and vacation•
•
•
•
•

The Work: Includes job-interest alignment, location, work-life balance, and others
The Organiza�on: Includes market position, product/service quality, social responsibility, and others

The People: Includes manager quality, coworker quality, senior leadership reputation, camaraderie, and others
The Opportunity: Includes future career opportunities, development opportunities, organization growth rate , organization

Organiza-
tion

  Diagram 11.10    CEB’s illustration on EVP categories       
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precisely describes their experience in the company. Equally important, the state-
ment should be endorsed by senior leaders as they are the ones who steer the com-
pany and have a fair overview of the company. In fact, the senior leadership team 
should be engaged throughout the entire process starting from identifi cation of 
EVPs to crafting the EVP statement. 

 Once the EVP statement is ready, IC should collaborate with its external com-
munication teams, such as public relations or marketing, to formulate a branding 
campaign. The campaign should cover both the external and internal audience. The 
objective is to educate, sharpen, and renew the audiences’ understanding of your 
company’s employer brand.  

11.5.7     Help Managers Become Effective Communicators 

 It is understandable that employees often turn to their immediate managers fi rst if 
they have questions about the company or their issues at the workplace. However, 
very often, companies overlook managers’ great potential to be an effective 
communicator. 

 To help managers develop themselves into good communicators, there are a few 
things we need to implement:

    1.     Help managers understand communication is one of the competences a leader 
should possess.  

 A lot of managers got promoted to their current positions possibly due to their 
technical capabilities rather than their people management skills. They may not 
be aware that they are lacking managerial skills, including communication com-
petence, which are essential for their roles. Human Resources members can help 
them understand what is required from them as a manager.   

   2.     Provide a communication kit to support managers throughout the communica-
tion process of a corporate topic (e.g., key messages, presentation slides, Q&A, 
and communication tips).  

 IC can prepare good-quality communication materials for managers. The 
materials can help managers build their confi dence in communication.   

   3.     Establish a communication platform which consolidates all communication 
materials, communication tips, and reference materials to be prepared and con-
stantly updated by IC.  

 In my company, we set up a manager resources site on SharedPoint dedicated 
to people managers. The objective is to get managers into the habit of visiting the 
platform to collect information to convey the company’s important topics down 
to their team members.   

   4.     Provide communication training to equip managers with theories and 
techniques.  

 IC can conduct communication training for people managers. Personally, I 
believe face-to-face classroom training is the most effective; however, if budget 
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and trainers’ bandwidth do not allow, designing an interactive online training 
module for people managers is another good option as they can take the training 
at their own pace.   

   5.     Assess managers’ communication effectiveness through annual employees’ eval-
uation or a 360-degree review and link it to their performance review.  

   A manager’s team members will be the best people to have a say in how their 
 manager performed as a leader. To make the evaluation more meaningful and 
motivational, the rating should be included in the managers’ annual performance 
evaluation. In other words, how a manager performed in communication will be 
linked to their bonus payout.       

11.6     Most Common Internal Communication 
Platforms or Vehicles 

 As I have introduced the important roles IC plays, below I share the commonly used 
platforms or vehicles:

    1.     Town hall employee meeting : All employees are invited to attend the meeting, 
and usually the topics presented at the meeting are important, infl uential, and 
enterprise wide.   

   2.     Global conference call/Web conference : When a physical meeting is not possi-
ble, especially when participants are across the globe, companies can make use 
of technology to conduct virtual meetings.   

   3.     Casual chat with leaders : Another way for leaders to communicate with employ-
ees is through a more casual setting to get more direct and authentic feedback. In 
my company, we have “breakfast with our leaders” and “straight talk.”   

   4.     Email : Though email seems ordinary, it is still one of the most common com-
munication vehicles.   

   5.     Intranet : Same as email, it is one common platform most companies use.   
   6.     Social media platform : Employees usually are more open when they are in an 

informal environment. One of the social media platforms for corporate use is 
Yammer. Its layout and functions are similar to those of Facebook. Employees 
and leaders can share their voices through this casual and interactive platform. 
Users can form groups to gather for like-minded discussion. I believe this plat-
form is more useful when a company needs to lobby for: a value which the com-
pany wants to foster, a change it wants to lead, or a topic on which it wants to 
collect feedback from employees.   

   7.     Road show : Conduct exhibitions or workshops across countries. I once worked 
for a company which invested in a big road show around the world to educate 
employees on the company’s innovation strength. At the road show, the company 
displayed to us the key innovative inventions, products it put into the market, and 
its key clients. This was defi nitely one of the best activities which made me take 
pride in the company.      
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11.7     Internal Communication Deserves 
More Awareness in Asia Pacifi c 

 IC used to be seen as a tactical and low-value function. Its value and strategic roles 
seem to be underestimated and not fully understood especially in Asia Pacifi c. As 
the function continues to evolve, IC starts to gain more weight and respect in corpo-
rate functions. More and more companies have started to see the impact that IC can 
make on the company’s performance and its value in reducing costs on recruiting 
and retaining talented employees. I hope this paper can give readers a better over-
view of how a company can leverage IC to drive business performance and recog-
nize the values IC brings to an organization.     
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    Chapter 12   
 Pragmatist, Evangelist, or Sensualist? 
Emotional Branding on Sina Weibo 

             Doreen     D.     Wu      and     Wei     Feng   

    Abstract     Gobe (Emotional branding: The new paradigm for connecting brands to 
people. Allworth Press, New York, 2009) emphasizes the signifi cance of emotional 
branding and identifi es stages of emotional branding as including the “evangelist” 
age and the “sensualist” age. According to Gobe, the “evangelist” age of branding 
emphasizes ideals of building businesses for the people and the planet, representing 
philosophies of justice, equality, and sensitivity to the environment, whereas the 
“sensualist” age orients toward hedonism, glamour, fame, and individual 
expressions. 

 This paper attempts to apply the notions by Gobe to examine the process of emo-
tional branding by top Chinese corporations in China in the changing Internet land-
scape. Various types of corporate presentations and promotions by the top Chinese 
corporations on the different Internets of China such as Weibo and Facebook will be 
collected and examined. A combination of linguistic and multimodal analysis will 
be attempted to manifest the representational structures of “evangelist” and “sensu-
alist.” Finally, this paper will conclude with a discussion of the particular Chinese 
characteristics as well as the universal psychological principles that govern emo-
tional branding in China.      

12.1      Introduction 

 Emotional branding has emerged as a new and vibrant research focus in recent 
branding and marketing research (e.g., Gobe  2001 ; Yoo and MacInnis  2005 ). 
Emotional branding can involve the engagement of consumers or stakeholders in a 
deep, long-term, intimate emotional connection with the brand, which is beyond the 
benefi t-based satisfaction and which creates a special trust-based relationship with 
the development of a holistic emotional experience (Morrison and Crane  2007 ). 
Brands with emotional impacts trigger consumers’ emotional responses that can 
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hardly be rationalized, thus arousing their excessively high emotional attachments. 
Despite cultural, regional, and individual differences, there are always brands that 
charm, enchant, never die, and hook us tight. As such, there is massive evidence for 
nostalgic attachments to the Kodak fi lm, constant brand loyalty for Coca-Cola, and 
ubiquitous brand love for McDonald’s (Rossiter and Bellman  2012 ). 

 Emotional branding has been explored from various perspectives including emo-
tions in brand attitude formation (Yoo and MacInnis  2005 ), emotions in building 
brand loyalty and attachment (Akgun et al.  2013 , emotions in service brands 
(Morrison and Crane  2007 ), and emotional content in advertising (Heath et al.  2006 ; 
Wu and Chung  2006 ). Nonetheless, its latest performance on social media lacks 
updated and suffi cient research attention, despite the fact that social media has 
posed suffi cient uncertainties and challenges to public relations managers in exter-
nal corporate communication (see Briones et al.  2011 ; DiStaso et al.  2011 ). 
Therefore, situated in the context of a transitioning China, the second largest 
 economy in the world, the present study seeks to examine emotional branding 
 discourse and communication by the Chinese top brands on Sina Weibo, the super 
social media giant in PR China. 

 The NASDAQ-listed corporation Sina Weibo (Sina is the brand name and Weibo 
is the Chinese phonetic system pinyin of “microblogging”) is a hybrid of Twitter 
and Facebook and takes the leading position among the most popular social media 
sites in China. With reportedly similar market penetration of Twitter in the USA, 
Sina Weibo was launched by Beijing-based Sina Corporation on 14 August 2009 
and has 602 million registered active users as of November 2013. Accompanied by 
numerous celebrity users and blended features of Twitter and Facebook, Sina Weibo 
is home to at least 100 million posts daily. According to Sina Weibo datacenter 
statistics, by December 2013, the younger generation of China or the future main-
stream customers are its major users. The post-1990 generation (born after 1990) 
takes half of the total user pool at 43 %, and the post-1980s covers a little more than 
1/3 with 37 %, whereas there are only 8 % users that belong to the post-1970s. In 
contrast to usage with individual accounts, Sina Weibo’s corporate edition is also 
home to almost 30 % of global Fortune 400 companies, a mix of corporations of as 
many as 34 nations. Even though other brands of social media in China did spring 
up, such as Renren.com and WeChat, the recognized power of Sina Weibo, the earli-
est microblogging icon, particularly in shaping non-interpersonal communication 
and public sentiment, is unparalleled.  

12.2     Literature Review 

12.2.1     Emotional Branding in Corporate Communication 

 Corporate communication is defi ned as “an instrument of management by means of 
which all consciously used forms of internal and external communication are harmo-
nized as effectively and effi ciently as possible, so as to create a favorable basis for 
relationships with groups upon which the company is dependent” (van Riel  1994 , 
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p. 26). As a melting pot of all messages which corporations attempt to convey to their 
stakeholders, corporate communication incorporates at least a few major components: 
corporate branding, corporate identity construction, and risk and crisis communica-
tion and management. Emotional branding is a new approach in corporate branding 
being extensively promoted since the late 1990s, which emphasizes building custom-
ers’ emotional attachments to brands, and has been confi rmed to lead to “higher levels 
of fi rm performance and competitive advantage” (Akgun et al.  2013 , p. 404). Being 
regarded as key to marketing success, emotional branding and its strategic value to 
brand image have been widely acknowledged (see Thompson et al.  2006 ). 

 According to Gobe ( 2009 ), the developmental divide of emotional branding in 
America can be categorized into tripartite phases: pragmatist age (1940–1967), evan-
gelist age (1968–1989), and sensualist age (1990–2009). Emotional branding in prag-
matist age emphasizes products’ or service’s reliability and pragmatic  functions, as 
manifested by omnipresent advertising which has dominated corporate communica-
tion. But emotional branding in the evangelist age represents philosophies of social 
justice, equality, and sensitivity to the environment and emphasizes that corporations 
should appeal to the empowerment of the common man and woman in the street. 
Benetton, for instance, launched advertising campaigns that touched on issues of vio-
lence, racism, and the AIDS epidemic into the forefront of social thinking. Nonetheless, 
emotional branding in the sensualist age is geared toward hedonism, glamour, fame, 
and individual expressions. It seeks toward the individual and toward seeking imme-
diate, often sensual rewards and creating its own language, culture, and symbols. 

 Since the new millennium, a recurrent theme in the extensive emotional branding 
literature lies in the discussion of its overwhelming merits, as opposed to the tradi-
tional benefi t-driven brand communication (see Gobe  2001 ,  2007 ,  2009 ; Rossiter 
and Bellman  2012 ; Thompson et al.  2006 ). In a similar vein, research in advertising 
and branding has revealed a more or less evolutionary process. For example, it was 
found that the advertising trend evolved from a pragmatist to a sensualist stage in 
Hong Kong from the 1940s to 1980s, during which the selling points of the products 
or services correspondently shifted from values such as durability to self-indulgence 
(see Wu and Chung  2006 ). Furthermore, value appeals in the Chinese print adver-
tisements under investigation between the early 1980s, initial stage of China’s open 
door policy, and early twenty-fi rst century indicated a similar movement from prag-
matist orientation to hedonistic orientation (Feng and Wu  2009 ). Apart from longi-
tudinal studies as such, industry adaptabilities and characteristics pertaining to 
emotional branding have also attracted scholarly attention in recent years, e.g., fash-
ion industry (So et al.  2013 ) and pharmaceutical industry (Biradar et al.  2006 ).  

12.2.2     Emotional Branding and Online 
Corporate Communication 

 Online corporate communication has experienced two consecutive phases: the 
phase of corporate website presentation when a one-way corporate communication 
dominates and the phase of social media, a real-time, two-way communication 
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between the corporation and its followers/stakeholders. Although being recognized 
as an effective presentation of the corporate icon to the general public, corporate 
websites have long been criticized of being static, less updated, much less interac-
tive, and far from satisfactory in engaging users in external corporation communica-
tion (see Topalian  2003 ; Pollach  2004 ). Topalian ( 2003 : 1121) raised his realistic 
criticism as follows:

  Many are little more than static on-screen corporate notice-boards, brochures or magazines. 
Dynamic elements incorporated tend to be “clever” add-ons without serious value for 
 visitors: they miss the opportunity to captivate audiences, raise profi les and build mutually 
benefi cial interactive relationships. 

   Likewise, Pollach ( 2004 ) scrutinized the corporate websites of top 20 Fortune 
400 corporations and found that the websites’ contents were characterized as 
impressing with numbers, providing third-party evidence, presenting claims as 
facts, and removing agents of humanizing the organization. He argued that in con-
veying evaluation, these world best-selling brands focused on their size and scope, 
agents of change, leadership, and corporate citizenship, whereas in terms of rela-
tionship building, sample brands were good at using personal pronouns, but the 
other aspects of interactivity of the websites are simply poor, insuffi cient, and “in 
one-way communication only” (p. 296). In other words, the affection and attach-
ment of the audience for the corporate websites can hardly be stimulated in this 
mode of corporate communication, posing considerable challenges to public rela-
tions professionals in implementing emotional branding strategies. 

 The second stage of online corporate communication, the social media era, has 
revolutionized both the content and the manner corporations converse with their 
stakeholders or the general public (Wright and Hinson  2010 ). It is found that the 
new form of electronic word of mouth in social media is approximately 2 times 
more effective than the regular marketing events and 30 times more effective than 
the traditional media appearances (Trusov et al.  2009 ). As the advent of the social 
media represents the most signifi cant paradigm shift since the Industrial Revolution, 
i.e., the Social Media Revolution (Pacea  2011 ), the technological advances brought 
about by social media since the early twenty-fi rst century have made real-time inter-
active company-customer dialogues possible, which is becoming an increasingly 
common and taken-for-granted mode of marketing communication to stimulate cus-
tomers’ emotional attachments. 

 In recent years, corporate social media networking, like microblogging, has 
increasingly replaced corporate websites in drawing research attention with the 
attempt to better understand interactive communication practices on new media 
platform by corporations and the means of fortifying stakeholder relationships (e.g., 
Fischer and Reuber  2011 ; Rybalko and Seltzer  2010 ; Lillqvist and Louhiala- 
Salminen  2014 ). Rybalko and Seltzer ( 2010 ) explored how dialogic communication 
on Fortune 400 companies’ corporate Twitter has helped to engage their stakehold-
ers. Lillqvist and Louhiala-Salminen ( 2014 ), by means of discourse analysis, exam-
ined and identifi ed a number of companies’ impression management strategies 
throughout the company-customer dialogues on the Facebook fan page of two 
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Finnish companies. Nonetheless, as pointed out by a number of researchers (e.g., 
Rybalko and Seltzer  2010 ; Waters and Jamal  2011 ), many corporations have failed 
to tap fully the potential for dialogue and community building on the social media 
sites. “Rather than capitalizing on the interactive nature and dialogic capabilities of 
the social media service, nonprofi t organizations are primarily using Twitter as a 
means of sharing information instead of relationship building” (Waters and Jamal 
 2011 , p. 323). 

 In an attempt to better understand the means of relationship building, some 
scholars have pointed out the importance of constructing a conversational human 
voice on the social media (see Searls and Weinberger  2001 ; Kelleher and Miller 
 2006 ; Kelleher  2009 ). Kelleher and Miller ( 2006 , p. 413) have proposed 11 defi ning 
items of conversational human voice which includes inviting people to conversa-
tion, being open to dialogue, using conversation-style communication, trying to be 
interesting in communication, creating a sense of humor in communication, provid-
ing links to competitors, making communication enjoyable, providing prompt feed-
back, admitting a mistake, addressing criticism in an uncritical manner, and treating 
everybody as human. 

 Despite that emotional branding and the relevant means of relationship building 
have been recognized as critically important for online corporate communication, 
preceding studies (Abdullah et al.  2013 ; Lillqvist and Louhiala-Salminen  2014 ) 
have not yet extended their attention to the China’s corporations in the social media 
context. What are the prevalent and effective means of emotional branding practiced 
by the Chinese corporations on the Sina Weibo, the super giant of social media in 
China? How do the Chinese corporations construct a conversational human voice 
for relationship building with the stakeholders and the general public on Sina 
Weibo? The present study attempts to answer these questions with an examination 
of the performance by the top Chinese corporations.   

12.3     Methodology 

 In terms of data source, seven out of the fi rst ten Chinese brand corporations (from 
Interbrand list of the Top 40 Most Valuable Chinese Brands 2012) have been found 
to set up Sina Weibo accounts. Details of these seven corporations and their rank 
order in terms of their number of followers on Sina Weibo by May 2014 are 
Industrial and Commercial Bank of China (6.63 million followers), China 
Construction Bank (with 7.17 million followers), Bank of China (3.81 million fol-
lowers), Baidu.com (2.09 million followers), China Mobile (6.42 million follow-
ers), China Life Insurance (0.21 million followers), and Agricultural Bank of China 
(0.31 million followers). The microblogging and communication messages by these 
corporations on Sina Weibo between February and May 2014 have been collected. 
The text data bank covers 37 days of randomly selected microblogging updates, 
with data size of 230,436 Chinese characters in total. 
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 The methods of thematic analysis and of interactional analysis have been adopted 
for examining the means of emotional branding by the Chinese corporations on Sina 
Weibo. As a widely used method in qualitative research and focusing on examining 
themes within data (Daly et al.  1997 ), the thematic analysis is utilized in this study 
to investigate whether top Chinese corporations use “pragmatist,” “evangelist,” or 
“sensualist” orientations in their emotional branding on  Sina Weibo . Furthermore, 
the method of interactional analysis from sociolinguistics is utilized to investigate 
what strategies of interaction are used by the Chinese corporations to construct a 
“conversational human voice” on Sina Weibo so as to build stronger attachment of 
the stakeholders to these brand corporations.  

12.4     Thematic Analysis 

 Examining the major themes in the messages presented by the Chinese brand 
 corporations, we can fi nd that all the characteristics related to the three phases of 
emotional branding by the Americans as depicted by Gobe ( 2009 ), i.e., the pragma-
tist, the evangelist, and the sensualist values, are all prevalent in the Chinese micro-
blogging updates:

     An illustration of a pragmatist theme can be seen in Extract 1:  
  Extract 1: # #  “ ” , 

, “ ” —— , 
, ! ( ) 

  http://t.cn/zl64mkg      
  (3)| (2)| | (4) 4 15  16:00   weibo.com |   
  Translation for Extract 1: #Special Offer from Bank of China# “BC Stable Wealth” 

Financial Plan If you have extra cash in hands, but are not satisfi ed with savings rev-
enue, why not invest in our “BOC steady earnings” investment package----fl exible 
investment period, handsome expected revenue, widely accessible via BOC online 
banking and mobile banking. High revenue on investment is a fi nger-tip away! (Be care-
ful of investment risks) for details   http://t.cn/zl64mkg      

  Like (3)/ Repost (2)/ Comment (4) 20140415 from Bank of China microblogging account 
Sina Weibo. com.    

 It can be observed that this message from Bank of China primarily informs its 
microblogging followers regarding its investment package named “BOC steady 
earnings” and highlights the three pragmatic benefi ts of this fi nancial product: “fl ex-
ible investment period, handsome expected revenue, widely accessible via BOC 
online banking and mobile banking.” Such means of explicating products’ functions 
and benefi ts correspond with the characteristics of the pragmatist age of emotional 
branding in America illustrated by Gobe ( 2009 ). Another illustration for a pragma-
tist theme in emotional branding among these Chinese corporations can also be seen 
in Extract 2, a microblogging update from China Mobile:

     Extract 2: #2014 GTI # : ,
, 

, , LTE-A , 100M
200M 400M 1G   
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  (18)| (140)| | (49) 2 25  20:49   weibo.com |   
  Translation for Extract 2: #2014 GTI International Industry Summit # China Mobile’s 

President Li Yue said that China Mobile will employ high speed and wide coverage 
network to ensure users’ super speedy experience anytime anywhere. China mobile will 
also build swifter, more effi cient and integrative network to promote LTE-A targeted 
network performance. We aim at an evolution of speed from 100 M to 200 M and even 
1G.  

  Like (18)/Repost (140)/ Collect/Comment (49) 20140225 20:49 China Mobile   www.weibo.
com        

 It can be observed that what is highlighted in the brand communication by China 
Mobile here is pragmatist oriented: emphasizing the practical aspects of the devel-
opment of Internet’s surfi ng speed and centering on the core service qualities of 
China Mobile. 

 In addition to the pragmatist orientation, we can also observe an evangelist 
 orientation in the emotional branding by these top Chinese corporations. An exam-
ple of this can be seen in Extract 3, a microblogging message from China Life 
Insurance:

     Extract 3: V#Green Life# “ ” 
, , !  

  | | | 2 17 17:00 weibo.com |   
  Translation for Extract 3: China Life V #Green Life# [Chinese-style environmental–

friendly package] “Demolish” fancy colorful plastic-made fastening materials, and use 
the Chinese style of red ropes to package your presents, low-carbon products, 
environmental- friendly, and more charming!  

  Repost/Collect/Comment 20140217 17:00 China Life Insurance from www. weibo.com    

 Here, China Life Insurance Corporation brands itself as presenting an innovative, 
environment-friendly method of gift packaging. Such an artistic and smart presenta-
tion corresponds with the tenets of evangelist emotional branding as posited by 
Gobe ( 2009 ). Other examples of an evangelist approach of emotional branding can 
be seen in Extracts 4 and 5:

     Extract 4 # # , , 
! ! | : 

  
  (191)| (136)| | (61) 4 27  22:42  weibo.com |   
  Translation for Extract 4: #Most Beautiful China Mobile Employees# The very moment he 

made the jump to the ice-cold river, Mr Yu Siwei did not think of anything else but of 
saving the life of a drowning by-passer. Such a good man Mr Yu Siwei is! All Our Likes 
to your heroic deeds! Most beautiful employee of China Mobile—the employee from 
China Mobile Yiwu Branch who has saved a drowning stranger girl.  

  Like (191)/Repost (136)/Repost/Comment (61) 20140427 22:42 from China Mobile Sina 
Weibo.com    

 This microblogging message from China Mobile tells the followers a moving story 
of how a brave employee from China Mobile has saved the life of a stranger who 
was drowning in the river. By highlighting and praising the heroic deeds of its 
employee, China Mobile has appealed to its followers’ emotion of recognition and 
admiration toward China Mobile as a socially responsible company:

     Extract 5: # ? # , 
! 4000 , 4000
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80% : ! 4 · 23
, @ , ! , !  

  (169)| (3888) | (2306) 4 23  08:09  weibo.com  
  Translation for Extract 5: #Have you ever torn books in your school’s library?# Survey has 

indicated that hardworking students are likely to be killers of library books! A total of 
over one million books in China’s 4000 libraries have become such victims annually, 
amounting to a loss of 40 million RMB. 80 % students tear books due to their inacces-
sibility to copy machines! As today 4–23 is World Reading Day, Baidu hopes to end the 
tragic fate of the books by developing an innovative technology such as @ Marking 
Notes! Please support and repost this message!  

  Like (169)/Repost (3888)/Comment (2306) 20140423 08:09 Baidu from www. weibo.com    

 This extract from Baidu.com started with criticizing the problem of irresponsible 
and unbearable behavior of tearing books in the public library and, subsequently, 
smartly presented its solution to this problem with its @Marking Notes product. We 
can observe an evangelist approach of emotional branding being attempted here 
with presenting Baidu.com as a socially responsible corporation. Note that this post 
from Baidu has generated unusual popularity and resonance among the Baidu’s fol-
lowers, as shown by the number of likes (169), reposts (3888), and comments 
(2306) related to this post. 

 Besides the pragmatist and evangelist orientations, we can also observe a sensu-
alist approach of emotional branding by the Chinese corporations, as seen in 
Extracts 6 and 7:

     Extract 6: , , , 
! ~  

  (26)| (35)| | (15) 4 19  08:39  |   
  Translation for Extract 6: The happiest thing in the world is to realize you do not need to go 

to work today when the alarm clock rings. Turn off the alarm clock with no hesitation 
and continue your sound sleep! Happy weekend~  

  Like (26)/Repost (35)/Collect/Comment (15) 20140419 08:39 From China Construction 
Bank Sina Weibo  

  Extract 7 ! ! ,
, , 

1.4 ( 4.1 %) ( 4100
) , !  

  (20)| (2135) | (508) 4 8  16:57   weibo.com  
  Translation for Extract 7: A must-read note for website administrators! A large database of 

most favored novels by Internet surfers is born! Statistics have indicated that girls prefer 
romantic and time-travel novels whereas boys are fascinated with science fi ctions. Based 
on our deep mining and understanding of netizens’ needs, Baidu Recommendation has 
helped our partner’s novel websites to increase speed by 14 million fl ow (equivalent to 
4.1 %) (including 4.1 million fl ow of novels). The big database of Baidu will provide per-
sonalized assistance for partner websites’ operation and become their new drive of growth!  

  Like (20)/Repost (2135)/Comment (508) 20140408 16:57 Baidu.com   www.weibo.com        

 From Extract 6, we can observe the sensualist emotional branding approach by 
China Construction Bank which presents itself as a friend to the followers and sug-
gests an easy life attitude of self-indulgence and enjoyment. From Extract 7, we can 
see that Baidu.com adopts a similar orientation by emphasizing its individual and 
personalized attention to the need of its stakeholders. 
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 In short, instead of having a developmental divide as indicated by Gobe  regarding 
the emotional branding by the Americans, the Chinese corporations today  manifest 
characteristics of emotional branding related to any stage, i.e., they can utilize a 
pragmatist, evangelist, or sensualist orientations whenever they deem it appropriate 
for the context. This applies to the microblogging practices by a single corporation 
as well as among the practices by the different corporations. Furthermore, it should 
be noted that one microblogging update is not confi ned to using one single theme or 
orientation, but may hybridize two or even three orientations within one message. 
An example of this can be seen in Extract 8:

     Extract 8: , ! ,   
  @   
  # # , , , 

,   http://t.
cn/8syZjWf( ,     )  

  (16)| (141) | (42) 3 17  14:33  weibo.com  
  Translation for Extract 8: Nine kinds of stinkpot passengers in the subway, any kind is kill-

ing! Treasure your life and use our stinkpot-killing weapon.  
  @ Baidu webpage search  
  #what’s hottest today# [Nine kinds of stinkpot passengers in the subway] In my subway 

experiences, the junior editor me have personally encountered pigtail stinkpots, 
peeper stinkpots, backpacker stinkpots among which peeper stinkpots sucks the most. 
Let us gossip about this and check out this stinkpot-killing weapon:   http://t.
cn/8syZjWf     (a switch to a different transportation means betters your scenery as a 
commuter)  

  Like (16)/ Repost (141)/Comment (42) 20140317 14:33 from Baidu.com Sina Weibo    

 In this microblogging update of Baidu.com, the three appeals of emotional brand-
ing, i.e., the pragmatist, the evangelist, and the sensualist appeals, are utilized. 
First, it presents an evangelist orientation with the criticism against nine kinds of 
selfi sh subway passengers, e.g., “pigtail stinkpots, peeper stinkpots, backpacker 
stinkpots, etc.,” and with the call for a respectful and more civilized manner of tak-
ing subways. Then, it introduces the practical benefi ts of the service Baidu web-
page search can offer, i.e., the benefi ts of Baidu’s rout searching and mapping 
function with the link   http://t.cn/8syZjWf     and the statement “a switch to a different 
transportation means betters your scenery as a commuter.” And most of the presen-
tation has been phrased in a sensualist manner, with individualized expressions 
and marked language use by the post-1980 and post-1990 generations of Chinese. 
The self-address of “the junior editor me” represents a cute, playful, and individu-
alized address created by the microblogging writer. Pronounced the same as “

”(Ba yi ba),“ ” (Ba yi ba) is a deliberate misspelled form, which is a 
neologism, colloquial, youth-only, and mostly joking term to mean “gossip about 
someone or something.” The clausal conclusion “treasure your life and use our 
stinkpot-killing weapon” sounds especially fresh and funny with a weapon called 
“stinkpot-killing weapon.” A further discussion of the uses of neologism and col-
loquialism in the microblogging messages and updates will be presented in the 
next section.  
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12.5     Interactional Analysis 

 Besides employing the themes of pragmatist, evangelist, and/or sensualist to appeal 
to the followers, we can observe the deliberate construction of a conversational 
human voice by the Chinese corporations on Sina Weibo to further strengthen the 
relationship and emotional attachment between the corporations and their follow-
ers/stakeholders. In    this section, we will discuss fi ve major strategies of solidarity 
building by the corporations in their construction of a conversational human voice 
on Sina Weibo: presenting chicken soup for the soul, using exaggerated positive 
politeness strategies, using colloquialism, and employing Netspeak language and 
Generation X and Y humor. Table  12.1  presents the working defi nitions of these 
strategies, respectively.

   We have observed that a prevalent strategy for constructing a conversational 
human voice and building solidarity with its followers or stakeholders by these 
brand corporations is providing chicken soup for the soul. In the following Extracts, 
i.e., Extracts 9, 10, and 11 of the microblogging messages, the corporations present 
no information or advertisements related to their products or services but simply 
share some inspirational and philosophical remarks on life, love, and career with 
their followers or stakeholders, attempting further emotional attachment to them:

     Extract 9: # # , , , , , 
!  

  (15)| (25)| | (6) 4 6  22:00  VDong  |   
  Translation for Extract 9: # Good Night from Agricultural Bank# From now on, stop day 

dreaming, stop worrying about troubles created by your own imagination. Start working 
hard, cherish life, and try to be a neighbor of happiness. Good night!  

  Like (15)/Repost (25)/Collect/Comment (6) 20140406 22:00 from Agricultural Bank of 
China VDong  

  Extract 10: ? ,
, , , 

 , 
!  

  (33)| (87)| | (17) 4 17  23:14  weibo.com |   
  Translation for Extract 10: Do you know what could be the worst time you have to go through 

in life? It is when making the transition from school to society, when seeing your loved 
one dating with another person, when no one around believing in you, when you are 

   Table 12.1    Construction of a conversational human voice on Sina Weibo   

 Solidarity-building strategies  Working defi nitions 

 Chicken soup for the soul  Inspirational, emotion-stirring, or philosophical remarks on 
life, love, and career 

 Exaggerated positive 
politeness strategies 

 Demonstration of overt and excessive preference for and close 
association with message followers 

 Colloquialism  Linguistic features used in conversation 
 Netspeak  Slangy expressions used by younger generation on the Internet 
 Generation X and Y humor  Unconventional humor or humor by the younger generation 
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wandering alone without family support closeby, and when you are helpless when seeing 
your friends in trouble and in need of your help. Perhaps once you have gone through all 
these worst times, you will become another person and be reborn. (Good) night!  

  Like (33)/Repost (87)/Collect/Comment (17) 20140417 China Construction Bank 23:14 
  www.weibo.com      

  Extract 11: ; , 
, , , , 

——  ( )  
  (11)| (38)| | (7) 4 27  22:00   weibo.com |   
  Translation for Extract 11: Learn to be in control of your own life. Even if you have to be 

on your own, it is not a damaging situation. Stop self-pitying, self-abased and stop com-
plaining. Day by day and step by step, the inevitable arrival of happiness and the last 
laugh will come with our soul-nurturing and persistence. ---Sanmao (photo from Sina 
Blogger)  

  Like (11)/Repost (38)/Collect/Comment (7) 20140427 22:00 Bank of China from Sina Weibo    

   Another strategy of building solidarity with the followers or stakeholders can be 
seen in the use of exaggerated positive politeness in the microblogging messages. 
An incidence of the exaggerated positive politeness strategies is the prevalent use of 
intimate address forms such as “my little buddies” ( ), “schoolmates/class-
mates” ( ), and “my dears” ( ) to evoke close interpersonal relationship 
and emotional attachments with the followers. Address forms have been an eternal 
topic both by scholars of sociolinguistics and the practitioners of communication 
(e.g., Tracy and Robles  2013 ; Gu  1990 ), who have long pointed out that address 
forms function as the key opening session of human communications and, more 
importantly, the choice of address forms defi nes and denotes differentiated relation-
ships between and among communicating parties. 

 An indispensable way of constructing a conversational human voice on Sina 
Weibo is a prevalent use of colloquialism in the texts of the microblogging. 
Linguistic features of colloquialism can include the use of greeting expressions 
such as in Extracts 4, 6, 9, and 10; the use of interpersonal pronouns such as “you” 
( / ) in Extracts 1, 3, 4, 5, 8, and 10 and “our” ( ) in Extract 11; the use of 
questions and question marks such as in Extracts 5 and 10; and the use of imperative 
verbs and/or imperative marks such as in Extracts 1, 3, 4, 5, 6, 7, 8, 9, 10, and 11. 

 In addition, a massive use of “Netspeak” or “web slang” (as termed by Crystal 
 2001 , p.24) can be seen in the microblogging messages by the Chinese corporations. 
The present paper maintains that the use of Netspeak is another attempt by the cor-
porations to build solidarity with its followers or stakeholders by accommodating to 
the language style of the younger generation of China who makes up the largest 
population in the microblogging community and to present a friendly and humanized 
stance of the corporations in the microblogging interactions. An example of Netspeak 
usage is “ ,” which is a slang and a near-homophony variant of “ ” 
(translated as “acquire knowledge”). Other examples include “ ,” which literarily 
means “poke” and is a linguistic privilege of the younger generation, as opposed to 
its unmarked alternative phrase “ ” (click), and “ ” which literarily means 
“barking planet person” and is used by the netizens to call dogs on the Internet. 

 Furthermore, unconventional humor, humor of Generation X or Y, is also used by 
the Chinese corporations to strengthen solidarity and emotional attachments with its 
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followers or stakeholders. Such a strategy is most evidently used by the media 
 corporations. For example, in Extract 12, China Mobile presents a funny story with 
a humor characteristic of Generation X and Y and incorporates the address of “dar-
ling daughter” which is frequently used by parents for the generation of spoiled 
children after the one-child policy since the late 1970s:

     Extract 12: # “ ” # , , 
, , : “ , , 

?” :“ , ” :“……, , 
”  

  (53)| (144)| | (66) 3 29  09:54   weibo.com |   
  Translation for Extract 12: #Relaxing Mobile Moment# When I was a fi rst-year university 

freshman, it is not as common as today that everyone has his/her own cellphone. So my 
father could only reach me via the only one phone by the dormitory. One day my father 
called, and one of my roommates picked up the phone and asked, “Hi there, who do you 
wish to speak to?” My father: “Hello hello, I am looking for my darling daughter”. My 
roommate: “......, Uncle, all of us here are darling daughters”.  

  Like (53)/Repost (144)/Collect/Comment (66) 20140329 09:54 China Mobile.   www.weibo.com        

 In Extract 13, Baidu.com initiates a night chat on the topic of gays and gay culture 
which was forbidden and likely to be avoided in the old times but not anymore for 
the Generation X and Y today. In response to the night chat from Baidu “How did 
you get to know the signifi cant other of you?” one follower named Desaikemumu 
related it to the context of the dormitory culture, while another follower named Xu 
Tuntun related it to the context of the dormitory toilet and teased “Hey Buddy, the 
toilet paper is running out!….” We can observe that the dialogues constructed here 
are antitraditional, sensitive, and exclusive to the new generation:

     Extract 13: @ : //@ :  //@ : 
@ :  //@ :“ , !” “… !”  

  @   
  # # TA ?  
  (10)| (62) | (92) 4 13  21:12  weibo.com  
  (27)| (16)| | (12) 4 13  22:34   weibo.com |   
  Extract 14: Reply @ Desaikemumu: Roommate culture is rich //@ Desaikemumu: Roommate 

at University //@ Baidu: Reply@ Xu Tuntun: Information below is a little bit overloaded. 
//@Xu Tuntun: “Hey Buddy, the toilet paper is running out!” “…Here you are!”  

  @ Baidu  
  #Baidu Night Chat# How do you get to know the signifi cant other of you?  
  Like (10)/Repost (62)/Comment (92) 20140413 21:12 Baidu.com   www.weibo.com      
  Like (27)/Repost (16)/Collect/Comment (12) 20140413 22:34 Baidu.com   www.weibo.com        

12.6        Discussion and Conclusion 

 The present paper has attempted to contribute to the existing literature on emotional 
branding by investigating how Chinese top corporations have managed emotional 
branding on Sina Weibo which is the super giant of microblogging in China. Both 
thematic analysis and interactional analysis have been applied to examine what 
themes and what linguistic features have been used in the microblogging messages 
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by the corporations to engage their followers or stakeholders and to build solidarity 
and emotional attachments of the stakeholders to the corporations or their brand 
products and services. 

 It is found that unlike a clear-cut chronological and categorical classifi cation of 
emotional branding stages in America as posited by Gobe ( 2009 ), the characteris-
tics of the pragmatist age, of the evangelist age, or of the sensualist age are all pres-
ent in the emotional branding practice by the Chinese corporations on Sina Weibo. 
In other words, the values and themes of the pragmatist, the evangelist, and the 
sensualist have all been found present and actively applied by the different Chinese 
corporations. The Chinese corporation may select a different theme or value to 
appeal to the stakeholders according to the characteristics of the context. 
Furthermore, it is found that hybridizing more than one value in one single microb-
logging message by the Chinese corporation is also common, e.g., pragmatist value 
combined with evangelist value or pragmatist combined with evangelist and sensu-
alist values. This lends further support to the multifacetedness of corporate  branding, 
as the multiemotional branding can create multiple means to stimulate and sustain 
the stakeholders’ emotional involvement. 

 A further signifi cant contribution of this study is locating the interactional strategies 
by the Chinese corporations for building solidarity and emotional connections with the 
stakeholders. Further to the defi ning items provided by Kelleher and Miller ( 2006 ) 
regarding constructing a conversational human voice on social media, this study has 
identifi ed fi ve important strategies of solidarity building by the Chinese corporations, 
namely, presenting chicken soup for the soul, using exaggerated positive politeness 
strategies, using colloquialism, and employing Netspeak language and humors exclu-
sive to China’s Generation X and Y, the post-1980 and post-1990 generation. 

 It is interesting to note that the communication practice by the Chinese corpora-
tions on social media which is conversational and informal, and in many cases 
 playful and joking, is in stark contrast with their counterpart communication prac-
tice on their corporate websites, which has been known as formal, serious, high 
power, and highly distance oriented (see Tian  2004 ). The implications from the 
present study are (1) corporate communication professionals should be highly 
aware of the nature of social media which is interactional and informal. Even for 
countries with a high power and high distance index in national culture such as 
China, the general public is looking for fun, interpersonal, and solidarity-oriented 
communication on the social media, as they are usually deprived of such freedom of 
speech in the traditional media or any other currently available mass media chan-
nels. (2) Based on the most responded microblogging items, we can observe that 
evangelist and sensualist branding on microblogging updates resonate most with the 
followers, the general public of China. This means that the Chinese younger genera-
tions are concerned with social responsibility and at the same time have become 
more hedonistic than their parents’ generation. Such tendency of Westernization in 
the younger generation of China also merits special attention of corporate commu-
nication professionals. (3) Interactional strategies are indispensable components of 
emotional branding on social media, and further research studies into the processes 
as well as the products of interaction between the corporations and the stakeholders 
on social media are urgently called for.     
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    Chapter 13   
 Persuasive Communication Skill 
Development for Corporate Communication 
Practitioners in Sino-American Contexts 

             Patricia     B.     Scott    

    Abstract     Getting our message across is harder today than it has ever been. Our 
audiences are more distracted than ever before due to the overwhelming barrage of 
information. Not only is there more information, but we also have drastically short-
ened attention spans. Our audiences have evolved to try to become more successful 
in the information age and have had to adapt how they listen. As a society, we have 
created many tools to help us fi nd what we need and fi lter out what is not relevant. 
We live in an always-on world that provides instant gratifi cation in a couple of 
mouse clicks. 

 Our audiences have now come to expect to get just what they want when they 
want it. This is the new audience. As communicators, it is essential that we also 
evolve how we transmit our messages to this new audience. This chapter will provide 
tools that can be used to help any presentation or conversation. Those corporate com-
munication practitioners who will be most successful in this new environment will 
be those who can be concise, make the complex simple, and be the most relevant.     

  There has been a fundamental shift in our audience’s ability to listen and pay 
 attention to our messages. Getting our message across is harder than it has ever 
been. There is more information, more distractions, and more competition for every 
message we create. We have shorter attention spans due to this overwhelming 
amount of information and distraction. To be able to cut through it all, we have 
become very good at creating tools to fi nd what we want and get what information 
we need immediately. We now live in an always-on world that provides instant 
gratifi cation in a couple of mouse clicks. 

 It wasn’t always this way. 
 In fact, as of 2013, a full 90 % of all the data in the world had been generated over 

the last 2 years (SINTEF  2013 ). 
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 According to the National Center for Biotechnology Information, the average 
attention span of an adult is now 8 s. That is one second less than the estimated 
attention span of a goldfi sh (National Center for Biotechnology Information  2014 ). 

 Because of these facts, it is hard to get your audience to listen, and they can jump 
from one thought to the next very quickly. This jumpy and sporadic listening behavior 
reminds me of the squirrels I see in my yard. They are constantly moving and are very 
unfocused. As I watch the squirrels, I do see that there is one thing that does get them 
to stop and focus. There is one thing that gets their attention and keeps it. An acorn! 

 On normal things, squirrels have a one-second attention span, but can focus for 
about four minutes on an acorn (What is the Attention Span of a Squirrel  2008 ). 
That is a 23,900 % increase in attention span! How can you get your message to be 
as special as an acorn is to a squirrel? Is there a way to not only be heard but to make 
a difference to the listener, by being memorable and persuasive? 

 Through the experience of teaching hundreds of corporate managers, sales rep-
resentatives, and MBA students, it has become clear that there are fi ve essential 
ingredients to make your message an acorn for your listeners. These fi ve elements 
together have become the ACORN Communication Strategy™. 

 The ingredients are:

    A udience  
   C redibility  
   O rder of message  
   R emember me  
   N eed to connect    

 Now is the time to reconsider your message strategy. Your audiences have 
evolved. Has your communication strategy evolved too or will you become extinct? 

13.1     Audience 

 The squirrel is able to focus on an acorn for such a long time because it is essential 
to the squirrel’s survival. Survival is fundamentally the most relevant thing, so the 
acorn will have the squirrel’s undivided attention. It is similar to what happens with 
our listeners. We have so much information and stimuli to choose from; we only 
focus on what is the most relevant for us at the time. When I am listening, the only 
thing that will get my attention and keep it is something I need or care about. It is 
the same for the squirrel and the acorn. 

 Scientists understand how this process works. There is a part of the hindbrain 
called the reticular activating system (RAS). This is the part of the brain that serves 
as a fi lter for our incoming messages. It decides what information is relevant. The 
relevant stuff becomes part of our stream of consciousness. 

 How does the RAS work and how does it decide what is relevant for us? Quite 
simply, there is a hierarchy to determine relevance. When information comes into 
the RAS, the thing it looks for fi rst is need. Does this information fulfi ll a need? Is 
it relevant to me? If it is not, it gets fi ltered out. 
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 As audiences listen, they are listening to see what is important, needed, and rel-
evant to them. Even if it is the speaker’s passion and the delivery is great, if I do not 
care about it, if it is not important or relevant to me specifi cally, I will not continue 
to listen. The words will just become background noise. 

 Imagine yourself in a crowded train station: lots of noise, lots of commotion, 
and lots of announcement being made over the loudspeaker. You are aware of all 
of the noise, but not necessarily paying close attention to it. Then, the next 
announcement includes your train number and name, and suddenly you try to 
block out all the noise and listen to this relevant piece of information. The RAS 
tells the rest of the body to get ready to respond more specifi cally to input. It 
then tells the rest of the central nervous system to search for more information 
and coordinate the data to know what to do next. What is not needed or relevant 
becomes “noise.” It would be impossible to take in information from all fi ve 
senses with equal weight all the time. So our brain has to fi lter and judge so that 
only the most relevant information gets scrutinized and becomes the focus. 
Relevant messages gain focus; irrelevant ones become noise. 

 As we craft our ACORN, how can we get the audience’s RAS to focus and take 
in the information? WIIFM. WIIFM is the key to the entire acorn. WIIFM stands for 
“what’s in it for me.” Always keep in mind that the “me” here is the audience as a 
whole. As an audience member, we need to hear and understand the WIIFM right 
away. Unless we can get that RAS to see this information as something that is 
needed, it does not really matter what the rest of the message is because it will just 
be noise. 

 With the WIIFM, the goal is just to get your audience to start listening. That is it. 
Just having the squirrel recognize and get excited about spotting an ACORN has to 
be the fi rst step. No matter how good the ACORN tastes and how nutritious it is for 
him, none of it matters if he never saw the ACORN to begin with.  

13.2     Credibility 

 It is true that if you don’t get someone’s attention and the topic is not relevant, the 
rest of what you say may not count for much. It is also true that once you have their 
attention, the next thing you say can make or break the rest of your argument. How 
do you get a few more minutes of their attention? How can you start with relevance 
and end in persuasion? What is the next step? 

 Credibility. Now that you have my attention, what makes you the right person to 
listen to on this topic? How can you convince me that it is worth listening to you 
instead of seeking other sources of information on this topic? Are you worth my time? 

 It is generally believed that there are three keys to credibility: competence, trust-
worthiness, and expertise (Shell and Moussa  2007 ). Through my experience with cor-
porate clients and Wharton MBA students, I think it might be divided a bit differently. 
Now that the world is changing and our communication time is shortened, it seems 
that quite simply, you can have either personal credibility or credentialed credibility. 
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13.2.1     Personal Credibility 

 Personal credibility can be present when a relationship already exists with your 
listener. This type of credibility is often made up of ingredients like competence and 
trustworthiness that must be continually demonstrated over time or come from a 
known and accepted reputation. 

 In work settings, competence is often seen as a credibility builder. Your ability to 
do a task or handle a situation consistently with proven results will develop your 
reputation and personal credibility. Again, the key here is that competence is built 
over time, but then can be leveraged once you are within a network of believers. 

 Trustworthiness is perceived when someone is consistently honest or truthful, and 
these characteristics are again demonstrated over time. As diffi cult as personal  credibility 
(competence and trustworthiness) is to gain due to its need to be continually proven and 
improved, it is very easy to lose. Credibility is gained in drips and lost in gallons. So, 
there is a need for consistent authenticity. There needs to be a proven and continual 
consistency not just in your actions, but also between what you say and what you do. 

 For the United States, the year 2009 was marked by one of the worst fi nancial cri-
ses in recent history. Many businesses, banks, and insurance companies were failing 
due to the losses in the stock market and the failing economy. The government wanted 
to help stabilize institutions whose failure could damage many other businesses as 
well as harm individual investors. They also wanted to take action in order to help 
retain consumer confi dence. To do this, they “bailed out” some large institutions. 

 In one example, in September of 2009, the United States Federal Reserve 
extended an $85 billion emergency loan to American International Group (AIG). 
Less than one week after receiving the government bailout (comprised of taxpayer’s 
money), AIG spent nearly half a million dollars on a corporate retreat at the St. 
Regis Monarch Beach Resort in Dana Point, California. Taxpayers were outraged 
that this eight-day lavish retreat racked up nearly $24,000 on spa treatments, nearly 
$7,000 on golf, and almost $150,000 on banquets (“AIG Executive Blows $440,000 
After Getting Bailout”  2010 ). 

 In AIG’s defense, they booked the meeting months before the initial loan from the 
federal government. This type of trip was also the standard of practice in the industry. 
The value of face-to-face meetings and these incentive trips to reward top producing 
self-employed agents have shown to have a positive ROI for the company. 

 But as an article in Bloomberg quoted, “whether the company’s behavior is 
wrong on an absolute basis doesn’t really matter…it’s become a question of percep-
tion and it seems that they’re being viewed as behaving unethically” (Holm and Son 
 2008 ). The credibility for this company was seriously damaged from one act. The 
company worked for 90 years to build its reputation, trustworthiness, and compe-
tence. Their performance made them the world’s largest insurance company with 
employees in 130 different countries. With just one act that showed us an inconsis-
tency between what they said and what they did, the public and media could scarcely 
get their fi ll of news and criticism. 

 Although all forms of personal credibility must be guarded very carefully, what 
form personal credibility takes can vary between cultures. In 1959, Erving Goffman 
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introduced the concept of “face” which he described generally as our need to have 
others view us with respect and dignity and generate a generally positive social 
impression on others (Goffman  1959 ). The concept of “facework” was how we 
achieve that end. It consists of what strategies we use and what behaviors we engage 
in. The goal of what “face” we want to achieve and the “facework” to get to that goal 
can be very different in different cultures even though there is a general need to cre-
ate and maintain this method of credibility building in all cultures. 

 There are three main goals present when we think about face. A person could 
focus on self-face to make sure they look good in front of others. There is the other 
face where the goal is to protect and elevate the images of others around them, and 
there is also the other mutual face where the concern is for both self and others 
(Ting-Toomey and Kurogi  1998 ). The importance of face is often defi ned by the 
culture of the country or region. 

 The difference here is that this type of communication is dictated by cultural 
norms and rules for appropriateness. Culture and communication are intertwined. In 
work done by Ting-Toomey  2005 , communication aspects were compared between 
individualistic cultures and collectivistic cultures. As defi ned by Triandis ( 1995 ), 
individualism is a social pattern in which the individuals see themselves as indepen-
dent and give priority to their goals over the goals of others. Collectivism is a social 
pattern of closely linked individuals who see themselves as part of a collective and 
where the goals of the collective receive priority. 

 On this individualism-collectivism dimension, the United States is classifi ed as 
individualistic, and China is classifi ed as collectivistic, while Japan is classifi ed as 
moderately collectivistic (Hofstede  2001 ). So these cultures build personal credibil-
ity differently. Individualistic cultures (United States) tend to express more self- 
maintenance concerns, use more direct and dominating facework, and tend to be 
more emotionally expressive and aggressive. Collectivistic cultures (China) tend to 
express more other-face and mutual-face concerns, use more avoidance and more 
integrative framework strategies, and are more obliging and more compromising 
(Ting-Toomey  2005 ). 

 Individualism-collectivism shapes the preference for self vs. other facework. 
Even though these differences must be taken into account when communicating 
globally, we know that “people in all cultures try to maintain and negotiate face in 
all communication situations” (Ting-Toomey  2005  p. 164). Personal credibility is 
an important cornerstone to persuasion.  

13.2.2     Credentialed Credibility 

 Credentialed credibility is most important when personal credibility has not yet 
been established or is on shaky ground. Credentialed credibility is quite simply an 
expertise. To have credentialed credibility, you must either have a specialized area 
of knowledge or have done enough research or investigation to use other’s creden-
tialed credibility to your advantage. 
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 As a practical note, although credibility should always be present, it does not 
always need to be explicitly expressed. If your credibility is already well known for 
this particular audience and for this particular topic, you do not need to spend much 
(or any) time verbalizing it.   

13.3     Order of Message 

 We have seen the importance of relevance to your Audience to fulfi ll their needs as 
well as the importance of Credibility to show us that you are the one to fulfi ll it. But 
of course, you have much more to say. You have facts, evidence, anecdotes, experi-
ences, sources, proof, and details that you need to get across. Now we will focus on 
the Order that the body of the message should be in. 

 Information is not all weighted the same for the listener. An individual’s  judgment 
and decision-making is greatly infl uenced by the way the information is positioned. 
Message framing and presentation order affect the listener’s cognitive processes 
(Buda and Zhang  2000 ). 

13.3.1     Framing 

 A frame of a message is a way to help your listeners determine the meaning of a 
subject and help them choose one particular meaning over another (Fairhurst  1996 ). 
How do we want the audience to see this message? What should their perspective 
be? Through what lens should they examine the material? 

 Let us make it clear that framing is a necessary step in communication. When we 
choose a frame for our audience to help them interpret our message, it is not to 
confuse or manipulate. There is always a frame present. When we communicate, the 
speaker always has a frame and the listener always has a frame. The frame is based 
on past experience, relevance, prior knowledge, etc. To that end, framing involves 
selection and salience. “To frame is to select some aspects of a perceived reality and 
make them more salient in a communicating text, in such a way as to promote a 
particular problem defi nition, causal interpretation, moral evaluation, and/or treat-
ment recommendation for the item described” (Entman  1993 , p. 52). 

 When we share our frame with our audience, we are attempting to share a com-
mon vision of the message. When we introduce a topic, we do say, “interestingly 
these facts are true” or “sadly, these facts are true” or “surprisingly, these facts are 
true.” How we frame the facts will help the listener interpret them correctly and will 
help the audience clearly understand the key message or main point that you are 
trying to communicate. The frame must be clearly defi ned early in the message. 

 As an example of just how powerful a frame can be, consider the study done by 
two researchers at Stanford University. In the study, the researchers gave the 
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 participants a report with statistics about crime in a city. For half of the participants, 
the crime was framed using the metaphor of a beast preying on the city. For the 
other half, the crime was described as a virus infecting the city. The rest of the report 
was identical for each group. 

 The results revealed that the frame had systematically infl uenced how people felt 
about and proposed solving the city’s crime problem. “When the crime was framed 
as a virus, the participants, proposed investigating the root causes and treating the 
problem by enacting social reform to inoculate the community with emphasis on 
eradicating poverty and improving education. When crime was framed metaphori-
cally as a beast, participants proposed catching and jailing criminals and enacting 
harsher enforcement laws” (Thibodeau and Borodischy  2011 , p. 2). 

 The study revealed the following conclusions about frames:

    1.    Elaborate wording is not needed for impact.   
   2.    The frame does not need to be rigorously reinforced throughout the evidence.   
   3.    The frame must be placed early in the message.   
   4.    The frame works when a context association is made. Frame words act as more 

than just isolated words.   
   5.    The frame infl uenced both how the participants felt and reasoned about the data.     

 With strategic use, a frame can help us better align our perspectives with our 
listeners so that shared meaning becomes more likely.  

13.3.2     Presentation Order 

 As mentioned earlier, in addition to the frame, the order of your message also has an 
effect on the listener. There are two main ways that you can create your message. 
You can either have your key message fi rst or have your key message last. These are 
sometimes referred to as persuasive or narrative structures, respectively. 

 In the persuasive structure, your key message along with its frame comes fi rst. 
The key message is then followed by the evidence, logic, argument, or data. This 
structure can be represented by a simple triangle. 

  

Body of 
argument

Framed key 
message

  

    In the narrative structure, the triangle is inverted. In this approach, you provide 
the argument and detail and then conclude with the frame and the key message. This 
structure is how we have been sharing information for centuries. It is the structure 
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of stories and jokes. In this structure, the punch line is at the end. The audience is 
teased along and then there is the big reveal. Diagrammatically, it looks like this. 

  

Body of 
argument

Key message
  

    When the message has a high degree of relevance, putting the most important or 
key message fi rst has the greatest impact on the listener. Conversely, for messages of 
low personal or casual relevance (like a joke or story about your friend’s weekend), 
the effect on the listener was better when the key message or main point was at the 
end of the message. Once again, it is all about relevance (Buda and Zhang  2000 ). 

 The persuasive structure not only makes some intuitive sense, but it has been 
proven to be true. In 1994, a study was conducted involving 137 students. The goal 
of the study was to determine what factors determine the effectiveness of presenta-
tion order. 

 The students were seated in private cubicles and asked questions about their 
attitude toward building nuclear power plants. Prior to each message, the students 
were given information on the topic. For the low-relevance students, they were 
informed that the recently released Federal Energy Program suggested that nuclear 
power plants were going to be built in distant states. They were then given a mes-
sage and evidence about the program in both the persuasive structure (key point 
fi rst) and the narrative structure (key point last). 

 The second group of high-relevance students were informed that the recently 
released Federal Energy Program suggested that nuclear power plants were going to 
be built in their own and several nearby states. They were then given the exact same 
messages and evidence about the program as before in both the narrative and per-
suasive structures. Those with high relevance responded to the message that was 
given using the persuasive structure. Those with low relevance responded to the 
message that was given using the narrative structure (Haugtvedt and Wegener  1994 ). 

 The persuasive structure is the most effective way to communicate if we want to 
persuade. To have this structure work best for us, we fi rst need to establish the WIIFM 
to have the reticular activating system see the message as relevant. This WIIFM must 
fulfi ll the need and provide the framed key message right in the beginning. 

 Learning is a process of creating associations between pieces of information. 
The temporal order of the message plays a critical role in the facilitation of the link-
age of reactions from one piece of information to the next. 

 A study was conducted where the same advertisement was shown to 270 partici-
pants. The only difference between the ads was the placement of the brand name or 
logo either at the beginning, middle, or end of the message. The researchers found 
that there was a signifi cant effect of brand-name placement on brand attitude. 
Putting the brand name at the beginning of the ad rather than waiting until the end 
enhanced the persuasive impact of the ad (Baker et al.  2004 ). 
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 Now that we know that the audience’s WIIFM has to come fi rst and be part of the 
framed key message so that relevance can be established, where does the credibility 
come in? When listeners are presented with a message, they try to determine 
whether the message is accurate and whether the source lacks credibility. 

 The ability for the message to have a persuasive impact is diminished when lis-
teners attribute bias to a source. When credibility is low, the listener will discount 
the claims made in the message. Therefore, when a key message is framed, the lis-
tener is judging the credibility of the source. Positively framed messages that are 
presented by those with perceived expertise will have the greatest infl uence on atti-
tudes to the message. 

 Like the frame, the WIIFM, and key message, evidence of credibility must also 
come at the very start of your message. Therefore, we now know that evidence 
exists suggesting that the message order, frame, and credibility of the message 
source all infl uence the fi nal judgment of the listener (Buda and Zhang  2000 ). 

 Keep in mind that there are, of course, some cultural differences, not just between 
Asia and America, but also across many cultures that dictate the order of the mes-
sage. In Asia, it is expected that there is much discussion prior to “getting down to 
business.” This “preamble” is necessary for building credibility and saving face. In 
America, the need for polite conversation before turning to business is more contex-
tually sensitive than culturally dictated. For example, many of my clients do their 
work in context of relationships. They have or would like to have an ongoing trade 
or business relationship, friendship, partnership, or mentorship with the person they 
are trying to persuade. So in this context, one would not skip the discussion before 
business, but, rather, use this time to build the relationship and personal credibility. 
In some instances when the audience is very busy or very distracted, it is best just 
to get to the point with your message, conduct the business at hand, and proceed to 
the next task. 

 But in almost all cases, when you are ready to shift from the polite conversation 
and relationship building aspect of the encounter and are ready to do business, the 
WIIFM statement of audience relevance is what will make the change in the mind 
of the listener. Once we hear the WIIFM and its frame, we are ready to hear the next 
message and share meaning.   

13.4     Remember Me 

 Now we are at the point in our message construction where we actually get to tell 
our listener the body of our message and the facts of the argument that are sure to 
win him or her over and make the listener remember our message. 

 Often, even though my student’s data and argument are sound, when it is their 
turn to start talking, they want to tell their listeners Everything they know. They 
want to fl ood them with ideas and facts and evidence. They do what is commonly 
referred to as a “data dump.” In a way, for your listener, it is like asking them to take 
a sip from a fi re hose. 
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 The general surge of data in our lives is well documented. Now that economies of 
industrialized nations have shifted from an industrial society to a knowledge society, 
it has been noted that we live in an information economy (Trilling and Hood ( 1999 ). 

 Economics, however, is the study of how society uses scarce resources. One 
could argue that in our current society, information is not scarce. It is overfl owing 
and we are drowning in it. We are shifting to a new economy. A new fi ght is brewing 
over what might be the currently scarcest resource, our attention. We are now in an 
“attention economy” (Goldhaber  1997 ). Many cognitive scientists are drawing a 
distinction between raw information and information we can use in thinking. They 
fi rmly believe that our listening problem is not information overload. They believe 
that the real problem is organization underload. 

 How can we help our listeners take a sip without drowning? How can we make 
sure to give our squirrel enough acorn without choking? How can we make our mes-
sage memorable? 

 Consider these three elements that will infl uence how our messages are 
 constructed: understanding adult learning, understanding how to make information 
more memorable by using short sentences and chunking the information, and fi nd-
ing a way for the listener to want to take action. 

13.4.1     Adult Learning 

 There are many principles of adult learning that are now being recognized and 
implemented in training and education classes. For persuasion, the most important 
element to understand is that adults simply learn some things differently than chil-
dren (Kuhn and Pease  2006 ). 

 Physiologically, when kids learn, they form cell assemblies and phase sequences. 
When kids learn, they are actually building these sequences. They are making new 
connections as they learn and form them so that they can make sense of the world 
around them. 

 As adults, we are not making new connections as we learn. We spend our time 
making new arrangements, connecting information to what we already know rather 
than learning “new” things. We constantly reinterpret our experiences and search to 
make meaning from them. That is how adults learn. 

 In 1926, Piaget fi rst introduced the term schema. Schema theory was developed in 
the 1970s. Schema theory views organized knowledge as a network of abstract struc-
tures. It is a mental framework that represents how we view the world. This schema 
changes as we encounter and learn new information. The interesting thing, however, 
is the realization that as adults, schemas are not built, but are only changed. There 
must be prior knowledge and experience forming the framework so that the newly 
formed information can attach. Why is this important? We are trying to  provide new 
information to someone or want him or her to see something in a new way. Because 
of the way adults learn, it is diffi cult for adults to understand the new information 
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without a lot of cognitive processing to fi gure out where this new  information should 
fi t into their existing schema (“Schema Theory of Learning”  n.d. ). 

 As adults, we would have to listen to the message, manage to maintain our atten-
tion (which is not possible without relevance), then process the information, inter-
pret the meaning, and then try to fi gure out where to attach it to the framework that 
already exists in our mind. 

 In a short conversation with short attention span squirrels, how can we make this 
easier for the listener? Simple. Find a way to express your message in a way that is 
easy to understand and completely accessible to the listener. If we can describe our 
message in terms that the listener already understands and can easily locate in their 
schema, our message will be more readily internalized. How do we do that? In a 
word – metaphor. 

 The use of metaphors, analogies, and mnemonic devices can greatly assist the 
listener’s initial understanding and more importantly their inclusion of this new 
information into their schema. This is especially true if you convey technical 
 material for those listeners who do not have a general knowledge background in that 
subject. 

 Metaphors and analogies are wonderful and powerful tools. They tell us what 
new information that can be understood by our past experiences.  

13.4.2     Memory 

 If you want your messages and your presentations (and you) to be more memorable, 
use simple language. In his book,  Words That Work , Frank Luntz ( 2007 ) listed his 
ten rules of successful communication. Rule number one and rule number two both 
deal with concise simple language. Rule number one is to use small words, and rule 
number two is to use short sentences. 

 Whenever we talk about this in my MBA communication classes at Wharton, the 
students push back and worry that they are “dumbing down” the message. They 
may think they sound smarter by using really big words and long complex sen-
tences, but if the listener doesn’t easily and readily understand the message and 
cannot remember it, it will have no value to them. 

 A paper called “Consequences of Erudite Vernacular Utilized Irrespective of 
Necessity: Problems with Using Long Words Needlessly” was published in 2006. In 
this study, 71 Stanford undergrad students were asked to read passages of personal 
essays for admissions to graduate studies. These passages were changed by the 
researches to make them moderately complex or highly complex. For the highly 
complex passages, the researchers replaced every noun, verb, and adjective with the 
longest possible thesaurus equivalent. For the moderately complex passages, the 
researchers made the same changes as above, but only to every third applicable 
word. The students were then asked to rate the passages. 
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 They found that “contrary to prevailing wisdom, increasing the complexity of a 
text does not cause an essay’s author to seem more intelligent. In fact, the opposite 
appears to be true… Complexity neither disguised the shortcomings of poor essays, 
nor enhanced the appeal of high-quality essays.” In the same article, the authors 
performed more experiments across disparate domains, different judgment types, 
and different paradigms. The effects they found were the same. Basically, “needless 
complexity leads to negative evaluations” (Oppenheimer  2006 ). 

 Short, clear messages work best. Remember, it is not just about what you want to 
say, it is also about how best to get the audience to hear you. Although the concise 
140-character limit of Twitter is so popular and we love mnemonics, slogans, sound 
bites, and headlines, your message can’t be delivered in catchy phrases. Your key 
message, the one idea you really want to get across, should be the focus of your 
effort. That is what you want to make memorable and easy to understand. 

 Key messages need to be silver bullets, not buck from a shotgun. Don’t throw 
everything you have at the listener. Instead, hone a shiny, pointed single message 
that will be short, easy to understand, and memorable. The message points that can 
move into long-term memory will be the ones that differentiate your message from 
its competition.  

13.4.3     Chunking 

 After the key message, what can you do with the rest of your data? One of the big-
gest obstacles that my clients face is the ability to chunk information and keep their 
evidence and data organized for the listener. If we are reading your message, you 
would probably put in headers, paragraph indentations, bullet points, bold or italic 
words, or even underlines to show your key points and message and to help the 
reader follow along through your logic. 

 Just because the message is spoken, it doesn’t mean that those needs of your 
audience have gone away. After giving a solid key message, you need to carefully 
and deliberately lead your listeners through your logic. A good way to do it is 
through thoughtful chunks of information. 

 As listeners, we just can’t listen to many disparate pieces of information, quickly 
put them in order, and then fi t them into our schema. We need bite-size chunks of 
information so that we don’t get overwhelmed. As you create the body of your mes-
sage, how can you organize the evidence and information to make it easier for us to 
get? Can you put the information together in chunks for us so that as listeners, we 
can skip the need to organize the facts? 

 If a speaker got up in the front of the room and said, “Good morning, today I am 
going to go through the 27 ways you can save money by clipping coupons,” you 
would probably immediately stop listening even if saving money fi t your WIIFM 
(what’s in it for me). We just don’t want to process that amount of data. That is why 
on the evening news, to keep our attention through that next commercial, they tease 
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us with just bite-size nuggets of information that we think we can easily understand. 
For example, the anchor might say, “When we come back, 3 ways you can save your 
family money by clipping coupons.” Even if the content is the same and there really 
are 27 discrete ways to save that money, if they can put them into 3 chunks or cat-
egories, we will be more likely to want to listen. 

 Giving us too much to listen to at one time without a chunked structure is a clas-
sic case of information entropy. Entropy is actually a thermodynamic quantity rep-
resenting the amount of disorder or randomness in a system. Claude E. Shannon 
introduced the concept of information entropy or the randomness in content in his 
1948 paper, “A Mathematical Theory of Communication” (Shannon  1948 ). As lis-
teners, we want low information entropy. We want patterns. We want order. We 
cannot quickly and easily understand chaos. 

 How do you normally chunk your logic and data? Do you often just keep going 
down your list of facts without a preview for the audience to know what is coming? 
Is it just slide after slide and graph after graph without fi tting into themes or 
 categories? Do you just blurt out all the benefi ts of the product from the marketing 
literature without caring about the listener?   

13.5     Taking Action 

 Now that you have your beginning and middle of your message, how do you end? 
What should the conclusion be like? We know it should no longer be the punch 
line or key message – we have shown that those items need to move to the 
beginning. 

 The fi nal part of the message must be a clear and concise call to action. In the 
1930s, a scholar from Purdue University named Alan H. Monroe created a sequence 
of steps based on the psychology of persuasion that he hoped would inspire people 
to take action (Mind Tools  n.d. ). In the persuasive structure we are talking about, as 
well as Monroe’s structure, the action step serves as the concluding step. Now that 
they have heard your message and perhaps a summary of your message, if it was 
long or complex, the audience needs to know what to do. 

 When you tell your listener your call to action, there are really three things to 
remember:

    1.    When you tell your listener what to do, be as specifi c as possible. Should they vote, 
try the product, and write to their congressman? Exactly, what should they do?   

   2.    Make sure what you ask them to do is doable. Don’t ask for too much money or 
even an all-out commitment. Is there an easy way for them to do what you want 
or at least start to do it?   

   3.    Make sure the call to action is something they can do very soon after you ask. 
If there is too much time between asking and doing, your listeners will lose their 
passion for the idea and forget (Persuasion: Monroe’s Motivated Sequence 
 n.d. ).      
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13.6     Need to Connect 

 So far, we have seen the need to think fi rst and foremost about how our message will 
be relevant to our audience and have seen the need to show our credibility early in 
the message. We then learned the proven impact the order of your message will have 
in persuasion and some tools to make the body of your message easier to listen to, 
stay engaged with, and remember. Now we are ready for the fi nal tool to get your 
audience (squirrel) to listen (focus), the need for emotional connection to the 
message. 

 We see in the very defi nition of persuasion that we must be Moved toward our 
new belief or action. We cannot be moved if we don’t feel anything for the subject. 
Why is this true? Why are emotions so important? Are they really part of every-
thing, even for people who are not generally emotionally demonstrative? 

 The answer is yes. There is a part of the brain called the amygdala. This is the 
emotional part of the brain. The amygdala allows for empathy and feelings of emo-
tion. Interestingly, it also controls the fi ght or fl ight refl ex. 

 Even though we do not consciously know it, when the amygdala perceives 
 something, it can bias us and cause us to think or act in a certain way (Adolphs 
 2009 ). When the amygdala is triggered, a rush of hormones is activated and fl oods 
the body before the prefrontal lobes (the thinking part of the brain that regulates 
executive function) can mediate the reaction (Nadler  2009 ). 

 Although we may not still need the “eat or be eaten” survival instinct while 
 listening (hopefully), we just react. When the amygdala acts and overrides our ratio-
nal thought, it is known as the amygdala hijack. Basically, evolution has made 
humans emotional animals. 

 Our fi ght or fl ight refl ex is always there ready to take center stage. Those who are 
persuasive use that knowledge to make sure they use rhetorical tools to move their 
audience. They are not necessarily looking to drive their audience toward emotional 
outbursts, but they need to get them to feel something about their message. 

 In addition to always being present, researchers have also suggested that emotion 
and feeling are related to perceiving and processing information, reasoning, mem-
ory retrieval, memory storage, and learning (Dirkx  2001 ). The fact is that emotional 
material is processed more deeply than non-emotional material (Carstensen and 
Turk-Charles  1994 ). 

 That is why we often remember events and times that cause us to have strong 
feelings (grief, frustration, anger, embarrassment) more specifi cally than events that 
did not trigger such an emotional response. 

 For us to be effective communicators, emotion must be part of every message. We 
must fi nd a way to connect to the audience if we want to move them toward a new belief 
or toward action. If we fail to engage them emotionally, we will fail to persuade. 

 The question then becomes, how can we work emotion into our messages with-
out getting too fl uffy or dramatic? Simple, it is just a matter of word choice. 
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 As they say, a picture is worth a thousand words, and if we can see it and  visualize 
it, then we can feel it. Here are three good ways to get emotion into your message to 
help us visualize the outcome:

    1.    Word choice to promote connotation   
   2.    Word choice used as vivid language to help tell a detailed story and visualize the 

outcome   
   3.    Word choice to make the abstract something we can understand within the 

intended context     

13.6.1     Connotation 

 Word choice is a fairly easy way to marry the logic to the emotion. Many words 
have strong connotations. Words that have heavy connotation can not only commu-
nicate meaning but convey emotion as well. For example, do you respond more to 
the word soar instead of fl y, panic instead of worry, cheap instead of inexpensive, 
crammed instead of tight, or savor instead of taste? Just a simple change to a more 
heavily connotated word can make a big difference.  

13.6.2     Visualization 

 What word choice can also do is help us visualize. To persuade your listeners, you 
need to use vivid language and details to help them either see the positive relief that 
your solution would bring or, perhaps sometimes more powerfully, show the horri-
ble outcome if your solution is not adopted. This is called the visualization. 

 These images will cause us to have an emotional response. These images carry 
not only fact but implicit meaning as well. We will see the fact in the context of the 
meaning provided by the connotation. 

 For example, think about something as short, but as powerful, as the most well- 
known part of the inscription on the base of the Statue of Liberty: Cries she with 
silent lips, “Give me your tired, your poor, your huddled masses yearning to breathe 
free. The wretched refuse of your teeming shore. Send these, the homeless, tempest- 
tossed to me. I lift my lamp beside the golden door” (The Statue of Liberty  n.d. ). 

 This was a sonnet written in 1883 by poet Emma Lazarus entitled “The New 
Colossus.” She could have said, “all are welcome,” but she chose more vivid lan-
guage to help us better understand, connect to, and feel the plight of the immigrants 
who are making the journey across the ocean. 

 Now, most of us are probably not as poetic as Emma Lazarus or as talented with 
word choice, but even picking one or two vivid words that help us visualize your 
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message or make a story from your facts will help us fulfi ll the need that we have to 
emotionally connect to the message. 

 Of course, your whole message should not be a giant story, just the words around 
your key messages. If you make your whole message a story, it will gain emotion, 
but will lose the benefi ts of the message order described earlier.  

13.6.3     Making Abstract Concrete 

 The same benefi t of good word choice is not only true of words to help us fully 
understand and feel your key points but also help us make better sense of and con-
nect better with numbers and statistics. 

 For example in 1988, famous US talk show host Oprah Winfrey lost a total of 
67 lb. Sure that sounds impressive, but we really can’t visualize what 67 lb of fat is. 
If she had just announced on the air that she had lost 67 lb, we probably would have 
soon forgotten her message. But instead of saying she lost 67 lb, she actually 
wheeled a wagon full of 67 lb of fat onto the stage. Because of that stark visualiza-
tion, no one could forget that image. 

 We understood her weight loss and connected to her message. Regrettably for 
Oprah, she regained that weight, and because we could never forget that image, it 
was news again, years later. 

 Our goal is to make the abstractness of numbers and statistics more concrete. We 
need to make the numbers meaningful and understandable so that we can connect 
and feel something about them. For example, which statement do you feel is most 
powerful? The disease spreads throughout the United States and affected 56,886 
people or the disease became an epidemic that swept throughout the United States 
infecting enough people to fi ll New York Yankee Stadium to capacity. Letting us see 
and understand what the contexts of the numbers are helps us connect.   

13.7     Conclusion 

 The ACORN is what gets a squirrel to focus so that it can survive. Without this 
focus, it could not take in what it needs. You need your listeners to focus on your 
message so that they can hear, understand, and remember you so that you can give 
them what they need. 

 If you just take a few minutes before your next high-stake conversation to review 
the ACORN strategy and apply its easy principles, your next message will be more 
persuasive and yield you better results. The recipe is easy to understand and apply:

    A udience – have you found their relevance and WIIFM?  
   C redibility – have you told them through your personal or credentialed credibility 

why you are the right person to help solve the problem?  
   O rder of message – are you using the persuasive structure with your framed key 

message fi rst?  
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   R emember – have you made your data and evidence easy for adults to hear by 
chunking and easy to remember by using simple language, metaphors, and mne-
monics? Have you given them a strong call to order?  

   N eed to connect – have you used word choice to move your audience toward engage-
ment with your message?        
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