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Abstract 

 Communication has attained a pivotal role in the modern day businesses. One of the key genres of 

this communication is Corporate Social Responsibility (CSR) communication. The concept of 

Corporate Social Responsibility (CSR) is defined and spelled out in several different contexts, 

depending mainly upon the interpretation under which the concept is conceived.  This research 

focuses on the puzzle as to how the two chosen companies, which come from different business areas, 

understand and spell out their perception of CSR through the wheel of communication, and thereby 

construct social reality. An analysis of genre of CSR communication can solve this puzzle. Thus, by 

employing a case study approach in combination with Critical Discourse Analysis (CDA) and 

Genre Analysis (GA), this study seeks answers to three interrelated research questions: 1) what 

conventions are found in this genre of communication? ; 2) Which identical and different 

discourses the case companies draw upon through the order of discourse in CSR 

communication? 3) Of these discourses, why are some identical and some differ?  The study 

has employed Fairclough’s three dimensional CDA model complemented by Bhatia’s seven 

step approach as analytical framework. The study concludes that the genre of CSR 

communication is highly conventionalized and these conventions mainly seek strength from 

guidelines and principles of international bodies like UN Global Compact and Global 

Reporting Initiative (GRI). Further, this study surmises that high level of intertextuality found 

in the data is evident of the fact that the companies stick to prevalent conventions. However, 

the existence of non-conventional discourses manifest the companies’ desire to focus on 

company or industry specific discourses for social  construction of CSR in a way that suits 

their overall business strategy, perception of Corporate Social Responsibility and how CSR is 

embedded in the business strategy.  
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Chapter 1-Introduction 

The chapter carries an overview of this thesis. It touches upon the brief background of the 

study, the methodology employed, followed by the glimpses of each chapter marking the 

structure of the study.  

1.1 Background of the Study 

Communication plays a key role in the business world. Doing some good and not 

communicating about it while doing not that much and making a considerable propaganda 

about it are two lines of action which are poles apart from each other and yield different 

results when it comes to the world of business. The concept of Corporate Social 

Responsibility has become a buzz word in the modern day business. More and more 

companies are found involved in practicing and communicating about their actions regarding 

CSR. Wide scale confusion prevails around the concept of CSR which has its roots in the 

way people perceive, interpret, practice and then communicate about it. The culmination of 

CSR is its communication which embraces the preceding parts i.e. its perception, 

interpretation and practice. “Corporations say that they practice Corporate Social 

Responsibility “(Ihlen et al. 2011, 3). But according to Ihlen (2011, 3) there are several ‘ 

complexities’ tagged around this ‘ seemingly simple claim’. As such the communication of 

CSR becomes an interesting phenomenon to study.   

A useful Corporate Social Responsibility (CSR) strategy is related to creating a social 

reality that integrates socio-business benefits. The main objectives are to manage reputation 

of and risks for the businesses.  A substantial argument is forwarded to build a ‘business 

case’ for Corporate Social Responsibility, that is, to differentiate between a charity 

organization and socially responsible business entity.  

 How companies spell out their CSR initiatives is important both in terms of identifying 

the issues and the basis on which the MNCs (Multinational Corporations) build their CSR 

communication. Framing these preferences is, therefore, an important step; not only it helps 

in framing the reputation of a company, but also encompasses a wide range of issues and 

areas that are important for the respective society.  Ostensibly, the vision and linguistic 

discourses of CSR activity of the businesses play an important role in activating public 

relations machinery, because every company desires to be perceived as respectable and 

socially responsible organization in the modern society (Hooghiemstra 2000).  
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A variety of frameworks can be used to demonstrate that a company is not using CSR 

as a propaganda tool; therefore, the notion of considering the mutual concern becomes the 

central component of CSR practice of the companies. The primary message of CSR is that the 

company is aimed at communicating social commitment in terms of helping in the wide range 

and a variety of areas. This reflects the importance of social and business performance -

attending both its core business operations and to a “better society” (Elizabeth et al 2008:84).    

1.2 Aim & Objective 

The factors like profit maximization, the reputation of the company and coming up to 

the expectations of the stakeholder are a genuine concerns to be taken into account while 

formulating  the  business strategy of a company. In addition to this, the expectations of the 

society and stakeholders regarding the responsible behaviour of the businesses are also 

becoming important factors to be considered along with their business operation by the 

companies.  

Today the stakeholders expect the companies to take responsibility for issues which 

previously were not thought to become part of their overall behaviour. This includes but not 

limits to issues like how responsible the supply chain is, what their products are used for and 

the environmental impact of the business activity (Porter et al. 2006:80). This tension to do 

well in business but conduct it in a responsible manner requires the companies to develop an 

understanding of CSR and also convey the same to the stakeholders.  This research focuses 

on the puzzle as to how businesses construct social reality by spelling out their perception of 

CSR through the wheel of communication.  The puzzle has been addressed by seeking 

answers to the following three questions:   

1. What conventions are found in this genre of communication?  

2. Which identical and different discourses the case companies draw upon through 

the order of discourse in CSR communication?  

3. Of these discourses, why are some identical and some differ? 

 Since the study  encompasses a social issue in which the relationship between social 

context and business, and their impact on the discourse plays vital role, I preferred to take 

Critical Discourse Analysis (CDA) and Genre Analysis (GA) as theory and methodology to 

seek answers to these questions. Further, the Genre Theory plays a contributory role in the 

theoretical and analytical framework used for this study. The notion of context is crucial for 

CDA because the discourse practices are practices of production in which social life is 
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produced- be it economic, political, cultural or normal day to day routine life (Fairclough 

1992, 1). The analysis of discourse focuses not only on talk but more importantly on a wider 

perspective encompassing social, political and cultural functions of discourses (ibid). 

Dahlsrud (2008) has rightly pointed out that CSR is a socially constructed concept and cannot 

be detached from the contextual factors, thus a combination of CDA and GA becomes an apt 

approach for this kind of study.  

1.3 Structure of the Thesis 

In order to seek answer to the research questions, a systematic research framework 

has been devised.  This research framework is enunciated through the following outline of the 

structure of this study.  This thesis consists of seven chapters.   

Chapter one focuses on overview of the thesis. It touches upon the brief background of the 

study, the methodology employed followed by the glimpses of each chapter marking the 

structure of the study.  

Chapter two presents the literature on Corporate Social Responsibility (CSR) and 

communication of CSR. The conceptual base of CSR is made clear through an overview of 

definitional construct of CSR and interconnected phenomenon of communication adopted by 

the companies.  This framework is also helpful in determining the context i.e. the outer part 

of Fairclough’s model – the social dimension. To give an understanding of the concept of 

CSR, this thesis presents different definitions and approaches of CSR (section 2.1) and the 

communication of CSR (section 2.2). Next to it, the thesis focuses on understanding of genres 

of CSR communication through website and exclusive reports (sections 2.2.1 & 2.2.2). 

Subsequently, the relation between CSR, PR and framing has been described (section 2.3) 

followed by a brief overview of interrelated topic- criticism against CSR (Section 2.4).  

 Chapter three articulates the method adopted to carry out this study. The focus is on Case 

Study approach, Critical Discourse Analysis (CDA) and Genre Analysis which jointly 

provide the methodological foundation for this study i.e. the approach this research has 

utilized for both in regard to collection of data and its subsequent analysis. The chapter opens 

up with the section explaining the overview of qualitative analysis followed by case study 

approach and overall strategy employed in conduction of this research.  Next to it is the data 

collection phenomenon followed by the section on data analysis procedure. This leads to the 

discussion on Critical Discourse Analysis (CDA), different approaches to CDA and Genre 



 

 

4 

Analysis (GA).This discussion has been accordingly divided into two parts.  Part I deals with 

the Critical Discourse Analysis (CDA) and Norman Fairclough’s approach to CDA. It 

focuses on developing an understanding of the conceptual framework enunciated by 

Fairclough in his three dimensional approach to CDA. Part II deals with the Genre Theory 

and Bhatia’s Genre Analysis (GA) with a focus on his seven step model.    

Chapter four focuses on the introduction of the two case companies followed by a brief note 

on the major criticism against them regarding the issues of CSR in the past. The overview of 

both the sides would further add to the tone set by the previous discussion (Chapter 2) in 

terms of social dimension and help in analysis in accordance with Fairclough’s model.     

Chapter five has been divided into two main portions -Part I & Part II. The first portion of 

the chapter (Part I), focuses on Genre Analysis (GA).  Conducted with the help of Bhatia’s 

Genre Analysis model, this part serves as a supplement to the next part (Discourse Analysis). 

It also offers an opportunity to look into the overall structure and pattern found within the 

CSR communication of both the case companies and provides an overview of the CSR 

related web content found on their websites and the annual CSR reports. This also is the main 

reason as to why this portion of analysis has been done prior to the discourse analysis.   The 

next part (Part II) is done with the analytical framework offered by Norman Fairclough’s 

Critical Discourse Analysis model. This part marks the in-depth analysis of the discursive 

dimension of Fairclough’s model.  Building on the theoretical framework, both the analyses 

supplement each other in seeking answers to the research questions out of the available data 

and solving the puzzle of the thesis.  

Chapter Six: Drawing its strength from previous chapters which focus on the bond between 

the social and the discursive dimensions, and how the context influences the construction of 

conventions within the genre of CSR; and how in turn the conventions influence the context, 

this chapter spells out answers to the research questions raised in the beginning of this study.   

In the end this chapter has incorporated a conclusion in order to sum up the study and its 

findings. 
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Chapter 2-Theoretical Foundation: CSR Communication    

This chapter presents the literature on Corporate Social Responsibility (CSR) and 

communication of CSR. The conceptual base of CSR is made clear through an overview of 

definitional construct of CSR and interconnected phenomenon of communication adopted by 

the companies.  This framework is also helpful in determining the context i.e. the outer part 

of Fairclough’s model – the social dimension. To give an understanding of the concept of 

CSR, this thesis presents different definitions and approaches of CSR (section 2.1) and the 

communication of CSR (section 2.2). Next to it, the thesis focuses on specific understanding 

of genres of CSR communication through website and exclusive reports (sections 2.2.1 & 

2.2.2). Subsequently, the relation between CSR, PR and framing has been described (section 

2.3) followed by a brief overview of interrelated topic- criticism against CSR (Section 2.4).  

2.1 Defining Corporate Social Responsibility (CSR) 

 The concept of Corporate Social Responsibility has been defined in several different 

contexts, depending upon under which interpretation the concept is conceived. Thus, the 

concept of CSR lacks one accepted definition and as such has been defined in a variety of 

ways. The concept has been utilized in a variety of academic and professional disciplines and 

it is rightly said that conceptualizing CSR is nothing different than mapping sand dunes in a 

desert (Coombs and Holladay 2012: 6).  On one extreme is the notion propounded by Nobel 

Laureate Economist Milton Friedman (1962) that the sole motive of the businesses is to mint 

money or profit. This concept has validity from all the practical and realistic purposes on 

account of the fact that no profit means no business, ultimately leading to the ceasing of the 

very company.  

On the other extreme is the CSR orientation which confronts Friedman’s notion and 

contests that profit concerns should not be the sole motive of companies. According to 

Marrewijk (2003), it is customary to think that CSR is ‘panacea’ to make up the global 

poverty gap, social exclusion and environmental degradation. It’s between these two extreme 

swings of the pendulum we find oscillating different notions, perceptions, definitions and 

schools of thought concerning CSR. The premises of any such argument, however is 

expected to consider the notion of global social commitment that is, delivering both business 

and social benefits to a society. The question is what is that suitable level of understanding on 

which both stakeholders and corporate community agree?  In the remaining part of this 

section an effort has been made to delineate different definitional constructs in order to have 
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an in-depth understanding of the concept of CSR, and delve deep into the way CSR is 

perceived, conceived and constructed. This exercise would set the tone of the study besides 

contextualizing the research along with providing an insight into the social dimension (the 

outer most box) of Fairclough’s three dimensional model. While mentioning different 

definitions and approaches of CSR in the following lines, a chronological order has been 

adopted, which would mark the evolution of the concept of CSR.  

Before  delving into the definitional constructs of CSR it would be in the fitness of  

things to point out that the academic literature and professional register on CSR  carries a 

wide variety of terminology which is not only synonymous to Corporate Social 

Responsibility but is also most of the time used interchangeably with it . In this context, 

expressions like: business ethics, corporate accountability, corporate citizenship, corporate 

philanthropy, corporate responsibility, corporate social performance, corporate sustainability, 

philanthropy, stakeholder management, sustainability, and Triple Bottom  line abound in 

CSR literature (Ihlen, Bartlet and May 2011, 72). It is, however, beyond the focus of this 

study to carry out a dissection in order to dig out the similarities and dissimilarities in these 

terminologies.   

  From the historical perspective, the concept of CSR is centuries old, however, it 

formally emerged on the literary scene in 1953, when Bowen in his book ‘Social 

Responsibility of the Businessman’ addressed the issue of responsibility in the business 

context. Bowen remarked that it [is] obligatory for “the businessmen” to pursue those 

business policies and strategies which are “desirable in terms of the objectives and values of 

our society” (Carroll 1999, 26).  According to him, businessmen should pursue those policies, 

decisions, lines of action which add objectivity and value to our society. This argument 

continues to develop into a real cause behind fulfilling social commitments. This, according 

to Carroll (1999, 26) makes Bowen the father of modern day CSR concept.     

It can be argued that in the early version of CSR concept, Bowen (1953 ,24-31) 

assumed the expression” obligatory” not in terms of a “legally bound” agreement to carry out 

CSR, rather  it reflects his deep understanding of managing both business and social values, 

but, still maintain a profitable business. Davis (1960) in his own right defined the concept of 

CSR as, “businessmen’s decisions and actions taken for reasons at least partially beyond the 

firm’s direct economic or technical interest”. This definition clarifies that “obligatory” 

responsibility more in terms of spelling out the scale and limits of that “doing good” factor, 

while still managing the reputation of a company, that, it is not a charity organization. Davis 
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clearly demarcates between company’s own “economic & technical” interests and the 

resources that could be utilized for fulfilling the social commitment.  

After Bowen’s work, the topic of CSR remained alive during the 1960s and early part 

of the 1970s, especially in North America and Europe.  As understanding about the role of 

executives of a company grew, the issues of social activism became more valuable. Manne 

(1972) describes this element as knowing the crucial relation between pursuing business 

objectives and a personal responsibility to outside the market place. This linkage 

characterises an important sense of power and relief to people who cannot figure out a 

multifaceted market system.  

 Similarly, Drucker (1974, 8) constructs his views around the notion of “corporations 

paying back to public”, a concern that fundamentally materializes the implementation of 

social activism. Therefore, the new addition to the development of CSR concept encourages 

leading companies to create schools, include opinion of labour leaders and highlight the 

importance of consumer advocacy. In a nutshell, the new view urges the corporation to 

identify needs for socioeconomic change, to formulate programs of action consistent with the 

needs of the society.  

A significant headway in conceptualizing CSR has been made by the approach 

propounded by Carroll (1979: 500), who directly transformed the CSR into a more of 

discretionary cum social expectation phenomenon. Carroll maintains “the social 

responsibility of business encompasses the economic, legal, ethical, and discretionary 

expectations that society has of organizations at a given point in time”. His four tier approach 

engages both popular expectations by the members of a society and actions by the 

management of a company. In several ways, Carroll combines the moral obligation with a 

clear set of rules, so that a company should not operate in a vacuum of communication with 

its social partners. It is, however, fair to state that such an obligation does not amount to a 

legal obedience; rather a strong sense of social commitment is the main cause of a useful 

CSR.     

 The recent theories take this argument a bit further, and commit much more than an 

“event-based” CSR, and therefore argue for a sustainable process of carrying out the CSR. 

According to this idea, satisfying stakeholders is the sole purpose and reason for a firm’s 

existence (McWilliams and Siegel, 2000; Stead and Stead, 2001). But the issue of entirely 

satisfying here does not address the comprehensive sustainable approach of a company, 

because any strategy in this regard will have to consider what is the nature of such an 
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approach, and to which extent this can impact the overall interests of stakeholders. Boatright 

(2007:368) creatively sums up this reflection, and finds CSR a source of mutually beneficial 

relationship between the corporate entity and its public. Only constructing the social reality 

on the basis of “profitability” may well fall short of establishing criteria of judgements about 

the impact of CSR on a society. 

 

The jury on a definitive role of CSR is still out to decide whether drive towards 

globalization and international trade has created an urgency to establish a clear 

ethical/legal/social framework, which can grant stability to the concept of CSR. This need is 

aptly summed up by Guo et al (2009) that during the recent decades, the advent of rapid 

globalization is drawing tremendous attention about CSR. The concept of CSR is still under 

discussion, and would remain so in decades to come, because, it is getting wide scale 

attention of business and research community. During the past decades, the advent of rapid 

globalization is linking every society’s interest with the international trade.  

With globalization gaining currency in the modern day business particularly since late 

1990s, there has been more and more emphasis on the relationship between business and 

society. This globalization wave has led many multinationals to move to the areas where the 

record of human rights, transparency, democratic traditions is questionable. In such a 

scenario, the question that is raised is whether the companies take the initiative to eradicate 

such menaces or this should be left to the respective government, international bodies and the 

civil society to take the responsibility. In addition to this, Ihlen et al ( 2011: 29) argue that 

regardless of the size of the company they all face the chanllenges in terms of environment, 

supply chain, different types of economic crimes. This has led  to oblige the companies not 

only to behave as responsible entities but also commmunicate about the same, hence the 

concept of CSR communication in the shape of non-financial disclosures has been in vogue. 

Ihlen et al ( 2011: 29) claim that about 80 % companies on the Global Fortune 250 list have 

embraced the concept of non-financial reporting which in a way has beocme a norm than an 

exception. Ihlen et al. ( 2011: 29) further argue that internationa bodies like UN, EU and 

OECD, the World Bank have come forward to support the notion.  

 Another paradigm of modelling CSR is introduced by Elkington’s (1998) ‘Tripple 

Bottom Line’   which embraces the independence of a three dimensional economic, social 

and environmental responsibility. The approach emphasizes that a business owes 



 

 

9 

responsibility towards society and stakeholders in three broad classifications i.e. financial, 

social and environmental. It is pertinent to note here that probably due to vigorous approach 

towards environmental concerns being expressed by the international bodies, civil society and 

different bodies in the post 1990s, the very concept of ‘environment’ has been separately 

spelled out along side the ‘social’ in certain definitions of CSR. This does not imply that 

environment is something detached or aloof from the social or societal thinking or 

phenomena. It basically reflects the emphasis being laid down on the issues revolving around 

environment. It further implies that businesses in one or the other and indirect or direct way 

have relevance with the process of manufacturing which in turn is linked to the environment; 

thus business and environment become directly related.  Besides, the environmental concerns 

become bigger concerns of the society than the other concerns.  

 

Wold Business Council for Sustainable Development (1999) and United Nations 

Global Compact (2000) are two of the most significant agendas of the world’s organizations 

that have considerable impact on the CSR approaches of the corporations.  Wold Business 

Council for Sustainable Development (1999) focused on ‘the commitment of the business 

towards sustainable economic development, working with employees, their families, the local 

community, and the society at large to improve their quality of life’. This approach takes into 

its ambit the socio economic interests of the stakeholders. The cherished goal is spelled out to 

be the quality of life of the stakeholders, which if assumed to have been mentioned in terms 

of priority or precedence, start from employees to their families.  Then  moving further out 

comes the local community, which might be directly affected by that particular business 

while in the end it goes up to the society at large. This CSR framework tends to move up 

from micro to macro or local to global perspective. In this tension of localization and 

globalization of CSR, Coombs and Holladay (2012, 7) rightly point out the perpelexity 

arising out of the fact that in the face of the MNCs global presence and actions the larger 

society and  envirnonment also become a stakeholder. They argue that in such a scenario it 

would be too broad an inference that we being the members of ‘ the larger society’ have 

stakes in the operations of every coroporation in our known world. This argument further 

expands the realm of CSR from stakeholder perspective and adds yet another intesting 

dimension in the debate over hammering out a consensus defintion for CSR. 
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Officially launched in July 2000, the United Nations Global Compact 
1
 is “ a strategic 

policy initiative for businessses that are comitted to aligning their operations and strategies 

with ten universally accepted priniciples in the areas of human rights, labour, environmnet 

and anti-corruption”.  The Global Compact is a ‘voluntary intiative’, however, it seeks from 

the signatory members to communicate about their progress on the listed areas and principles 

to their stakeholders on annual bases. The compact also provides guidelines as to how to 

report their progress. The section on ‘ Communicating Progress’ refers to Global Reporting 

Index (GRI), different other publications besides mentioning different templates for the said 

purpose.  Global Compact is merely a broad guideline by the UN and as such it does not offer 

a comprehensive definition of CSR  or sustainability leaving much to the imagination of 

companies. In addition, UN can not monitor the progress of huge number of participant  

companies.  

 

In 2001, the Commission of European Communities proposed that CSR [is] “a 

concept whereby companies integrate social and environmental concerns in their business 

operations and in their interaction with their stakeholders on a voluntary basis”. The social 

partnership that is mentioned above is integrated in this definition with a “desired” action by 

a company, which terminates its business operations with a special attention to its 

stakeholders. Porter and Kramer (2006: 88) classify this CSR approach as “the greater the 

opportunity to leverage the firm’s resources and benefit society”. The character of this 

definition opens up more channels of communication between a company and a society, 

where profit in a business is utilized to sustain the social progress.  

 

  In the context of CSR, the notion of Strategic Philanthropy  propagated by Porter 

and Kramer (2002 and 2006) comes as a big milestone. They argue the strategic use of 

philanthropy is meant to improve a company’s ‘ competitive context and its business 

prospects’ ( Porter and Kramer 2002).  They also propund that the focus of the CSR activity 

should be creating a ‘ shared value’ (Porter and Kramer 2006).  According to them. this 

shared value would ultimately lead to bringing benefit both for the stakeholders and the 

company (2006). These reflections reiterate a strong relationship between running a 

profitable business and fulfilling social commitment, which in turn builds positive consumer 
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behaviour, and helps enhancing firm’s performance. Establishing a link between moral 

responsibility and performance of a company places greater emphasises on constructing a 

social reality. This self-imposed obligation goes beyond the legal obedience or restriction to 

fulfil a social commitment. The business case for CSR revovles around the strategy of 

reducing the costs and risks, gaining advantage in the world of competition, building 

reputation, securing legitmacy along with attaining win-win situaation with the help of 

‘synergic value creation’ (Ihlen et al. 2011; Carroll and Shabana, 2010; Porter and Kramer, 

2006) 

Coombs and Holladay (2012, 6) reflect  on the  CSR definition put forth by Werther 

and Chandler’s (2006, 2011) who charterize CSR to be ‘both a  means and an end’.   They 

call it a means owing to be a part of a strategy of the business and on the other hand it is 

termed as an end for maintaining the legitimacy of its actions by addressing the stakeholders’ 

concerns. Scially responsible characterizes taking into account the business practices and the 

consequences of those practices (Coombs and Holladay 2012, 6). One criticsim which can be 

raised against this defintion is that it is too broad and presupposes that the outcome of every 

firm’s action would itself include the wider expectations of the society beyound the financial 

considerations and material gains.  

 

 Almost all the definitions above focus on doing well, however, Campbell (2007) 

argues behaving in a responsible manner means  to avoid‘ doing harm (intentionally or not)’. 

In his definition, Campbell (2007) calls for ‘ minimum end of the continuum’ in terms of  two 

things. Firstly, not doing harm to the stakeholders and secondly, if such harm is somehow 

caused, the corporations behaving in a responsible way must come forward  to ‘rectify’ this 

harm whenever it is ‘discovered’ or ‘ brought to their attention’. One can not deny the 

usefulness of this definition in so far as it sets ‘ threshold’ for a firm enabling a distinction 

betweeen minimally responsible and irresponsible behaviour.   When  this defintion refers to 

rectification being a voluntary action,  it may be termed as proper corporate social respnsible 

behaviour.  This voluntary spirit  is the hallmark of the spirit of CSR, and abiding by the law 

voluntarily  is what CSR alludes to. However, the scenario when harm is caused by the firm 

by not voluntarily following the rules creates an interesting situation. Even more interesting is 

the premise that subsequently ,  this harm would be coerced to be rectified through some 

‘court order, regulatrory rulings,  legal procedure, legal threats or normative pressure’. One 

finds it interesting that Campbell terms this scenario too as  CSR.      
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 Coombs and Holladay (2012, 8) have devised their own defintion of CSR 

which states “  CSR is the voluntary actions that a corporation implements as it pursues its 

mission and fulfills its percieved obligation to stakeholders, including employees, 

communities, the environment, and society as a whole” . This definition charactersises CSR 

not to be a forced activity and something the coporation performs alongside persuing its 

‘mission’.  Being voluntary in nature  it excludes the legal expecations out of CSR’s domain . 

In addition,  it focuses on its ‘perceived obligation to  stakeholders’ which includes both 

envirnoment and people  while the list of people extends to employees, communities and 

society as a whole. It is evident from the definition that it embraces the micro first and then 

widens its scope by  moving towards ‘society as a whole’  

From an overview of the CSR definitions, it is rather difficult to produce strictly 

“agreed” definition as what is the best CSR. From Bowen to Keith and from Carroll to Porter 

and Kramer, the entire crew of CSR specialists emphasise the positive role of a profitable 

business in society, and thereby declaring both stakeholders and management of company 

direct beneficiaries of company’s progress.  

2.2 Communication: A Vehicle for CSR  

Communication plays a pivotal role in any organization’s success or failure.  It is 

communication which comes as a helping tool in accepting or rejecting an idea. Truth can not 

be determined, unearthed or revealed in a ‘priori way’ and that communication has to come 

into play when some fact is to be declared or its interpretation is required or some action is to 

be justified (Ihlen et al. 2011, 34).  Thus “an epistimological perspective rooted in social 

constrtutionsim helps to temper thoratical tendencies towards naïve realism” (ibid). In the 

words of Fairclough (2001, 42) comminication constructs and modifies reality, social 

conditions and relationships leading to the theme of ‘language is power’. Owing to this 

central position of the discourse , many academic dsiciplines have led to recoginizing the 

lingusitic turn in their realm.  Ihlen, et al (2011, 34) argue that it is the discipline of  

communication studies that helps in developing and understanding as to how the meaning of 

CSR is ‘constructed’, ‘implemented’ and ‘ used’ in achieving specific goals in an 

organization.  

 The communication strategy of presenting CSR shapes a relationship between 

socioeconomic of company. Whatever definition, concept or policy is presented and 

implemented can not be successful, if it is not properly conveyed to the stakeholders and 
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society in general. The reputation of management and construction of social reality in that 

particular area of CSR would remain an idea if it is not structured in a dynamic and realistic 

communication strategy. Formally, it does not have to be propaganda or over stretched public 

relation campaign. Again, a social commitment viewed through the phenomena of 

communication can only serve this purpose. Morsing & Schultz (2007) aptly remarked that 

messages about corporate ethical and socially responsible initiatives are likely to evoke 

strong and often positive reactions among stakeholders. This view is further vindicated by 

this preposition that real CSR should be based on “…potential business benefits of the 

internal and external communication of corporate social responsibility (CSR) efforts,” 

(Maignan et al. 1999).  

As discussed in earlier sections that despite the consideration that CSR helps 

companies build a mutual trust between them and society, its actions in terms of CSR are still 

viewed as societal obligation (Brown & Dacin 1997), rather than a sincere effort by a 

company. However, not communicating about the CSR activities genuinely initiated by a   

company may demonstrate that the company in question is trying to hide ‘something,’ 

(Brown & Dacin 1997: 81). This argument alone inflates further expectations of stakeholder 

regarding CSR communication. In several ways, ranking classifying communication of CSR 

as the source to draw attentions of both external and internal stakeholders encourage focus on 

implementing the decisions by  company’s actions. In that sense, corporate CSR engagement 

today requires more sophisticated and ongoing stakeholder awareness and calls for more 

sophisticated CSR communication strategies than previously. 

The above arguments show that communication of CSR holds not only key to reveal 

the challenges that a company can face, but also grossly affects the cooperation between 

stakeholders and a society. This characteristic shapes the entire strategy as how a company 

should combine the necessity of social needs with a deliberate construction of reality. 

According to Blowfield & Murray (2008: 28), this …concept exists to encourage 

corporations to take a more holistic approach when implementing and managing CSR 

communication. More importantly, there is a need that a clear communication of CSR should 

be made as the basic doctrine if not in line with a legal obedience, because confusion about 

the goals of CSR may arise with lack of reporting a framework of communicating CSR in a 

respective company.   
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As indicated earlier, the concept of CSR addresses the benefits for stakeholders and 

management of a company. Any model that evolves around the social commitment is 

considered in the framework of a successful application of communication strategy. 

Therefore, communication of CSR hinges on the coherent relation between a company and 

stakeholders. Freeman (1984: 31) believes that the term “stakeholder” is related to 

stockholders, because it is the “only group to whom management needs to be responsible”. 

And therefore it can be argued that stakeholders can also be identified as a source of 

“communication phenomena” between a purposeful corporate entity and different individual 

groups. The economic interests of stakeholders can be quite divergent, but “the set of 

contacts” developed during communication between both the partners converge, and thereby 

directly impact a balance “stakeholder-business” relationship.  

Two basic guiding principles contribute to this forward-looking managerial strategy; 

a) principle of Corporate Rights and, b) principle of Corporate Effects, (Evan and Freeman, 

1988). Communication of CSR is a process that develops a long-term approach, in order to 

achieve what Evan and Freeman (1988) classify as connection between corporate social 

performance and financial gains. Thus, the overlapping of interests of stakeholders and 

reputation of management creates a balance between social and business performance. 

However, it does not allude to any “set” rules of engagement, especially in terms of 

importance of stakeholders; because a profitable economic progress is equally important, 

(Andriof et al. 2002). This research will benefit from the idea of mutual understanding of 

both management of a company and stakeholders.  

More specifically, to what extent stakeholders’ influence is crucial in developing 

useful frames, which in turn facilitate rules of engagement with the management. The textual 

context of such influence will be presented after the analysis of our selected case studies 

(Nestlé & Siemens) in chapter 6. Generating an understanding that both the stakeholders and 

the management possess a balanced view about public relations and reputation of a company, 

(Johnson-Cramer et al. 2003: 149) actually enhances the scope of CSR communication. This 

produces a very positive and somewhat multiple effect of success. Essentially, a well defined 

dialogue between stakeholder and company management ultimately correlates the idea and 

action of CSR, and thereby communicating those initiatives. The combination of 

corporation’s social responsibility and “interests” of the stakeholders not only ensure the 

survival of the firm, but also safeguard the long-term stakes of the each group.   
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This section has discussed the significance of communicating CSR for companies. 

The next two sub-sections would provide an insight into the two key ways of communication 

of CSR in the modern day business world. These two ways of communication are in fact the 

focus of this study in order to solve the main puzzle and related research questions mentioned 

in Chapter 1.  

2.2.1 Communication of CSR: Usage of Website 

 The communication of CSR goes beyond financial reporting and as such it does not 

come without challenges of its own. This being an age of information and media, the public is 

more and well informed which makes it a challenging job for the companies to come up to 

the expectations of the stakeholders. As mentioned earlier, this situation leads to a tough 

situation for the businesses to maintain transparency and remain proactive in their 

communicative approach with their publics regarding CSR. In this connection, historically, 

companies have made use of a variety of media for communication with their publics. 

However, internet is a relatively new medium used by the companies to reach to their publics, 

both internal and external. The role and usage of internet as a corporate communication 

further increased due to the need for more transparency (Chaudhri and Wang 2007).   

 With the introduction of windows and wide scale usage of World Wide Web, the 

companies started using internet more and more by creating their own official websites.    

Ilhan (2008) also noted that  since mid-90s there has been phenomenal rise in the usage of 

company websites by the large corporations  to mark their presence on internet, in addition to 

attract public to their products and services, promote their image, improve PR campaign and 

collect data regarding response of the publics. Signitzer et al. (2009) noted that one key 

benefit of using internet for the communication of CSR is that it offers an “on going and 

interactive process’ while other conventional media only provide for only a ‘static annual 

product. They asserted that the web offered such solutions whereby the role of traditional 

media gatekeeper was minimized to a considerable extent.  

 On the other hand in terms of the limitations, Fischer, Oyelere and Laswad (2004) 

have listed down multiple factors associated with  web based CSR communication which 

include: 
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I. This genre  is mostly unregulated and owing to the open and global dynamics of 

internet traditional regultory framework may not be implementable  in the web-

oriendted environment.  

II. The content of companies’ websites is prone to unautohorized access and 

modification 

III. The web content can be changed or eliminnated from the intenet anytime. This very 

possibility makes it fluid in nature.  

IV. More timeliness, depth and breadth of corporate disclosures is in demand. 

 The significance of communicating corporate social responsibility through websites 

makes it an interesting case study as to how companies utilize this medium to disseminate 

their perception of CSR and activities related to it. A combination of critical discourse 

analysis and genre analysis employed in this thesis can yield deep insight into the 

construction of CSR discourse amongst public.  

 2.2.2 CSR Communication: Disclosure Through Annual Reports 

 The notion of issuing non financial reports on CSR has turned into ‘a norm rather than 

an exception’ and world bodies like UN, EU, World Bank and Organization of Economic 

Cooperation and Development (OECD) support this idea (Ihlen et al.  2011, 7 ).  The idea of 

issuing exclusive non financial reports had developed to an extent over the years that the 

managers of CSR in companies are found concerned about ‘how to do it’ (ibid).  This genre 

of non financial reporting on CSR especially with the focus on envirnomental and social 

issues has develped considerably in the recent years. According to scholars on this genre like 

Berthelot et al.( 2003), Hutchison and Lee (2005), Owen (2008), this tradition which has its 

roots in the practice of issuing of environmental reports in small numbers  in 1989 has since 

then become more widescale.  In order to testify to this fact, Ihlen et al (2011, 338) has 

quoted statiscal data from KPMG (2005 & 2008). According to this data, in 2005  half of the 

Fortune Global 250 companies issued an exclusive CSR reports while in year 2008 this figure 

swelled to 80 %.  

 This genre has identified to be fulfilling certain strategic aims of the companies.  

Scholars like Logsdon and Van Buren (2009)  identify that the genre is aimed at expressing 

the company’s evidence towards its comitment to engange with stakeholder and move to 

have dialogue with important activists in this regard.  The exclusive voluntary CSR reports 
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issued by the companies was the top most request in the resolution filed by  by the 

shareholders activists in 2008 ( RiskMetricks 2008). On the other hand researchers like Swift 

(2001) see the practice as little more than the companies reporting on their own 

trustworthiness. There are others who see this practice to be carrying  more worth beyond the   

impression management  technique (Bansel and Kistruck 2006). Those who believe it to be 

something more than mere imperssion  management either take the side that its intended 

purpose is to court the target audience for ‘increased legitamacy’ ( Hooghiemstra 2000) or 

put off the looming danger of ‘stringent regulations’ ( Berthelot et al. 2003) or both.  

Whatever the case may be observe Ihlen et al. ( 2011),  the fundamental concern in 

understanding as to how this communication tool is employed by firms is to parcel out the 

firm’s way of enagaging stakeholder and the underlying purpose of choosing it. The 

companies use this genre as a direct way of communicating with its stakeholders and as such 

alter the content to suit their needs and aims (ibid).   

 Ihlen et al (2011) have presented a comprehensive overview of the trends concerning 

the norm of CSR reporting. They observe that there has been mounting pressure on the part 

of stakeholder and general public as well for more ‘comprehensive mandatory disclosures’. 

The very demand or expectation necessarily has a bearing on the voluntary trend of CSR 

disclosures. Ihlen et al (2011) identify endeavours like in France the Nouvelles Regulations 

Economiques (NRE) 2001, EU’s policy on emissions trading 2005 and United Kingdom’s 

Turnbull Reports 2000 are obligatory responses reflecting the pressure to codify information 

on social, environmental and governance related matters.  Similarly in US, the Securities and 

Exchange Commission (SEC) requires the companies for the proxy disclosures for public 

interests or for the protection of investors.  Ihlen et al (2011) go further and identify more 

regulations being introduced in certain sectors in the US, for example insurance companies 

have been required recently to submit annual climate risk report. 

 A parallel move to this trend initiated by regulatory bodies for non financial 

disclosures, there is a phenomenal rise in the trend of pressure being mounted by the non-

governmental and third party bodies for voluntary disclosures.  Crawford and Williams 

(2009) observe that these parallel bodies employ indirect ways to pressure the firms for 

voluntary disclosures. Ihlen et al. (2011) quote the example of Carbon Disclosure Project 

(CDP) initiated in 2000 which sought to regulate 385 institutional investor signatories 

through the ‘robust and reliable information’ disclosure.  Likewise according to Ihlen e al. 
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(2011) Coalition for Environmentally Responsible Economies (CERES) seeks to improve 

accountability through focus on filing shareholder proposals in non financial reports, and as 

such these reports coupled with Global Reporting Initiative (GRI) produced by CERES are 

voluntary in nature.  This tactic of exerting ally driven pressure is often more effective than 

the direct regulatory pressure (Crawford and Williams 2009).  

2.3 CSR, PR and Framing 

Dealing with the CSR communication strategy, it is evident that the message related 

to CSR is framed both in terms of reputation of management and interest of stakeholders. The 

issue of image management is obvious, and is somewhat problematic, because, in the modern 

day businesses, not making a genuine social commitment hampers the process of a 

sustainable CSR, that could subsequently result in dissemination of inadequate information to 

the stakeholders. Also, such a conclusion can exhibit the inability of company, which despite 

the ample resources fail to frame the right messages, and demonstrate successful public 

relations results.  On the other hand, making reputation as priority in CSR communication 

falls short to serve the real social needs of a society, and thereby extinguishes the actual 

purpose of CSR. Hence, it is necessary to create a balance between a profitable business and 

social performance of a company.    

From the above observations, it is clear that in the domain of CSR communication 

framing is used to establish a public relations regime of a profitable business. The underlying 

messages in these frames are important to impact the respective audience and it can also be 

used as a response to the stakeholders. Thus, in the words of Hallahan (1999) ‘framing is not 

only useful but is essential too for the public relations’. In line with the above views of 

Hallahan and Goffman (1974: 21), it is clear that they one way or the other emphasize the 

usefulness of framing as a tool to consolidate the pieces of information in a “single and more 

coherent” communication response to the social needs. 

This needs a process of prioritization/selection of areas and issues on the basis of 

which firms formulate their strategies for the communication of CSR. It is entirely legitimate 

to explain that what the basic doctrine in this process is. When a company, for example 

choreographs its CSR communication, two sets of expectations play in the background: a) 

usage of people’s sense what they expect from a company and, b) generating a better 

understanding about CSR, and interpreting those expectations in company’s communication 
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strategy. Framing the prism through which both stakeholders and company management 

obtain satisfactory socioeconomic gains are influenced by pieces of information which are 

included or excluded.  

Social scientists believe that the framing is a process through which societies 

reconstruct meanings. According to Gitlin (1980:6), frames are “principles of selection, 

emphasis, and presentation composed of little tacit theories about what exists, what happens 

and what matters”. Goffman (1974: 21) points out the  importance of “ideas & 

interpretation”, and articulates that frames are to tag the set of interpretations, which enable 

individuals or group of individuals to conceive, identify and comprehend happenings in   

social life resulting in experiences and directing actions,. This characterization however, 

appears to be more influenced by the impression management, but, it is fair to state that any 

selection of idea, language, or product ultimately influences the thinking of the subject, and 

thereby builds both impression and reputation.  

In the case of framing in CSR communication, it is the reputation of management and 

social performance of a company that is at stake. Hence, Gamson (1989) referred to frames as 

the tools, whereby specific piece of evidence about an issue is disseminated while the others 

are concealed, because variety of frames which originate their meaning from patterns of 

interpretation often position the nature and impact of meaning. As a result, it is easier to 

understand about how the substance is viewed. 

On the tactical level of inclusion-exclusion approach, Johnson-Cartee (2005) 

considers framing as assemblage of idea elements into comprehendable strcutures. She 

contends that these idea elements are bracketed as interpretative packages with each package 

having symbolic signature, which is a bunch of condensation symbols used to imply its frame 

in additon to suggesting reasoning and its justification (2005). She further delineates upon the 

condensation symbols as being shorthand way for sharing multidues of aspects of the world 

view. In this way, frames possess power enabling us to reflect upon and comprehend the 

reasons behind CSR communication and construction of social reality around us.  

The effects of framing denominate contextual relationship between information and 

meanings of stated policies that a company intends to project. Entman (1993) simplifies, and 

explains framing to be a practice which seeks to pick some features of some observed reality 

and makes it more prominent through this tool of communication. Tactically, the framing of 
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issues in the way, it suits both stakeholders and  company management, in fact amounts to 

consolidating a wide range information and  scattered messages, and interconnect their 

meaningful objectives. This outcome not only underscores the main objectives of CSR 

communication, but creates a specific impact on the audience.This procedure creates a 

systamatic link between CSR concept, CSR communication, and based on this link aims to 

address what issues are framed to highlight realistic social needs. In the cases of Nestlé and 

Siemens, reaching out to communities is important, and so is the trust of stakeholders.  

However, certain questions raised against the genuineness of these efforts and the overall 

concept of CSR. This aspect has been briefly touched upon in the next section. 

  2.4 Criticism on the Concept of CSR  

Whereas, the concept of Corporate Social Responsibility (CSR) is projected to have 

progressed through various ideologues and developed by several research scholars, there are 

some serious charges lodged against this so-called “noble” and obligatory framework of 

social commitment. The fundamentals of this criticism are based on the inherent “trust 

deficit” in the corporations. Ostensibly, such mistrust springs from the perceived motives 

behind the CSR initiatives, because through designed public relations campaigns, the 

company management creates an influence, rather than a natural response to the social needs 

of a society. One dilemma with CSR as discussed in this chapter earlier is the high level of 

confusion enshrouding its conceptualization and definition. The other interconnected 

dilemma is that there has been wide scale criticism against the very notion of CSR and its 

genuineness to do good for society as critics raise questions on the claims of the proponents 

of CSR. In order to have a synopsis, this plethora of derision against CSR (Haig 2004; Fauset 

2006; Ihlen et al.  2011, 23-46; Smith 2002; Utting 2003; Jones 2005) has been summed up in 

the following lines:  

I. There is problem with the concept of CSR because pathologically the 

corporations create a structure geared towards the aim of pursuit of profit. 

Profit maximization ensures the society’s resources are exploited 

efficiently and to the maximum. Thus by cherry picking of stakeholders, 

the corporations are misusing the term ‘responsibility’, which is self 

defined and not socially defined.   

II. CSR is not delivering which is evident from the fact that the leaders in the 

realm of CSR, in terms of performance and practice, are the companies 
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which are highly unethical (examples: BP and British American Tobacco). 

The notion that the socially responsible businesses perform better actually 

means that those companies which do good in terms of CSR earn more 

profits. CSR is the “Holy Grail”. The corporation gain more from CSR as 

compared to the society.  

III. The companies use CSR for image building by associating themselves 

with a noble cause.  The corporations dole out money for some cause when 

they foresee some potential benefit behind this; otherwise they stay away 

from wasting away the money of the shareholders.  “Like the iceberg, most 

CSR activity is invisible...It is often an active attempt to increase corporate 

domination rather than simply a defensive 'image management' operation” 

(Miller 2003).  

IV. CSR is nothing more than the PR exercise. It helps to ‘greenwash’ the 

company’s image. In this connection, one argument is that the CSR 

workers and managers usually occupy the offices of PR department of the 

companies.  

V. CSR is a strategy in order to avoid regulations. Through the effective 

planning of pick and choose, the companies their ‘good’ part to show to 

the world and the concerned governments in order to hide their ‘bad’ part. 

By portraying and highlighting the voluntary aspect of CSR, the 

companies tend to avoid the formulation of regulations by the governments 

and regulating bodies.  

VI. Through a spin in the discourse, CSR proponents float the notion of 

‘corporate citizenship’, with the underlying purpose that these business 

entities have ‘rights, feelings and legitimate voice in democracies’. In this 

way, it affords the companies access to public finance for risky projects. 

The concepts like Public Private Partnership (PPP) obscure the role of the 

government due to the blurred boundaries between them and the non-state 

actors.  

 

 

  



 

 

22 

Chapter 3- Methodology  

 The chapter articulates the methodology adopted to carry out this study. The focus is on Case 

Study approach, Critical Discourse Analysis (CDA) and Genre Analysis which jointly 

provide the methodological foundation for this study i.e. the approach this research has 

utilized for both in regard to collection of data and its subsequent analysis. The chapter opens 

up with the section explaining the overview of qualitative analysis followed by case study 

approach and overall strategy employed in conduction of this research.  Next to it is the data 

collection phenomenon followed by the section on data analysis procedure. This leads to the 

discussion on Critical Discourse Analysis (CDA), different approaches to CDA and Genre 

Analysis (GA).This discussion has been accordingly divided into two parts.  Part I deals with 

the Critical Discourse Analysis (CDA) and Norman Fairclough’s approach to CDA. It 

focuses on developing an understanding of the conceptual framework enunciated by 

Fairclough in his three dimensional approach to CDA. Part II deals with the Genre Theory 

and Bhatia’s Genre Analysis (GA) with a focus on his seven step model.    

 3.1 Strategizing the Research 

 This study has employed a socio-constructive approach which focuses on the premise 

that society and humans influence each other and constitute each other. It provides as to how 

people conceptualise and construct reality through the means of socio-linguistic experience. 

In this case, language holds the central podium as the text enables one to discern society and 

vice versa.  This research discerns and draws conclusion about the text (CSR communication) 

through an analytical paradigm encompassing society (the context of CSR) and the text (CSR 

communication) mentioned by the companies. In view of the foregoing, this study employed 

qualitative framework of study which is best suited to this form of study.  

 The objective of the qualitative analysis is to dig out findings.  Starting mainly from 

the data collection, the process of a qualitative inquiry involves analysis, interpretation and 

presentation of the analysis.  In order to make the collected data sensible, the most 

challenging stages of the qualitative analytical framework include the reduction of the bulk of 

data, identification of vital patterns out of it and devising a framework to communicate the 

crux of the findings.  The further challenging aspect is that fewer agreed upon principles of 

qualitative data analysis are available which may have shared ground to draw conclusions 

and verify robustness (Miles and Huberman, 1984).   



 

 

23 

In contrast to a quantitative study, a qualitative research method is based on examples 

and cases providing opportunities for a clearer and deeper understanding of the issue at hand, 

and it does not conclude in the shape of generalizations. Since this research involves 

examination of the communication of CSR, thus, this research preferred the qualitative 

method of research. In this connection, a systematic qualitative approach was adopted to deal 

with two case studies: Nestlé and Siemens in order to seek answers to the research questions 

raised in the beginning of this thesis (chapter 1). 

3.2 Case Study Research  

3.2.1 What is a Case Study? 

  A case study is the research methodology which seeks to’ investigate a contemporary 

phenomenon in depth and within its real-life context, especially when the boundaries between 

phenomenon and context are not clearly evident’ (Yin 2009, 18). Case study can take the 

form of either qualitative or quantitative study or even combination of both. However, as it 

has been mentioned before, this thesis has a qualitative frame of work, thus the way the case 

study has been employed in this study is qualitative in nature. The significance of the case 

study concerns thorough examination of a single or small number of units. The case study 

research mechanism is employed to illustrate single entity which constitutes a distinct unit, 

for example a person, or an organization or an institution.  As such case study usually 

involves the study of documents, interviews, artifacts or observations.  

Case study research deals with the typical situation which carries more variables of 

interest than what data apparently points. Since in such a framework one outcome depends on 

numerous sources of substantiations, with requirement of the data for convergence in a 

triangulating way, it draws strength from the previous advancement of theoretical schema to 

steer the way for data collection and analysis (Yin 2009, 19).  

The case study research ranges from a simple formation to a very complex nature. In 

its simplest form, it employs illustrative description of a single phenomenon. In further 

complex format, it embraces the analysis of a situation for an extended period of time, 

whereby the study of the same actors for such a period of time allows the examination to 

echo changes and adjustments.    
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3.2.2 Types of Case Study 

A case study usually takes one of the following major formats depending on the type of 

study, situation, requirement and data available.  

a) Explanatory 

The case study takes this shape of examination when in plain terms it is required to 

answer ‘how’ or ‘why’ questions. In such a scenario the focus of the research is on 

observable fact in some real life context. In this situation, the researcher usually has little 

control over acual events(Yin  2003, 25-26). This study pertains to the CSR communication, 

which is a contemporary and real life phenomenon.  Since the present thesis also seeks 

response to the questions tagged with ‘how’ and ‘why’ expressions, the explanatory type of 

case study becomes the research methodology for this research.  

b) Descriptive 

The main focus of the research in such a situation is tracing the sequence of interpersonal 

happenings for an extended period of time.  Examples of such a research include focus on 

culture or sub-culture with an underlying purpose to ascertain the vital phenomenon (Yin, 

2003, 25-26).  

c) Exploratory 

The case study becomes exploratory in nature when the requirement is to answer the 

questions beginning with ‘what’ or ‘who’. In such a scenario, case study research leads the 

way towards more detailed and comprehensive study by employing other methodologies like 

interviews, experiments and models etc (Yin, 2003, 25-26).                                                                                                                             

3.2.3 Merits of Case Study 

Case study approach affords context reliant (practical) understanding as against the 

context independent (theoretical) knowledge which social science finds difficult to handle. 

Since the present thesis seeks to identify the social construction of reality in the shape of 

communicative event in which context plays a pivotal role, it suits to use the case study 

methodology here as well.  According to Flyvbierg (2006), the predictive theories and 

universals are hard to be found in the research involoving human affairs, a tangible context 

oriented knowledge is more significant than the less productive search for prognostic theories 
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and universals.  Hence, it also implies that it makes case study as more practical and 

pracicable research methodology.  

  In addition, according to Flyvbierg (2006), the case study offers high degree of 

openness to the reseaercher and as such is less restrictive than other methodologies . Partly 

due to this openness, case study is more of ‘learning’ based approach than being a merely 

‘proof’ oriented methodology .The narrative format is also easier to learn and retain and 

hence becomes an important tool. The case study provides a qualitative leap in the overall 

learning process which is in a  way second to the practical experience (Flyvbierg 2006).  

3.2.4 Demerits of Case Study 

 The criticism usually raised against case study methodology is rooted in the initial 

procedural elements, among which foremost is the selection of case which carries the 

tendency of having bias of the researcher. Linked to this critique is the objection that the 

conclusions drawn on the basis of case study usually carry the higher degree of subjectivity.  

In addition, it is also questioned that the data made available in the case study research 

pertains to a one specific studied event or process. It is also argued that it is difficult to attain 

validity or reliability through this methodology. However, while responding to this objection 

George and Bennett ( 2004) assert that high level of conceptual validity is one of the 

potencies of the case study.  

3.2.5 Case Study Research Process  

 The study of literature on case study has revealed that the methodology mainly 

comprises of the following process. The similar process or steps have been employed while 

carrying out research on CSR communication of case companies in this thesis. The process 

involves the following main steps.  

I. Defining the research questions 

II. Selection of the cases 

III. Data collection 

IV. Collecting the evidence 

V. Evaluation and analysis of the evidence 

VI. Preparing the report 
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3.3 Case Studies Nestlé & Siemens:  Selection of the Cases 

 In order to have a deeper understanding, two cases were to be selected. Since the 

research problem and questions were related to the CSR communication, criteria was set for 

the case companies to be such companies as had been doing their business successfully and 

were popular amongst masses as brands. In addition, it was also required for a company to 

become a case study in CSR communication that it maintained the practice of issuing 

exclusive annual CSR reports. Furthermore, another criterion was that both the companies 

should hail from different or divergent sectors of business in order to see how conventions in 

CSR communication were rooted in different sectors of businesses.  Another consideration 

was also that the chosen companies should be popular brands besides having historical 

existence, thus the older the better.  

 Search was carried out online in order to find out the firms which fulfilled the above 

mentioned criteria. During the online search, it was found that the Forbes website 

(http://www.forbes.com ) carried different lists one of which was the list of ‘World’s Most 

Popular Brands”
2
. The list contained 100 companies mentioned in order of merit for year 

2011-2012. The Forbes web page also carried a glimpse of Forbes’ methodology to set this 

merit list. Of these 100, top 40 companies were shortlisted to choose two companies from 

two different sectors of business. Every company that is mentioned on this Forbes list carries 

a link which escorts to a brief overview of the company. The profiles of these 40 short listed 

companies were examined several times to pick out the two case companies. All the 

overviews of the companies also contained the year when the company started its business.  

 Thus, of these top 40 world repute brands, the ones which started their businesses the 

foremost were Nestlé and Siemens-both established in the years1866 and 1847 respectively.  

Siemens stood at number 30 while Nestlé at 33 in Forbes ranking of popular brands.  The two 

selected companies also belonged to different sectors with Nestlé dealing in food, nutrition 

and wellness while Siemens which is a conglomerate deals in industry, energy and healthcare 

equipments. The global websites of both the companies were examined, and it was 

ascertained that both the companies have web content related to CSR on websites with links 

entitled ‘Sustainability’ and ‘Creating Shared Value’ for Siemens and Nestlé respectively. 

Similarly Siemens and Nestlé were also in the practice of preparing and issuing exclusive 

                                                 
2
  http://www.forbes.com/powerful-brands/list/ 

  

http://www.forbes.com/
http://www.forbes.com/powerful-brands/list/
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CSR reports referred to as Sustainability report and Creating Shared Value respectively. It is 

worth mentioning that in the thesis these reports and web content related to CSR for both the 

companies has been   referred  to as ‘CSR reports’ and ‘CSR links’  instead of the names 

given to them as  ‘Sustainability’ and ‘Creating Shared Values’ by Siemens and Nestlé 

respectively.   

3.4 Data Collection  

3.4.1 Primary Data 

Since communication of CSR is the main focus of research, different sources of data from 

both the companies from communication perspective were looked into.  The websites of both 

the case companies were carefully observed and browsed several times to dig out data 

regarding CSR. It was observed that a whole range of communication activity is done 

through web content exclusively meant for CSR on their respective websites and exclusive 

CSR reports. Apart from this, both the companies had also communicated about their CSR 

activities through other ways which included annual financial reports, the press releases, and 

rest of the portions of both the websites and their marketing campaigns. However, studying 

all this material was beyond the scope of this research.  Thus the data was further short listed 

and only the web content regarding CSR (i.e. Nestlé’s ‘Creating Shared Value’ and 

Siemens’s ‘Sustainability links on their websites) and annual CSR reports of 2011 were short 

listed as corpus for this study. It was observed the main bulk of information on CSR had been 

communicated through the above two media. Thus, they became primary data for this 

research study. Since the Critical Discourse Analysis framework and  Bhatia’s Genre 

Analysis were  employed as data analysis technique, the data collected as stated above served 

the purpose very well giving a first hand impression of the discourse oscillating around CSR 

communication by the chosen companies.   

3.4.2 Secondary Data  

 As part of the secondary data, two semi-structured interviews
3
 were conducted for this 

research. The Corporate Communication Heads of both Siemens and Nestlé were contacted 

to present their official view about CSR communication of their respective companies. These 

interviews were conducted with the research questions in the mind in order to supplement the 

primary material collected from their internet websites.  

                                                 
3
 See transcripts of the interviews : Nestlé(appendix 3) and Siemens (appendix 4) 
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The purpose of the interview and a brief overview of the proposed research were also 

brought into the notice of the two interviewees beforehand. The interview with the Nestlé’s 

spokesperson was conducted face to face in his office located in the company’s head office in 

Lahore, Pakistan. The interview was tape recorded with his permission while important notes 

were also taken during the interview. On the other hand, Siemens’ Communication Head 

talked to the author on Skype from his office in Karachi, Pakistan. This interview was also 

tape recorded with the permission of the interviewee. 

3.3.3 Managing the Data   

 As mentioned above, the websites (the web content related to CSR) and annual CSR 

reports were chosen to be the primary data of this thesis. The annual CSR reports are 

available on the official global websites of the two companies and can be downloaded in PDF 

format. One report from each company for the year 2011 was selected and was downloaded 

form the respective websites of the two companies
4
. Nestlé’s report comprising of total 295 

pages and Siemens report comprising 90 pages were flagged as appendix 1 and appendix 2 

respectively for reference purpose in this thesis. 

  On the other hand, the websites of both the companies carried huge data which 

needed systematic handling and management. A mechanism was devised whereby the web 

content of both the companies was referred to in this thesis by mentioning the sequence of 

navigation links in the footnotes. For example, in order to see the understanding of Nestlé 

about CSR it has been mentioned in the footnote to visit   http://www.Nestlé.com  and then follow 

or navigate the links in a sequence. For example, to have an overview of the CSR policy of 

Nestlé’ one is required to follow the sequence in this order- Home > creating shared value > 

overview. 

 Next to it, the major issue was that usually over a period of time the web content or 

link are prone to be changed or updated by the companies, therefore a mechanism was 

required to preserve these websites in the shape as they were at the time when this study was 

conducted. For the said purpose, complete copy or mirroring of both the websites was done 

                                                 
4
 Nestlé’s  annual report 2011 can be accessed by navigating  http://www.Nestlé.com ( Home > creating shared value > creating shared 

value full report) 

And Siemens annual report 2011 at   http://www.siemens.com ( Home > sustainability>  sustainability  reporting ) 
 

http://www.nestle.com/
http://www.nestle.com/
http://www.siemens.com/
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by using an application called HTTRACK. This application is available free of cost online. It 

mirrored the two websites in the folders which were later written on DVD.  

3.5 Data Analysis  

 This thesis has made use of two analytical frameworks- Norman Fairclough’s Critical 

Discourse Analysis and V.K Bhatia’s Genre Analysis. Both the analytical techniques which 

complemented each other also helped in categorization and reduction of the data which is the 

hallmark of a qualitative analysis. The main analytical tool which has been employed in this 

thesis is the Critical Discourse Analysis (CDA). Although there are several different 

approaches to CDA, however, Fairclough’s three dimensional model, which according to 

Jørgensen and Phillips( 2002, 89)  is the most developed theory as well as method, is the best 

suited for this study. The two dimensions of  Fairlclough model i.e. social dimension and 

discursive dimension have been focused in this study which are sufficient to answer the  

research questions.  

  In order to have an overview of the social dimension, the concept of CSR and its 

definitional construct along with dynamics of its communication have been described(chapter 

2).  In addition, the overview of the case companies and criticism raised against them 

contributes towards developing an understanding of the social dimension. Thus an overview 

in this regard has also been included in this study ( Chapter 4) which also comes a 

supplement to the udnerstanding developed in chapter 4.  For the discursive dimension in 

Fariclough’s framework,  the concepts of intertextuality, interdiscursivity , established and 

non-established discourses along with conventions in CSR communication have been 

analyzed out of the available data (chapter 5 -part II). In order to supplement the discursive 

dimensions and have an overview of the CSR communication (the social dimension), 

Bhatia’s Genre analysis has been used ( Chapter 5-part I). Fairclough’s dimension focuses on 

how creators and consumers of text draw on existing discourses  to produce and comprehend  

text (Jørgensen et al. 2002: 69).On the other hand Bhatia’s model draws on discourse as 

genre, and the conventions that produce the genre (Bhatia 2004: 10). Owing to this theoretical 

variant, the two frameworks supplement each other.  

3.6 Analytical Framework 

 As mentioned in the beginning of this chapter, the methodology adopted in this study 

is a combination of Case Study approach along with Critical Discourse Analysis (CDA) and 
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Bhatia’s Genre Analysis (GA), thus the remaining part of this chapter carries an in-depth 

discussion on CDA and (GA). The discussion has been divided into two parts- Part I deals 

with Critical Discourse Analysis (CDA) and Norman Fairclough’s approach to CDA. It 

focuses on developing an understanding of the conceptual framework enunciated by 

Fairclough in his three dimensional approach to CDA. Part II deals with the Genre Theory 

and Bhatia’s Genre Analysis (GA) by focusing on his seven step model.   

Part I- Critical Discourse Analysis 

3.7 What is Discourse  

 Before talking about discourse analysis it would be in the fitness of things to briefly 

touch upon the concept of discourse and how it is differentiated from language. In plain 

words discourse is the ‘talk’, the manner in which experiences are accounted for. It is 

different from language which is a combination of dictionary of words and rules of grammar 

which are required to combine these words in order to render a meaningful expression.  

Language is not only the words but comprises of all the rules, conventions and codes required 

to create meaningful units leading to the creation of views and a sense of self. According to 

Hartley (1982, 6), when the use of language is done in this fashion ‘language systems and 

social conditions meet’. As such discourse is produced socially and historically and is drawn 

upon every type of social activity. So the difference between language and discourse can be 

highlighted to be - “Discourse with a big “D” is always more than just language (Gee 1999, 

19).  Discourses are ways of being in the world, or forms of life which integrate words, acts, 

values, beliefs, attitudes, social identities, as well as gestures, glances, body position, and 

clothes” (Gee 1999, 19).  

 3.8 Critical Discourse Analysis (CDA) 

According to Haig (2004), “the question that CDA asks is: what is the relationship 

between texts, their producers and consumers, and the social environment in which text 

production and consumption occurs?”  CDA focuses on the close ideological reading of 

language, i.e. both text and talk. It seeks to demystify discourse as ideological practice. 

According to Fairclough (1989, 26) the focus of CDA is on language and power. As far as 

social dimension is concerned, for example, the world of CSR itself has a context of its own, 

the understanding and analysis of which would result in discovering the kind of discourse 
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used. In addition, it would lead to glean conventions out of the context that has a strong 

bearing on the discursive practice.  

Critical Discourse Analysis can be termed both a theory and method as the social 

scientists who intend to study the relationship between language and society use CDA(Rogers 

2004). CDA has its roots in Critical Theory of Language which attributes the usage of 

language to be a social practice (Janks 1997).  In addition to this,  CDA studies how social 

power abuse, dominance and inequality are enacted, reproduced and resisted by text and talk 

in social and political contexts(Dijk 2001).  Thus according to Dijk (2001), CDA brings into 

its domain the relationship between discourse and power with the objective of understanding, 

exposing and resisting social inequality.  In a way CDA involves looking into critical social 

inequality constituted, enunciated and legitimized through the means of discourse. This 

aspect of CDA has been further highlighted and accentuated by Wodak ( 2001) who endorses 

Hebermas’ viewpoint that the language is a source of domination and force.   

 Despite different similarities particularly the agenda and scope, the different schools 

on CDA differ owing to theoretical foundations or methodology. Some prefer deduction 

while others opt for inductive approach. Those who go for deduction bank on few examples 

while the latter proceed with the help of a large cache of data, which can be reliable and 

unbiased at the cost of becoming more time consuming.   There are several approaches and 

schools of thought in CDA. Some of the prominent ones have been described below, as 

narration of each of them in depth goes beyond the scope of this thesis.  

 According to (Tenorio 2011), Fairclough’s idea of “Dialectical- Relational 

Approach to CDA” is a Marxist construction based on his research on language, ideology 

and power (1985, 1995). Fairclough focuses on the ‘semiotic reflection of social conflict in 

discourses which reflects his interest in social process and that these social processes include 

social structures, social practices and social events (Tenorio 2011).  According to Fairclough 

(2009), the scholar sees the social problem through the prism of semiotic dimension, which is 

put to analysis first by identifying styles, genres, discourses; and subsequently by identifying 

the differences between these three aspects. He further adds that in the next step the scholar 

focuses on the processes through which ‘the colonization of dominant styles, genres and 

discourses is resisted’.  Fairclough (2009) continues to add that in the next phase the 

researcher moves on to the ‘structural analysis of the context and the analysis of agents, 
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tense, transitivity, modality, visual images or body language’. Finally, according to him, the 

researcher focuses on the interdiscursivity.  

  The next popular approach to CDA I want to mention here is Van Dijk’s Socio-

Cognitive Discourse Analysis. This approach focuses on the interaction between cognition, 

discourse and society (Tenorio 2011).  It kicked off in formal text linguistics and later on 

integrating the ‘elements of the standard psychological model of memory’ coupled with the 

notion of frame, which hails from the discipline of cognitive science (Tenorio 2011). 

According to Tenorio (2011), a large chunk of Dijk’s practical work carries the focus on 

“stereotypes”, “the reproduction of ethnic prejudice”, and “power abuse by the elitists” and 

“resistance by the dominated groups”.  Van Dijk (2005) propounds that in order to wield and 

exhibit power the steering of discourse is controlled. In this phenomenon of discourse 

production and its grasp, he (ibid) mentions the ‘K-device’, which is a ‘short hand for 

personal, interpersonal, group, institutional, national and cultural knowledge’. Cognition is 

the interface between societal and discourse structures (Dijk 2009).If these societal structures 

influence discursive interaction, the former are considered to be “enacted, instituted, 

legitimated, confirmed or challenged by text and talk” (Fairclough and Wodak 1997: 266). In 

this way, Dijk’s focus is on ‘coherence, lexical and topic selection, rhetorical figures, speech 

acts, propositional structures, implication, and turn taking control’ (Tenorio 2011). However, 

the method and conclusions based on Dijk’s CDA approach are open to several 

interpretations mainly owing to the fact that the scholars do not seem to agree upon as how to 

apply some of the rules mentioned by Dijk in discourse practices (Tenorio 2011).  

 According to Reisigl and Wodak (2009), the Discourse-Historical Approach (DHA) 

by Wodak and colleagues seeks to illustrate circumstances where those enjoying power 

employ language and other semiotic elements to perpetuate their dominating status.  DHA 

was initially concerned with ‘prejudiced utterances in anti-Semitic discourse’ but later it also 

incorporated ‘ the discursive construction of national sameness and the social exclusion of 

out-groups through the discourses of difference, and the reconstruction of the past through 

sanitized narratives’ (Tenorio 2011).  The general approach to DHA reflects sociolinguistics 

and ethnography, however, it also offers significant place to the Habermasean idea of public 

sphere along with ‘strategic communicative action’ in contrast to the ideal communication. 

The main focus is juxtaposing the textual and contextual analysis. The notion of context 

employed in DHA takes into its ambit the historical knowledge grasped in four strands. These 
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layers, according to Wodak and Meyer (2009) include : (i) the linguistic co-text , (ii) the 

intertextual and interdiscursive level, iii) the extralingusitic level, (iv) the socio political and 

historical level. The interconnection between texts and discourses results in ‘de-

contextualization and recontextualization’. Drawing on argumentation theory, and linguistic 

models, DHA has further given rise to several analytical and descriptive tools (Tenorio 

2011). In particular, according to her (ibid), DHA has identified six strategies for identifying 

ideological positioning – ‘nomination, predication, argumentation, perspectivisation, 

intensification and mitigation’). These categories are analyzed as part of an overarching 

process which comprises of also ‘the characterization of the contents of a discourse, linguistic 

means of expression and context dependent linguistic realization of stereotypes’ (Tenorio 

2011). DHA puts emphasis on observation, theory and method and the range starting from 

application leading to theoretical models. According to Tenorio (2011), its historical political 

and sociological analyses are significant part of its methodology particularly in regard to the 

systems of genres, however, a fully systematic procedure in that respect is lacking, which 

makes it one of the weaknesses.  

 The Duisburg School has strong influence from Foucault.  The framework has an 

fundamental fervor that discourse makes subjects( Jager and Meier 2009) , meaning thereby a 

person’s understanding of who they are stems from their ‘imbrications in structures of 

historically contingent meanings communicated by institutionalized patterns of behaving, 

thinking and speaking’ (Tenorio 2011).  This type of framework, also on occasions referred 

to as Dispositive analysis, takes social constructivism and activity theory, and asserts that the 

individuals are constituted in semiotic network (ibid). This network, adds Tenorio (2011), 

comprises of different kinds of linguistic mediation but also architectural arrangements, 

rituals, customs etc. The analytical procedure of Duisburg approach involves the selection of 

the subject matter followed by focus on one domain such as media, which subsequently leads 

to structural analysis of one discourse aspect, and specific discourse fragments (ibid). In the 

framework offered by this approach, the systematic analysis of texts explore the Linguistic-

discursive practices while the non linguistic discursive practices are explored by seeking help 

from different ethnographical methods, whereas materializations are explored by way of 

multimodal and artifact analysis (ibid) .  

Halliday’s SFG offers a framework also used by Fairclough, by Fowler et al and Hodge and 

Kress (1988). In such frameworks which build upon SFG, same pieces of reality are 
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considered to represent different constructions of reality (Tenorio 2011). For example, the 

same group of people fighting for their cause can be described as terrorist or freedom 

fighters, through the use of linguistic tool. In this approach, text types mark regulated manner 

of doing things (ie social practices).  Leeuwen (2009) has evolved the formal structure for 

cataloging of the different manners in which social actors may be characterized linguistically. 

According to Leeuwen (2009) ‘deletion, substitution, rearrangement, and addition are 

transformations which the elements of social practice experience through discourse.  

These schools of thought have variations in theoretical perspectives, however,  

according to Jørgensen and Phillips (2002: 60) all these approaches have in general the 

following common points:  

1:  The character of social and cultural processes and structures is partly linguistic-

discursive   

2:  Discourse is both constitutive and constituted  

3: Language use should be empirically analyzed within its social context  

4:  Discourse functions ideologically  

5:  Critical research 

  

 Of different approaches on CDA, this thesis limits the focus to the use of Norman 

Fairclough’s approach only. The main reason in this regards is that among other things 

Fairclough’s approach is the most developed theory and method in the discipline of CDA 

(Jørgensen et al. 2002: 60, 89). In addition, like this thesis, he also employs a socio-

constructive approach (Jørgensen et al. 2002: 4-5). Moreover, Fairclough’s assertion  that the 

non-discursive elements in the context influence the creation and utilization of a text is 

pertinent in  seeking answer to the puzzle of this thesis ,  for  it can put forth an account as to 

why certain conventions exist in the text.   

 Fairclough (2001: 18-23) has propounded a three-dimensional model which asserts 

that a text only can be fully grasped if both the sender the receiver grasp the context in which 

the text is produced and consumed. Thus, Fairclough not only focuses on a textual 

examination, but also on the influences from the discursive and social practices. Fairclough 

encourages the integration of other theoretical approaches to determine the non-discursive 

aspects of the social dimension (Jørgensen et al. 2002: 86).  This is where his approach 

distinguishes itself from other approaches within CDA (Jørgensen et al. 2002: 7) and 

becomes suitable for this kind of study. To determine the non-discursive aspects of the social 
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dimension, this thesis has incorporated discussion on the concept of CSR as part of the 

presentation of the context. In addition, the analysis of the discursive practice is 

supplemented by Vijay K. Bhatia’s (1993) approach to genre analysis, as ascertaining the 

conventions in the CSR genre will help spot some of the discourses used, and give an 

explanation to why these discourses are used.  

3.9 Critical Discourse Analysis: Fairclough’s Approach 

Fairclough’s (1995) approach to CDA is considered to be very useful in the realm of 

social science research and several researchers have made use of this model. Amongst 

different approaches to CDA, Norman Fairclough’s approach can be termed as the most 

developed in terms of both theory and methodology (Jørgensen and Phillips 2002: 89). 

According to Fairclough, language and society have a dialectical relation(2001: 19). 

Similarly, Fairclough (2001: 14)maintains that  the communicative event and order of 

discourse are dialectically interconnected. For a discourse in CSR, the very text of CSR  is 

communicative event while  the convention of CSR disclosures  through exclusive CSR 

reports of companies posted on their official websites can be termed as the example of order 

of discourse.  

Janks (1997) identifies three dimensions in Fairclough’s model for CDA which are:  

1. The object of analysis (verbal and visual text) 

2. The processes by which the object is created and received by human subjects 

3. The socio-historical circumstances which administer these processes.  

Janks (1997) further identifies three processes of analysis interlinked with the above 

mentioned dimensions. These processes are:  

1. Text analysis (description) 

2. Processing analysis ( interpretation) 

3. Social analysis ( explanation)  

Fairclough (2001:21) has summed up his approach in a three dimensional model 

(Figure 1) whereby it has been made evident that the textual analysis alone is not sufficient 

rather a comprehensive analysis is needed for the analysis of interconnections between texts, 

interactions and contexts.  
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       Figure 1: Fairclough’s three-dimensional model    

     (Fairclough 2001: 21) 

 

 The next sections in this chapter provides a glimpse of the three dimensions enunciated in the 

Fairclough’s model besides touching upon some of the major concepts involved in the three 

dimensions.  

3.9.1 The Social Aspect 

 Fairclough (2001:21) points out that the social dimension comprises of social 

conditions of interpretation and production which in turn refer to the socially accepted rules 

for how a text is created and comprehended. The social practice takes in its ambit both the 

discursive and non discursive elements. Thus, in the words of Nielsen, Ellerup and Thomsen 

(2007)  sociological and cultural dimensions are also required to be incorporated, as it either 

reproduces or resists the prevalent discourse order, the communicative event takes the shape 

of social practice. This makes it useful to ponder upon as to what extent CSR communication 

appears to reproduce the discourse order of “ profit maximization” or provides for looking 

into how far it has rendered the discourse order to transform towards realizing “ corporate 

citizenship” (Nielsen, Ellerup and Thomsen 2007).  
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  Discourses carry out an ideological function while discursive practices are employed 

to produce and reproduce disparate power relations; therefore, CDA in a way champions the 

cause of oppressed social groups (Jørgensen et al.  2002: 64). It is critical in the sense that it 

aims to uncover the role of the discursive practice in the maintenance of the social world and 

unequal power relations (Jørgensen et al. 2002: 63).Fairclough (1992:86) has propounded the 

notion of ‘ideology’ and ‘hegemony’ in connection with only social practice. He asserts that 

the language is socially constitutive and socially produced, thus usage of language constitutes 

‘social identities, relations and systems of knowledge and beliefs’ He describes ideology as 

“meaning in the service of power” (Jørgensen and Phillips 2002, 75). As such he focuses on 

various dimensions of power (Dijk 2001).  

 According to Dijk (2001), power in Fairclough’s three dimensional model can be 

found in the third dimension of discursive events i.e. social practice, that requires to be 

spelled out in connection with the properties of ‘both the local and global social context’. “ 

Using a Gramscian approach to power and hegemony, he especially examines discursive 

practices as a social struggle over the hegemony over the order of discourse. Fairclough 

(1992:86) further propounds that a discourse can be termed more or less to be ‘ideological’ 

for its tendency to help produce, reproduce and transform power relations. As such, 

Fairclough (2001:2) deems it pertinent to focus on ideologies in textual analysis for their 

interconnectivity with language while the usage of language is the most common form of 

social behavior.  In addition, Fairclough (2002:71, 2001:76) considers the ideology to be 

more effective, the lesser it is visible  because in that way it transforms itself into  ‘common 

sense’ or ‘ implicit philosophy’  in the social practice. 

 According to Fairclough (2002:2) closely linked to ideology is the notion of power, 

thus making it closely tied to the concept of ‘hegemony’, whereas power can be exercised 

through  many different ways. For example coercion which is a form of power that is 

displayed through force, the rich manifests power through the display of wealth while the 

persuasive power or control of parents, teachers of intellectuals is based on knowledge, 

information or authority. The different types of powers are distinguished through the source 

behind such power. The social power as such is defined and manifested in terms of the 

control it exerts over others. The groups exhibit (more or less) power with their ability to 

(more or less) control the minds and acts of other groups.  “This ability presupposes a power 

base of (privileged access to) scarce social resources, such as force, money, status, fame, 
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knowledge, information, 'culture' or indeed various forms of public discourse and 

communication” (Dijk 2001).  

In the present study the focus is on the puzzle as to how businesses construct social 

reality by spelling out their perception of CSR through the wheel of communication (i.e. the 

use of language).  Context is influenced by and has influence on the discursive practice 

(Jørgensen et al. 2002: 61).  Fairclough (2003:25) defines social practice as “articulations of 

different types of social element which are associated with particular areas of social life,” and 

the function of social practice is to “articulate discourse (hence language) together with other 

non-discoursal social elements.” It is the persuasive power of the case companies that seeks 

to define the power relations between the groups, represented by the two powerful 

multinationals –our case companies on the one hand and the stakeholders, readers and visitors 

of websites on the other hand. The social aspect or the outermost block of Fairclough’s three 

dimensional model is represented in this study by the concept, context and conventions of 

CSR, which permeate through the text dished out by these companies in the shape of their 

annual CSR reports or displayed on the exclusive sections abut CSR on their websites. They 

endeavor to persuade (exert control over the mind and acts of) the stakeholder, the readers 

and visitors of their websites through use language. It is pertinent to mention that 

Fairclough’s three dimensional model in combination with Bhatia’s analysis aptly unearths 

this power, dominance and control game.  

3.9.2 The Discursive Aspect  

 The discursive dimension of Fairclough’s model comprises of the process of 

production and process of interpretation (Fairclough 2001:21). The analysis of discursive 

practice involves the way both the producers and receivers of text utilize the available 

discourses and genres (Jørgensen and Phillips 2002: 73).  

 Fairclough’s analytical framework (Fairclough, 1992, 1995) draws upon the notions 

of intertextuality, interdiscursivity and hegemony.  According to Fairclough (1995), 

intertextuality denotes the relationship between texts ‘before’ and ‘after’. This intertextuality 

can at the same time be a sign of stability  and change depending upon the fact if the 

reproducers of text tend to follow the dominant order of discourse and social order or  it goes 

the other way round by challenging the conventions and transgressing the limits of the genre. 

Thus intertexuality determines  how texts are created and can alter previous perceptions, re-
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consturct the prevalent notions and spawn fresh ones. Fairclough  (1995) propounds that in 

order to be able to do this one needs to have ‘access’, which is socially constrained. It is CDA 

that determines who has that access and what texts or dicourses are privilged? Jørgensen and 

Phillips (2002:73) further add that the intertextuality has an enunciated shape which is called 

manifest intertaxuality  which alludes to textaul form explicity taking on other texts.   

 According to Fairclough (1992, 85), interdiscursivity (constitutive intertextuality), 

which is the other form of intertextuality, refers to the amalgamation of genres and discourses 

in a text. As such interdiscursivity pertains to the way orders of discourse reflect on types of 

discourse. It is applied to” societal order, institutional order, type of discourse, elements of 

discourse, styles of discourse and  can determine hierarchy of worth as connected to 

hegemonic power” (Fairclough 1992, 85)  . On the other hand, hegemony pertains to the 

prevalence in and the supremacy of political, ideological and cultural spheres of a society. He 

attributes these three dimensions to each discursive event. According to Fairclough (1992, 

43), a discursive event is simultaneously text, discursive practice (including the production 

and interpretation of texts) and social practice. 

In Fairclough’s CDA model, orders of discourse are considered very significant. 

According to Fairclough (1989, 1995, 2003), the social ontology in his approach treats the 

social reality to be constructed through the relationship between social structure and social 

events, while a coherent account of this relationship depends upon the social practices. He 

further elaborates that semiotic dimension of these articulated networks of social practices is 

denoted as ‘order of discourse’ (see fig 2.2).  Orders of discourse refer to the “totality of 

discursive practices of an institution and relationship between them” (Fairclough 1993, 138). 

Orders of discourse are usually associated with specific institution or sphere of social life. For 

example, there are specific orders of discourse related with business communication and CSR 

communication. In describing orders of discourse, the concern is to specify the discourse 

types used in the domain, and the relationships between each discursive practice (production 

& interpretation of discourse) 

 A discursive event is an “instance of language use, analyzed as text, discursive 

practice, and social practice” (Fairclough 1993, 138). Discursive event, thus, denotes to text, 

discursive practice (the process of text production and consumption), and social practice 

(both situational & institutional). In order to further elaborate these vital concepts in 

Fairclough’s approach, I have drawn the following visual model (Figure 2).
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Concepts in Fairclough’s Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: Relationship between different concepts in Fairclough's CDA model 
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3.9.3 The Textual Aspect  

 Fairclough’s model carries the text as the inner most dimension. The text plays the 

pivotal role in the course of discourse as it takes the shape of finished product in the entire 

procedure of discourse involving social practice and discursive dimension as integral parts.  

Fairclough (2001:20) terms the text as a product rather than a process- a product of the 

process of text production. Similarly, Fairclough (2001:20) also calls the text to be a 

‘resource’- a resource to the process of interpretation.   

 Fairclough’s (2001: 57) inner most boxes has in its focus on functional linguistic 

aspects including grammar, semantics, the sound system, metaphor, wording and ethos. As 

such this part takes its inspiration from Holliday’s Systemic Functional Linguistics (SFL). 

This part analyses as to how discourses are rolled in textually. The textual dimension takes 

into account  two main concepts – “ Transitivity” and “Modality”  whereas the former is 

referred to as how events and processes are connected or not connected with subjects and 

object while the later denotes “ focus on the speaker’s degree of affinity with or affiliation to 

her or his statement”  (Jørgensen and Phillips 2002: 83).  This affinity , according to 

Jørgensen and Phillips (2002: 83), is termed as ‘truth’ while the opposite to it is ‘ hedges’, 

which is when the speker commits low affinity to his or her statement.   

3.9.4 The Utility of Fairclough’s Model 

Fairclough’s CDA approach is so practical on account of enabling the researcher to 

have the option of multiple entry points for analysis, as Jinks (1997) observes that it is not 

matter of concern as to what kind of analysis to start with, as long as towards the culmination 

point they all are inclusive , evident of being mutually explanatory. This framework of 

interconnectivity provides the opportunity to explore interesting patterns and disjunctions that 

need to be described, interpreted and explained (Janks 1997).  This approach has the 

embedded advantage of providing a framework to the researcher to focus on the makers of 

the text, pertinent linguistic paradigms picked, their succession one after the other, their 

positioning, their lay out and so many other discourse related subtleties. Thus it may be said, 

“Texts are instantiations of socially regulated discourses and that the processes of production 

and reception are socially constrained” (Janks 1997). 

 As mentioned earlier, this study makes use of Fairclough’s three dimensional 

approach to CDA, as theory and analytical framework, which emphasises that a text is better 
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understood if both the sender and receiver understand the context in which it was produced. 

In addition, Fairclough has also adopted a socio-constructivist approach which is also the 

hallmark of this study.  According to Jorgensen et al. (2002, 86), Fairclough offers the 

researcher to incorporate other theoretical models as well to ascertain the non-discursive 

dimension of the context. To that end, the study has incorporated an in-depth discussion on 

the concept of CSR in the shape of its definitional construct and the processes enshrouding its 

communication (Chapter 2). In order to further draw upon this social dimension, an overview 

of the case companies and the criticism raised against them regarding social responsibility 

has been incorporated in this study (Chapter 5).     

Part II- Genre Theory 

 This section focuses on Genre Theory. The study has reviewed the concept of genre 

followed by historical evolution of genre theory and in that it has presented Bhatia’s approach 

towards it. The main source of inspiration for this section comes from Bhatia ( 1993).  

3.10 What is Genre? 

 “Genres are how things get done, when language is used to accomplish them.”   

    (Martin in Bhatia 1996, 40) 

 

 Etymologically, the word genre has French origin which means ‘kind’ or ‘classes. The 

expression is used to denote a distinctive type of ‘text’ in different disciplines including but 

not restricted to literary theory, media theory and linguistics. Since 2000 years, the term 

genre had been in use merely to refer to the classification of literary works and also in botany 

into division of different types of flora denoting as separate genre (Allen 1989, 44). In 

literature, the classification of the literary works into broader categories of poetry, drama, 

novel had been referred to as genres which later on further sub-divided in to sub-genre or 

separate genres of tragedy, comedy, tragic-comedy etc.  

 Bhatia (2004, 4) has maintained that the concepts and analytical frameworks 

concerning language usage, discourses and genres have undergone an evolutionary process 

from the historical perspective. In this connection, Bhatia (Ibid) identifies and classifies this 

process into three broad stages:  textualization, organization and the contextualization stage.  

 The first of these – the textualization stage set in 60s and continued until 80s when 

main focus was on the lexico-grammatical outlook (Bhatia 2004, 6). The organization stage 

had had its focus on organization or structure of text, and came to the scene with an 
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overlapping time period tendency with textualization in the 70s up to 90s (Ibid). In the latter 

years, the trend to seek more minute and grounded description of language use led to 

contextualized focus, with a key development of the use of genre analysis in discursive 

analysis (ibid). Bhatia (2004, 10) describes his own approach since the 90s to be more 

focused on context. Like Fairclough model’s outer most square, here too the emphasis is on 

the social context. Bhatia’s this progression from ‘ surface oriented linguistic description’ to a 

‘deeper functional explanation of genres’ i.e. the development from “ thin description to thick 

description” leads to the vital question as to why the genres are written the way they are 

written instead of how they are written (Nielsen, et al. 1997, 207-8) 

  According to Bhatia (1993, 16), “Swales offers a good fusion of linguistic and 

sociological factors in his definition of a genre”. Thus, while conceptualizing genre Bhatia 

(1993, 13) makes use of John Swales’ description of genre as:  

“Genre is a recognizable communicative event characterized by a set of communicative 

purpose(s) identified and mutually understood by the members of the professional or 

academic community in which it regularly occurs. Most often it is highly structured and 

conventionalized with constraints on allowable contributions in terms of their intent, 

positioning, form and functional value. These constraints, however, are often exploited by the 

expert members of the discourse community to achieve private intentions within the 

framework of socially recognized purpose(s)”   Bhatia (1993, 13). 

In similar vein Bhatia (1993, 13) goes on to quote Swales:  

“The genre is primarily characterized by the communicative purpose(s) that it is intended to 

fulfil. This shared set of communicative purpose(s) shapes the genre and gives it an internal 

structure. Any major change in the communicative purpose(s) is likely to give us a different 

genre; however minor changes or modifications help us distinguish sub-genres Bhatia (1993, 

13).  

 In this way, Bhatia in agreement with Swales argues for genre as a set of conventions 

having a specific communicative purpose and commonly shared by a certain community.  

These set of conventions directed at a communicative purpose jointly lead to formulate a 

genre. Thus, ‘communicative purpose’ has the key focus which is to be kept in mind while 

making genre analysis.  In addition to this, these are the conventions which influence the text 

pattern within a specific discourse community.  These conventions are socially recognized 

patterns beyond some personal, private or psychological intentions of a member of a 
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discourse community. The private patterns are not totally disallowed, however, they may 

move within the genre amongst established and commonly shared conventions.  

The ‘communicative purpose’ according to both Bhatia and Swales sets the tone of 

the text genre. Besides this, the communicative purpose sets the clubbing of text in to several 

components called ‘moves’. These moves according to Bhatia are distinguishing  and 

discriminative patterns and any significant or major change in these elements has the 

tendency to pave the way to such structural changes in the genre leading it to turn into a  

whole new genre or ‘ sub-genre’.  In contrast to the moves there are other significant 

elements called ‘‘rhetorical strategies’ which are employed by the individual writers to attain 

a communicative purpose and specific moves.  Unlike, moves, these set of choices exhibited 

by the individual writers are non-discriminative in nature meaning thereby, any change in 

them may not lead to major change in the genre.  

Coming back to the ‘communicative purpose’, Bhatia (1993, 45-46),   in order to 

substantiate his point of view gives example of the genre of sales promotion letter, research 

articles and legal text. According to him these three genres become distinguishable from each 

other mainly on account of their different communicative purposes. For example, Bhatia 

adds, the main communicative purpose of a sales promotion letter is to ‘elicit a specific 

response’ from its reader. However, along side the main purpose, there are certain other 

‘additional purposes’ supposed to be attained through the genre of ‘sales promotion letter’. 

These additional purposes as spelled out by Bhatia (Ibid) are: seeking the assessment of the 

potential customer about the product or service, to establish a communication link with the 

potential customer for further communication.   

Nielsen, et al. (1997) call it an easy to follow model especially in the learning process 

perspective. However, they question certain areas of Bhatia’s approach.  Nielsen, et al. (1997) 

particulrly mention the rhetorical strategies which according to them need further elaboration. 

Bhatia’s approach to rhetorical strategies is silent about the non-verbal strategies, e.g. 

pictures or lay out featues which are sometimes extensively used (ibid) . The unclear 

approach by Bhatia regarding rhetorical strategies is probably on account of the fact that 

these strategies are quite often in sizeable number and their account might  constitue a saprate 

theme and thus need a separate volume on discourse analysis (Nielsen, et al. 1997).  
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3.11 Genre Analysis: Bhatia’s Model 

 There are several ways of genre analysis.  Bhatia (1996, 40) asserts that it is sign of 

popularity of a particular concept that it carries more and more ‘variations in interpretations, 

orientations and frameworks’, and that genre theory is one such concept.  Since Bhatia (1996, 

40) firmly believes that genre theory is different from a ‘typical register analysis’, which 

focuses on the surface level statistical analysis of language use, he propounds a way to 

conduct genre analysis. 

Bhatia’s model to conduct a genre analysis involves a seven step approach (Bhatia 

1992, 22).  According to Nielsen, et al. (1997, 209), Bhatia’s seven step model has two broad 

categories. Five of these steps petrtain to ‘socio-cultural or text-external category (i.e. steps 1-

3,5,7) while remaining two ( steps 4 & 6) can be clubbed under text-internal or linguistic 

category (Nielsen, et al. 1997). These seven steps have been briefly described one by one in 

the following lines. 

Step 1: “Placing the given genre-text in a situational context” 

 The step is done intuitively  to draw on internal clues in the text, while further tools 

required to perform this step include: previous experience with the similar texts and 

‘encyclopaedic knowledge’. This ‘placing’ of text into a context would be easier for the one 

who has the prior knowledge of the genre and the community within that genre than the one 

who is totally outsider. However, Bhatia (1993, 22) is of the view that such a  knowledge can 

be acquired by the outsiders even with the help of the relevant literature.  

Step 2: “ Surveying existing literature”  

 The very title of the step suggest that what is it all about. Obviously it underpins the 

need to focus on the need to ‘survey’ the literature that is existent regarding the particular 

genre under study. This is of partiular importance to the ones who are outsiders to the target 

genre while for an expert it would further agument his/her knowledge. And in the case of an 

insider this step can always be skipped or selectively focused as according to Bhatia (1993, 

22) it is not imperative to undergo all the steps and only those which are essential in a given 

circumstances may be followed. The literature to be survyed may include but not necessarily 

restricted to “practitioner advice, guide books, manuals . relevant to the speech community, 
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and literature on the social structure, interactions, history, beliefs, goals etc. of the 

professional community” (Nielsen, et al. 1997).  

Step 3 “Refining the situational/contextual analysis” 

 This step requires to draw on further refining  already gained situatinal and contextual 

insight through step 1. This may be done by delving deep into the speaker, the reciever,  and 

their mutual relations. Besides, a deeper insight into the historical, socio-cultural aspects of 

the given community would also fall under this step. This step also involves the pinpointing 

of the surrounding text  and ‘lingusitic traditions’ encompassed in the particular genre as a 

backgrounder  and ‘the extra textual reality’ which this text is endeavoring to reporduce or 

change  (ibid).  

Step 4: “Selecting corpus”    

 The step pertains to determining and selecting the right type and right size of the 

sample of the population to be studied. In order to do so Bhatia ( 1993, 24) proposes to define 

the genre/sub-genre to an extent enabling it to be distinguishable from other genres. This can 

be determined on the basis of ‘communicative purpose’, ‘ the situational context’ and ‘ the 

textual charactersitics’ (Ibid). Bhatia further recommends to clearly determine and spell out 

the criteria for text’s belongingness to a particular genre  for genre analysis in order to avoid 

any chances of misrepresentation.  The next criteria should be set in terms of the right size of 

the sample. The sample size needs to be in commensurate with the method being employed 

(ibid). It must be borne in mind to avoid selecting too large  a sample for an analysis of few 

feature or conversely only a single text for a detailed analysis (ibid).  

Step 5: “Studying the institutional context” 

 The fifth step of the Bhatia model of genre analysis calls for the study of institutional 

context which involves the pondering upon the ‘system’ in which the target genre is used. It 

also includes focusing on the socio-linguistic, cultural, academic and professional tenets and 

conventions. According to Nielsen, et al. (1997)  this step becomes further significant when 

the corpus is collected from an organization which has its own ‘organzational constraints for  

genre construction’.    

Step 6: “Levels of linguistic analysis” 

 This step is further divided into three sub-levels enabling the researcher to infer as at 

what level the most pertinent shades of languge crop up.  
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 Level 1: “Analysis of lexico-grammatical features”  

 This level requires the researcher to conduct a statistical analysis to determine the rate 

of occurrence of certain syntactic properties to substantiate or disapprove the intuitive 

accounts already made on the basis of previous steps. Being empirical evidence based on 

numerical calculations, it provides as to how the subject genre is produced but it does not 

take into account as to why genres are written the way they have been written (Nielsen, et al. 

1997).   

 Level 2: “Analysis of text-patterning or textualization” 

 This level of step 6, is meant to determine that how the members of particular speech 

community dispense with different shades of language use like facets of lexis or syntax 

within the domain of specific genre. In a way it determines the text producer’s selection of 

typical linguistic feature along with elaborating such a choice.  

 Level 3: “Structural interpretation of the text genre” 

 This level pertains to identification of genre’s cognitive move structure. These move 

structures which are invariably under the influence of communicative purpose, identify a 

specific communicative intention. Nielsen, et al. (1997) point out that these move structers 

should be differentiated from Van Dijk’s notion of ‘macro structure’ while on the other hand 

they correspond to the German term ‘Makrostruktur’. In simple words this level determines 

that how specific topics have been arrayed and which one ofthem get prominence. Thus it 

focuses on ‘preferred move structure’ in a text and the ‘preferred ways to communicating 

specif intenion’ ( Bhatia 1993, 29). 

Step 7: “Specialist information in genre analysis” 

  The focus of this step is on consulting a specialist of the relevant field to comment 

upon the findings of the researcher. He may accept, reject, validate or correct the findings. 

The expert should be proficient  in the relevant field, having  a feel for the language used and 

prepared to talk about it in a candid way besides being in position to identify and comment 

upon the way the specialist of that field manoeouver the language to attain the targets in that 

genre.  
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 Nielsen, et al. (1997) assert that the model persented by Bhatia is very ‘practical, 

operational and plausible’ in nature. They go on to add that the model offers certain tools to 

the analyst to delve deep in order to examine any genre. However, Nielsen, et al. (1997)  

suggest to curtail some  redundancy found in these steps. But they also acknowledge that 

repetiton and reiteration in analysis is not bad as it serves the purpose of verification and 

reverifaction of the findings from different angles. They point out that these seven steps have 

been mentioned in a sequential order but that does not imply that they are to be followed in 

that order. Furthermore, nor is it obligatory to follow all the steps. The researcher may pick 

and use the steps one he/she finds best suited to his purpose (Nielsen, et al. 1997).  

3.12 Delimitations of the Study 

I. A vast number of approaches to CDA are available; however, this study makes use of 

Fairclough’s approach for being one of the most developed theory and method within 

the discipline (Jorgensen et al. 2002, 89).   

II. The textual analysis out of Fairclough’s model has been left out for being not 

necessitated to conduct analysis of the social and discursive dimensions.  

III. In this study the main focus is on the sender and the context while the receiver has not 

spotlighted that much because the main questions around the puzzle of this study have 

their focus on the producers and not the receivers. 

3.13 Reliability and Validity 

 The two major threats to the validity of a qualitative research are the researcher’s bias 

and reactivity (Maxwell 2005).  It is usually the analytical data of the research that tends to 

reflect the preconceived notions of the researcher on the study. Although it is impossible to 

totally eliminate these two factors out of the research, but a good research tends to diminish 

the impact of these two elements as far as it can. As far as the internal validity is concerned, 

every effort has been made by following a systematic framework for research to match the 

analyzed data with the theoretical paradigm for this research. On the external validity front, 

the findings of the research should be applicable to the wider social scenario.  

 For a research to be externally reliable, it should meet the criterion of being 

replicated. Since it is a social science research focused on CSR, and its communication, 

which is never constant for being an ongoing and developing process, therefore, it would be 

hard to get the identical circumstances in the times to come. Thus, possibility of a true replica 
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is extremely difficult.  However, as long as internal reliability is concerned, the research was 

conducted by the author alone under the supervision of the tutor. 
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Chapter 4- The Case Companies: An Overview   

 This chapter focuses on the introduction of the two case companies followed by a 

brief note on the major criticism against them regarding the issues of CSR in the past. The 

overview of both the sides would further add to the tone set by the previous discussion 

(Chapter 2) in terms of social dimension and help in analysis in accordance with Fairclough’s 

model.     

4.1 A Case of Nestlé  

A glance of Nestlé as presented on Forbes website
5
 is given below (table 4.1) 

A GLANCE ON FORBES’ LISTS 

Market Cap  $205,417 World's Most Powerful Brands 

  

#33  

 Industry   Food Processing 

 

Global 2000 

  

 #40  

 Founded 

  

1866  in Sales 

 

#65  

 Country 

  

Switzerland  in Profit 

 

#37  

 CEO  Paul Bulcke 

 

 in Assets 

  

 #204  

 Website  

  

  www.nestle.com  in Market value 

 

#12  

 Employees 

  
328,000 - - 

Table 4.1 – Nestlé at a glance (based on the information on Forbes web page
6
) 

The profile of the company on Forbes webpage
7
 indicates that the company has” 

business units as Food and Beverage, Nestlé Waters and Nestlé Nutrition…. It divides its 

products into Powdered and liquid beverages, water, milk products and ice cream, nutrition, 

prepared dishes and cooking aids, confectionery, pet care and pharmaceutical products”. 

Nestlé began its corporate journey in Switzerland in the mid 1866
8
.  Within the next 

decade, the company launched a full-scale manufacturing in Australia with warehouses in 

Singapore, Hong Kong and Bombay; however, most production still took place in Europe. 

Major historical events such as the World War I, 1930s economic depression and the World 

                                                 
5
 http://www.forbes.com/companies/nestle/ 

6
 ibid 

7
 http://www.forbes.com/companies/nestle/ 

8
 To see navigate  http://www.Nestlé.com ( Home > About us> history ) 

http://www.forbes.com/powerful-brands/list
http://www.forbes.com/global2000/list
http://www.forbes.com/global2000/list?sort=revenueRank&ascend=false
http://www.forbes.com/global2000/list?sort=profitsRank&ascend=false
http://www.forbes.com/global2000/list?sort=assetsRank&ascend=false
http://www.nestle.com/
http://www.forbes.com/global2000/list?sort=marketValueRank&ascend=false
http://www.nestle.com/
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War II made it difficult for Nestlé to rely on conventional suppliers in Europe and the 

Americas. Fresh milk, for example was inadequate in Europe. The extensive public needs for 

milk dictated the whole supply-demand mechanism.  

As a result, factories had to sell milk for the public need instead of using it as an 

ingredient in foods.
9
 Nestlé focused mainly on the US market to catch up with the increased 

demand for condensed milk, while trying to deal with unstable economic conditions and 

exploring its new ventures in Asia. During the late 1970s and 1980s, Nestlé faced multiple 

crises, from an international boycott to an organized disapproval of Nestlé’s baby formulas in 

developing countries.  

Indeed, today’s Nestlé has passed through several different challenges and numerous 

stages of development. Consequently, Nestlé’s mission is to focus on long-term and 

sustainable commercial operations, with a strategic link to the social responsibilities. Nestlé 

official websites provides with an impression that the short-term performance is no more part 

of Nestlé’s overall corporate strategy.  

 Consequently, Nestlé increased activity in the area of CSR in order to be able to build 

multidimensional aspects of a socially responsible business entity, and this characteristic is 

also verified by the viewpoint that, “there are…several dimensions that we might use to 

identify important aspects of socially responsible behavior” (Rowley & Berman 2000: 950). 

In this connection, it initiated institutional association with the stakeholders. Hence, Nestlé 

developed a culture of communication, in order to frame the concept of “enlightening” the 

quality of life of stakeholders, and thereby fulfilling the social commitment. Nestlé’s 

response is the concept of “Creating Shared Value” which is used to exemplify systematic 

relations between presenting itself as a “human company” enjoying social progress and 

competitive advantage. Nestlé’s primary objective demonstrates that it seeks to remain at the 

centre of the debate that it not only encourages “healthy” ´society, but also safeguards interest 

of the “stakeholders”.   

4.2 An Overview of Criticism on Nestlé 

 Nestlé is considered to be one of the most criticized companies in the world. 

“Nestlé… a well known and at the same time a controversial company” (Klöpping 2011) . 

                                                 
9
 For further reference, see http://www.englishteastore.com/Nestlé-history.html  

http://www.englishteastore.com/nestle-history.html
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Nestlé’s selling of infant formula and the controversy surrounding it is said to be was the 

main development in 1970s behind the modern day corporate accountability movement
10

.  

Activists of INFACT and other organizations accused Nestlé’s infant formula leading to 

malnutrition in babies due the high priced powdered milk and over diluted doses by mothers. 

The criticism even took the shape of boycott campaign of Nestlé’s products at the behest of 

the rights activists.      

 Similarly, in the past decade or so the company has been subjected to scathing 

criticism for the bottled water business.  Critics raised the objection against Nestlé’s bottled 

water on the grounds that the governments in those countries, where this readily available 

water was available, would ‘feel less inclined to’ make arrangements for the availability of 

regular water. The criticism on bottled water took further ugly turn after publishing of a 

report by Swiss Coalition Development Organization and ActionAid, wherein even the very 

purity of ‘Pure Life’ bottled water sold by Nestlé in Pakistan was questioned.
11

  

  Moreover, the company’s labour relations in under developed countries have also 

come under fire especially in the international union movement. The campaign was 

spearheaded by the International Union of Food workers (IUF). “In 2003 the IUF took the 

company to task for not observing consistently high standards in its labor practices around the 

world and accused it of taking advantage of countries with less rigorous regulations.”
12

 Again 

in 2006, IUF blamed the company of “de-unionization” in the Asia-Pacific region. The 

International Labor Rights Forum has dubbed Nestlé one of the “five worst companies for the 

right to associate” over labour union related issues mainly in the Philippines, Colombia, Peru, 

Russia and Pakistan. 
13

  

4.3 A Case of Siemens   

A glance of Siemens as presented on Forbes website
14

 is given in the table 4.2 

A GLANCE ON FORBES’ LISTS 

Market Cap  $91,995 World's Most Powerful Brands 

  

#30 

                                                 
10

 http://www.crocodyl.org/wiki/nestle 
11

 ibid 
12

 ibid 
13

 ibid 
14

 http://www.forbes.com/companies/nestle/ 

http://www.iuf.org/cgi-bin/dbman/db.cgi?db=default&ww=1&uid=default&ID=1134&view_records=1&en=1
http://www.iuf.org/cgi-bin/dbman/db.cgi?db=default&ww=1&uid=default&ID=1134&view_records=1&en=1
http://www.forbes.com/powerful-brands/list


 

 

53 

 Industry  Conglomerates 

 

Global 2000 

  

 #50  

 Founded 

  

 1847  in Sales 

 

#59  

 Country 

  

 Germany  in Profit 

 

#52 

 CEO Peter Löscher  in Assets 

  

 #180 

 Website  

  

www.siemens.com  in Market value 

 

#63 

Employees 

 

402,000 - - 

Table 4.2 – Siemens at a glance (based on the information on Forbes web page
15

) 

The Company is an integrated technology company with activities in the fields of 

industry, energy and healthcare
16

.Generally, most of the multinational corporations value 

their historical presence in the market, which is legitimate both in terms of reputation of the 

management and economic status to serve the purpose of stakeholders. “For over 160 years, 

Siemens has stood for technical achievements, innovation, quality, reliability and 

internationality”
17

.  Genuineness and a long-terms association is described in the policy of 

sustaining all the economic and political changes around the globe.  

Carrying forward basic approach of stability, Siemens describes its long-term 

commitment through its vision, which is “To be a pioneer – this is our vision, our identity and 

the defining characteristic of our corporate culture. This vision is based on our values – 

responsible, excellent and innovative – which provide the foundation for our success”.
18 

Whereas, the interest of stakeholders and a mutual benefit is emphasized in the vision, the 

mission of Siemens is launched with the idea of “Providing quality to our customers at 

competitive prices, to their complete satisfaction” A necessity of public discourse is 

culminated in the efforts to “to enhance creativity and job satisfaction of our employees by 

providing opportunities for personal development, limited only by their own ability and 

drive”.
19 

 

This service of mutual benefits both to stakeholders and society continues with some 

other statements of public relations. The idea that started with the historical presence is 

                                                 
15

 http://www.forbes.com/companies/siemens/ 
16

 ibid 
17

 http://www.siemens.asia/MY/EN/about-us/corporate-profile.aspx 
18

 http://www.siemens.com/about/pool/de/vision_strategie/vision/vision_en.pdf 
19

 Ibid. 

http://www.forbes.com/global2000/list
http://www.forbes.com/global2000/list?sort=revenueRank&ascend=false
http://www.forbes.com/global2000/list?sort=profitsRank&ascend=false
http://www.forbes.com/global2000/list?sort=assetsRank&ascend=false
http://www.siemens.com/
http://www.forbes.com/global2000/list?sort=marketValueRank&ascend=false


 

 

54 

aiming to correlate the success and future objectives of Siemens, which is putting efforts in 

“Generating earnings sufficient to ensure a secure future for the company and to protect and 

increase our shareholders / stakeholders’ investment.” Despite Siemens emphasize in 

safeguarding stakeholders’ interests, because of its historical reputation, and a competitive 

market in the field of engineering, Siemens shows great desire to “contribute to the national 

economy, whilst realizing strong sense of responsibility to society and the environment”
20. 

This is clear show of intent to consolidate Siemens’ position in the area of Corporate Social 

Responsibility.  

4.4 An Overview of Criticism on Siemens 

   Siemens has had remained in controversy mainly on the bribery charges. Starting in 

the mid 1990s, the company was accused of using kickbacks to bribe higher echelons of the 

governments to win projects in Argentina, Venezuela, Bangladesh and UN sponsored oil for-

food program in Iraq. Thus in 2008, the company was made to pay “record total of $1.6 

billion to American and European authorities to settle charges that it routinely used bribes 

and slush funds to secure huge public works contracts around the world”
21

.   

 Furthermore, a corporate watchdog, CorpWatch while highlighting Siemens 

involvement in bribery scandal in Greece  has quoted Tassos Telloglou( author of The 

Network: File Siemens ) as saying , " In Greece Siemens has spend the most black money 

(bribes) than in any other country of the European Union between the late 1990s and 2004”
22

.  

  Again in 2008, Siemens along with the Finnish Nokia was also accused of providing 

a lawful intercept monitoring and surveillance system to Iranian regime which, according to 

critics and human rights activists, was to be used by Iran against dissidents
23

. Similarly, the 

human rights activists have criticized both the companies for providing to Iran a sophisticated 

software system for surveillance of internet.  The rights groups have condemned sale of such 

a system to ‘Iran and other regimes considered repressive
24

’.  
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Chapter 5- Analysis & Results 

 The chapter has been divided into two main portions -Part I & Part II. The first portion of the 

chapter (Part I), focuses on Genre Analysis (GA).  Conducted with the help of Bhatia’s Genre 

Analysis model, this part serves as a supplement to the next part (Discourse Analysis). It also 

offers an opportunity to look into the overall structures and patterns found within the CSR 

communication of both the case companies and provide an overview of the CSR related web 

content found on their websites and the annual CSR reports. This also is the main reason as to 

why this portion of analysis has been done prior to the discourse analysis.   The next part 

(Part II) is done with the analytical framework offered by Norman Fairclough’s Critical 

Discourse Analysis model. This part marks the in depth analysis of the discursive dimension 

of Fairclough’s model.  Seeking strength from the theoretical framework both the analyses    

supplement each other in seeking answers to the research questions out of the available data 

and solving the puzzle of the thesis.  

Part I- Genre Analysis (GA) 

5.1 Bhatia’s Seven Step Approach 

 Since CSR communication is the focus of this thesis, two genres within this aspect of 

business communication i.e. CSR communication through website and CSR disclosure 

through annual CSR reports become the subject of analysis in this regard. Bhatia’s model 

based on his seven steps is best suited to such type of analyses of genres. However, I have 

employed an eclectic approach in respect of the seven steps of Bhatia and only the steps that 

are required for this research have been utilized. This eclectic approach is specially 

significant in the backdrop of the fact that two analytical techniques (GA & CDA) have been 

used which complement each other but at the same time they also overlap, and there might be 

some redundancy in following all the steps of both the techniques. In addition, Bhatia (1993, 

40) and Nielsen, et al.( 1997) have also mentioned of using only those steps of Bhatia’s 

model which are needed to conduct the analysis. I have further elaborated the analytical 

framework based on this eclectic approach carved out of the Bhatia’s seven steps for this 

thesis in the next sections (5.1.1 & 5.1.2).  

5.1.1 Steps Not Included in This Study 

 Bhatia’s steps 1 and step 2 (section 3.11) i.e. ‘placing the given genre-text in a 

situational context and surveying existing literature’ are pertinent for this study. However, I 
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have not covered those in this analysis portion. The major reason behind this is that two 

chapters (2 & 4) give a detailed and in depth information regarding the situational context 

and the literature in relation to this study. The CSR definitional constructs, the 

communication of CSR, the major international guidelines in the shape of UN Global 

Compact and GRI along with the brief overview of the companies followed by criticism 

against both of them provide enough information that is required in steps 1 and 2.  Next step 

that is not covered in this chapter is step 4 (selecting corpus) because this aspect has already 

been covered in section 3.3.   

5.1.2 Steps Included in This Study 

 Step 3(refining the situational/contextual analysis) is part of this analysis for it is 

imperative to refine the aspects gleaned through steps 1 & 2. In this connection, the step 3 

focuses on the sender, the receiver and their connections to look further into the data in order 

to refine it. Next to it, step 5 (studying the institutional context) is pertinent for this analysis, 

and as such the conventions regarding CSR communication of both the case companies have 

been determined through this step.  

 This study has used Step 6 (levels of linguistic analysis) of Bhatia’s model   selectively 

in this analysis. Bhatia has mentioned three levels as part of this step (section 3.11), however, 

level 1 and 2 (analysis of lexico-grammatical features and analysis of text-pattering or 

textualization) have been left out. Level 1 has been left out owing to the fact that  purely 

textual analysis has been made part of this thesis neither in GA nor in CDA. The reason is 

that the textual analysis does reveal ‘how’ certain words have been used but not ‘why’ those 

have been used.  It is needless to underscore that the main focus of this thesis is the ‘why’ 

part and not the ‘how’ part. 

  The level 2 (the analysis of text-patterning and textualization) would be covered while 

conducting analysis of discursive practice in Discourse Analysis (see Part II of this chapter). 

The only level of this step that is carried out as part of GA in this study is level 3 (structural 

interpretation of the text genre). Analysis through this level has helped determine as to which 

topics get prominence in the communication phenomenon of the case companies. Besides it 

has also helped in determining as to which strategies and move structures out of the corpus 

have emerged as conventional for the case companies. It is relevant to mention that move 

structures can be analyzed at micro (word), meta (paragraph) and macro (categorization or 
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classification) levels. In order to determine the move structure of topics and paragraphs, the 

meta (paragraph) and macro (category or topic) levels become part of this study.  

 In the end, step 7 (specialist information) is also part of this analysis. This step 

according to Bhatia (section 3.11), determines the validity of the analysis done through 

previous steps. The interviews of the CSR Communication Heads of both the case companies 

have been included as appendix 3 (Nestle) and appendix 4(Siemens).  There is a delimitation 

regarding these interviews in the sense that both of them were conducted before the earlier 

steps were done. However, the information contained in the interviews can be utilized with 

regard to this step as both of them have spoken about the CSR policies and communication of 

their respective companies. In addition to this, both the persons fit in the criteria set by Bhatia 

(Section 3.11). Further delimitation is that both the specialists belong to the respective 

chapters of their companies in Pakistan and not the global setups.   

5.2 Refining the Situational/Contextual Analysis (Step 3)    

 This section focuses on the results and analysis done toeing in Bhatia’s approach as 

mentioned in his step 3. In order to follow the paradigm, the senders, receivers of both the 

case companies’ text are identified. In addition to this, the communication purpose, which is 

a key in Bhatia’s GA model, has also been ascertained.  

5.2.1 The Senders 

 After careful reading of the text on the websites of both the companies and the CSR 

reports, it becomes evident that both the companies are directly the senders of the text. For 

example in case of CSR report the use of personal pronouns like ‘our report ‘, ‘our reporting ‘ 

(appendix 1,  page 18, 20-21, 61, 112, 291), (appendix 2, page 44, 52, 60-61, 68) indicate that 

the companies own the reporting practice and as such become the senders of the text in this 

genre. 

 Similarly, in the case of CSR related text on the websites, the two companies mention 

themselves in first person singular (i.e. the name of the company) predominantly with a blend 

of personal pronouns. Nowhere in the text on websites and reports of case companies an 

impression is created that someone else than the company itself is the sender of the text. In 

addition, the companies also create this impression in a convincing manner through another 

way. The very mention of company’s Chairman/ CEO’ or high powered bodies like 

Sustainability Board in the beginning of the reports ( Appendix 1, page 10-11 and appendix 
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2, page 4-5),  and that too at the start of CSR sections on websites
25

 indicates they claim the 

sense of ownership. Besides they also want to create an impression amongst the readers that 

someone from the higher echelons of the company is addressing them directly right at the 

outset. This technique makes the reader unconsciously learn and have a feel as who is the 

sender of the text or on whose behalf this discourse is being conducted.  

5.2.2 The Receivers  

 The receivers of the text or the audience of both the text genres -the websites and the 

reports of both the case companies- are the ones who are interested in the CSR related 

activities of these companies. However, the predominant focus is on the stakeholders, be it 

internal or external stakeholders. Furthermore, an effort has been made to create a balance in 

the discourse and high level of technicalities regarding operations of the companies or the 

financial/accounting matters has been avoided in order to make the communication all 

embracing. Both the companies have nowhere in the text spelled out as to who is the specific 

target of this communication and have left it open ended. It is pertinent to mention that a 

conscious effort has been made by both the companies to manifest that they are adhering to 

the international standards and guidelines of disclosures as far as CSR reports are concerned. 

5.2.3 The Communicative Purpose 

 I would start with the stated communicative purpose and then move on to the 

underlying communicative purposes of the case companies. In this regard, I studied the data 

to find out the evidence as what is the stated purpose of communication on the CSR web 

content and CSR annual reports of the case companies. For instance, Siemens ‘Sustainability 

2011 Report’ declares that its report “describes the strategy, organization, initiatives and 

goals for ensuring sustainability at Siemens” (Appendix 2, 52).  

It further adds that the report shows company’s progress in meeting the standards and 

compliance of guidelines of different global bodies like UN Global Compact, UN CEO Water 

Mandate and Transparency International. Similarly, Nestlé spells out, “through our Creating 

Shared Value reporting, we aim to share information transparently about our long-term 

impact on society and how this is intrinsically linked to the creation of our long-term business 

success” (Appendix 1, 61). It is evident that both the companies have their declared 
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objectives in terms of CSR as enunciated through above statements and the purpose of 

reporting is that  they intend to keep the reader abreast  of all the developments regarding 

their objectives. The main and overarching themes of CSR of the two companies are- 

sustainability for Siemens and Creating Shared Value for Nestlé.   

 Although unlike their CSR reports, both the companies do not state the purpose of 

displaying the web content regarding CSR anywhere in the text on websites, however, it is 

evident that the communicative purpose for this genre is the same as is analyzed to be in the 

case of CSR reports. The evidence is that Siemens and Nestlé have separate links for their 

CSR related content on their home pages which have been named after their respective 

themes i.e. Sustainability and CSV. These links lead the visitor to the whole range of 

information on CSR
26

. Furthermore, both the companies have ‘Overview’
27

 sections right in 

the beginning where the concept of their respective themes have been displayed. The rest of 

the links and text hinges around these overarching themes, with a visible conscious effort by 

both the case companies to ensure the visitor of the websites that the companies are 

committed to their cause.  

 As such there are no hidden agendas of both the companies regarding communication 

purpose of their disclosures. However, the underlying purpose that have been discerned is the 

desire and effort by both the companies to give assurance to and win the confidence of the 

readers of their CSR reports or (and) visitors of websites regarding their responsibility and 

commitment towards their respective goals concerning CSR.   

5.3 Studying the Institutional Context (Step 5) 

 This step according to Bhatia (1993, 24) is concerned with the system, in which the 

genre is used, and the rules and conventions that are applied within the genre. The analysis of 

the data of CSR communication gleaned from websites and CSR reports of the two case 

companies has revealed that there are certain conventions which are being followed in these 

genres. There is no specific literature to which one may refer for the conventions in the CSR 

communication. For example, the genre of cross examination in the court of law, according to 

Bhatia (1993, 24) does follow certain conventions and that literature on the same is 

abundantly available. Since CSR concept and definition is yet to find some consensus 

                                                 
26

 To see navigate  http://www.Nestlé.com ( Home > creating shared value ) 

 And   http://www.siemens.com ( Home > sustainability  ) 
27

 To see navigate  http://www.Nestlé.com ( Home > creating shared value > overview) 

And   http://www.siemens.com ( Home > sustainability> our understanding of sustainability  ) 

http://www.nestle.com/
http://www.siemens.com/
http://www.nestle.com/
http://www.siemens.com/


 

 

60 

amongst academicians and professions alike, thus the question of finding specific literature 

on the conventions of CSR communication is a remote possibility yet. But still a reference 

can be made to Global Reporting Index and UN Global Compact which have attained a 

conventional approach in setting the tone and providing the guidelines to the companies for 

their CSR practices and communication.    

   There are some significant conventions which have been identified as a result of the 

analysis of the corpus. The foremost amongst these is the convention of presenting a Global 

Reporting Initiative certificate (Appendix 1, 18 and Appendix 2, 85). Bothe the case 

companies have displayed that they have adhered to the reporting guidelines laid down by 

GRI. In this regard a certificate by GRI has been displayed by both the companies. Next 

convention, which also pertains to compliance, is referring to UN Global Compact. The two 

case companies have not only mentioned that they are participants and supporters of the 

UNGC (Appendix 1, 238 and Appendix 2, 82), but they have also reflected their performance 

against each of the UNGC guideline. In addition another convention is the compliance to the 

UN CEO Water Mandate .Apart from the CSR reports, all these conventions have also been 

reflected in the websites of both the companies.  

 The analysis of the corpus indicates that there is clear convention of mentioning CSR 

related activities by exclusively having separate link on the Home page of the website
28

. 

Although it is quite possible that such activities are mentioned somewhere under company’s 

profile e.g. ‘About Us’. However, by giving a separate link on the home page, the companies 

have exhibited the importance they give to CSR. Similarly, there is also the convention of not 

only producing exclusive annual CSR reports, but also placing the same on the websites
29

 for 

easy access and availability.  Similarly, another predominant convention is the display of 

CSR specific projects or initiatives on websites
30

. This convention indicates the companies’ 

intention to substantiate their claims regarding CSR through factual data. But in terms of 
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CSR reports, the convention of alluding to their initiatives in the relevant sections of both the 

companies’ CSR reports (Appendix 1, 292 and Appendix 2, 9) and also on their websites
31

.   

5.4 Levels of Linguistic Analysis (Step 6)  

 As mentioned earlier, this study would use only level 3 i.e. “structural interpretation 

of the text genre” of all the levels of step 6 of Bhatia Model. The third level analyses the 

structure and the arrangement of the text, like the order as to how certain topics are presented, 

and which topics receive more spotlight. Analysis at this level determines preferred move 

structures in a text and preferred ways of communicating specific intentions (Bhatia 1993, 

29-30). This level basically determines the rhetorical ‘strategies’ employed by the producer 

of the text. These strategies according to Bhatia (1993, 30) reflect the communicative 

intention which are in turn subordinate to the ‘communicative purpose’. In order to determine 

those communicative intentions, this section looks into the move structures found at both 

macro and meta levels in the genre of CSR communication through websites and exclusive 

annual CSR reports of the companies. The macro level move structure has been determined 

by examining the move structure of the topics. On the other hand, the paragraph level moves 

determine the meta level move structure of this genre of business communication. Both the 

move structures have been separately described in the next two subsections (5.4.1 and 5.4.2) 

respectively.  

5.4.1 The Macro Level Move Structure  

 The move structures on the websites and the reports were examined separately. It was 

noticed that both the companies had several topics mentioned in their sections and sub-

sections or even sub-sub-section level in websites and reports. Thus, the emerged pattern has 

been summed up in the two tables (5.1 & 5.2). This contains only the topics having common 

themes for both the companies. 

a)  Macro Level Move Structure on Websites 

 The sitemaps
32

 of both the case companies were displayed side by side to study the 

topics at macro level. The moves that were most common on both the companies’ websites at 

topic level have been displayed in table 5.1. 
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No. Move  Position of the move 

Nestlé  Siemens 

1 Explaining CSR theme    Section level Section level 

2 Compliance focus Section level Sub-section level 

3 Environment focus Section level Sub-section level 

4 Employee focus Section level Sub-section level 

5 CSR Reporting focus Sub-section level Section level 

Table 5.1 Macro level move structure on websites 

  The foremost and the most common move is the introduction of the companies’ 

philosophy (Move 1-Table 5.1) which has been introduced at section level. Although the 

topic headings vary and take the nomenclature in accordance with the CSR approach or 

perception or focus of each company, yet it reflects the purpose to introduce the approach 

towards CSR. The 4
th

 move, the employee focus is interesting to note in the sense that of all 

the stakeholders it is the most prominent. The two companies also focus on the CSR reporting 

practice which has emerged as a separate move out of compliance focus.   

 b)  The Macro Level Move Structure on CSR Reports 

 The study undertook the examination of The CSR reports of the two case companies 

(appendix 1& 2) in order to study the topics at macro level. The moves that were most 

common on both the companies’ CSR reports at topic level have been displayed in table 5.2. 

No. Move  Position of the move 

Nestlé  Siemens 

1 Performance Indicators 

focus 

Section level (page 14) Section level (page 2)   

2 Explaining CSR theme    Section level Section level 

3 Compliance focus Section level Sub-section level 

4 Environment focus Section level Sub-section level 

5 Employee focus Section level Sub-section level 

6 CSR Reporting focus Sub-section level Sub-Section level 

Table 5.2 Macro level move structure on CSR reports 

 The topic level move structure on CSR reports is almost identical except with the 

difference of one additional move which is ‘performance indicator’ move. The key figures 

concerning the performance on social responsibility have been added by both the companies 

in a tabular format at the start of the reports. This convention depicts compliance to 
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Communication on Progress in accordance with the UN Global Compact Principles 

(appendix 1, 14), which both the companies have shown that they have adhered to. Siemens 

has gone even one step further and has displayed the performance indicators table even 

before the table of contents (appendix 2, 2). 

5.4.2 The Meta Level Move Structure  

  The previous section (5.4.1) has shown that both the companies have several macro 

level moves. One of those moves is ‘explaining   CSR theme’ (tables 5.1 & 5.2). For the 

analysis at meta level, it was strategized to take one main macro level move and study it at 

paragraph level. The reason to select only one move for study is that analysis of all the macro 

level moves down to paragraph level is beyond the limitation and scope of this thesis. 

Besides, one macro level move which is the prime focus of the companies is sufficient to 

understand the pattern adopted by both the companies at paragraph level.  Thus only one 

move, ‘Explaining CSR theme ‘, which is the most significant macro level has been selected 

for meta level study.  

a)  Meta Level Move Structure in CSR Reports 

The meta level moves of both the companies’ communication through CSR reports   

(Appendix 1 & 2) have been summed up in table 5.3.  

No. THE META LEVEL MOVE STRUCTURE 

Nestlé
33

 Siemens
34

 

1  Overview 

 What is Creating Shared Value (CSV) 

 How CSV is translated into reality 

 CSV Pyramid- a graphic tool  

 Our sustainable corporate strategy  

 Who is responsible for sustainability 

 Our responsibility 

2 Creating Shared Value 

 Nutrition  

 Water  

 Rural development 

 One Siemens- an expression of our 

corporate strategy 

 What is one Siemens 

 Explanation of each aspect  

3 Environmental Sustainability 

 
Sustainability requires close 

cooperation 

 Significance of close cooperation 

 What Siemens has done 

4 Compliance 

 What type of compliance ( laws, 

business principles, codes of conduct) 

Materiality- the result of intensive 

dialogue 

 The overview of approach 
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 How it is done 

5 Foundations of the Pyramid 

 Our people 

 Engagement and collaboration 

Outlook-sustainability remains a core 

topic 

 What do different awards signify? 

 Description of awards conferred 

6 CSV Performance 

 Key Performance Indicators (KPI) 

 Bases of this KPI –the projects  

Stakeholder dialogue with Tim 

Flannery 

 Description/ overview of company’s 

approach to CSR in question  answer 

format 

 Each question represents one 

paragraph 

7 The roots of CSV 

 Porter and Kramer approach 

 How and when this approach was 

adopted in Nestlé 

----- 

 Table 5.3 Meta level move structure on CSR reports 

  The table 5.3 indicates that both the companies have adopted an approach which 

signifies general to specific approach accompanied by a sum up approach at meta level. 

However, there is a clear distinction exhibited by the two companies in their respective 

patterns. Nestlé begins with a summing approach in the shape of presenting an overview 

which is further summed up in the shape of a pictorial or graphical presentation of a Pyramid 

(appendix 1, 4). 

 On the other hand, Siemens uses its summing up approach at the end of the section in 

the shape of an interview with the stakeholder (appendix 2, 12). Almost all the main aspects 

of the company’s CSR have been spelled out in the form of question-answer or interview 

format. Nestlé takes one step further and at the end of the section briefly discloses the bases 

of its CSV approach, and how and when it was developed. Another aspect which is common 

at the meta level of both the companies’ CSR reports is that different shades of their 

respective CSR concepts have been predominantly displayed in the form of one or two short 

paragraphs. This specific approach is represented where both the companies talk about their 

practical steps, the projects or performance indicators.  

b)  Meta Level Move Structure on Websites 

 Analysis of the data of both the companies’ websites has revealed that both the 

companies have almost identical move structures on their websites as in the CSR reports 
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(table 5.3). The links of the websites
35

 of Nestlé and Siemens that pertain to explaining their 

approach towards CSR were studied to identify move structure at meta level. Like the CSR 

reports, a General to Specific approach has been exhibited by the two companies. However, 

instead of summing approach, the two companies have been found to be employing 

Elaborating approach. The reason behind this is partly the availability of space for in the case 

of CSR reports it is limited as compared to the web pages where more and more space is 

available. The other reason is the availability of the interface and interactive nature of web 

pages. For example, Nestlé has taken the advantage of mouse over technology to further 

elaborate its ‘pyramid’
36

.   

Part II- Discourse Analysis  

 Part II of this chapter conducts an analysis of the discourses used in the CSR 

communication.  In this way this part focuses on the identical and different discourses drawn 

upon by the orders of discourse used by the case companies. As such two main sections of 

Part II deal with –(I) general CSR order of discourse (section 5.5) & (II) discourses drawn 

upon by the company specific CSR orders of discourse (section 5.6). 

5.5 Fairclough’s Discursive Dimension 

 This study has employed Critical Discourse Analysis (CDA) as a method of analysis. 

As such this section focuses on the middle part of Fairclough’s three dimensional model.  In 

order to determine as to how companies perceive CSR, one needs to ascertain the 

commonalities and differences between their discourses on CSR, which can be unearthed by 

analyzing text’s discursive practice. Jorgensen et al (2002, 62) describes ‘discursive practice’ 

to be a process which involves the production of the text by the sender and its understanding 

by the receiver. This framework helps discover differences in the texts because analysis of 

the discursive practice determines the ‘orders of discourse’, which according to Fairclough 

(2002, 14) refers to “sets of conventions associated with social institutions” that the texts 

follow.  This relationship has been explained visually by developing a model (Figure 3). 

                                                 
35

 To see navigate  http://www.Nestlé.com ( Home > creating shared value> CSV at Nestlé ) 

 And   http://www.siemens.com ( Home >sustainability > our understanding of sustainability) 
36

 To see navigate  http://www.Nestlé.com ( Home > creating shared value> CSV at Nestlé ) 

 

http://www.nestle.com/
http://www.siemens.com/
http://www.nestle.com/
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Figure 3: Concepts in Fairclough's Discursive Dimension 

  

The study assumes that CSR text marks not only the  company specific order of 

discourses but also belongs to the genus of general order of discourse  which in turn are 

found under the spell of more general conventions of the realm of CSR. I have elaborated the 

relationship in a pictorial form (Fig 4).   

 

Figure 4: Relationship between General and Company Specific Orders of Discourse 

  

 According to Fairclough (2003: 129), identification and characterization of discourses 

is done by two ways- “(1) Identify the main parts of the world (including areas of social life) 

which are represented – the main ‘themes’. (2) identify the particular perspective or angle or 

point of view from which they are represented.”   This study identifies and characterizes the 

discourses used by Nestlé and Siemens by focusing on the main themes in their CSR 

communication. Thus focus on the angle of the discourse does not become part of this study. 
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In addition, the presentation of the social dimension (chapter 2 & 4) and the genre analysis 

(Part I- chapter 5) have already emphasized dimensions of the context and the CSR genre, 

respectively, which help identify the discourses. It is relevant to clarify here that in the next 

section (5.5), several of the discourses used by the case companies have been characterized as 

‘dominating’. In this study I have done this characterization intuitively, meaning thereby, I 

have not employed any objective or quantitative analysis to identify dominating discourses 

for, as mentioned in the earlier chapters, this study has limited itself from conducting a 

textual analysis. 

  In order to identify this characterization intuitively, I studied the web content and 

CSR reports of both the companies several times carefully. I observed several discourses in 

the CSR text (web content and reports) of both the companies through identification of 

typical words used for specific discourses.  I have mentioned these discourses and the words 

used for each discourse identified on the web content and CSR reports in tabular formats 

(tables 5.4 & 5.5). One table represents one company (table 5.4 for Nestlé’, table 5.5 for 

Siemens) and contains discourses in alphabetical order as identified on that specific 

company’s website and CSR report jointly. Thus I have not drawn separate tables for web 

content and CSR reports in order to avoid redundancy.  

Table 5.4 

NESTLÉ’S SPECIFIC CSR ORDER OF DISCOURSE 

No. Discourse  Typical words used both in report and website Comments  

1 Animal and 

plants discourse 

Livestock, animal welfare,  animal husbandry, raised, 

species, breed, dairy farms, meat and fish, slaughter, 

cocoa, vegetation, conservation, regeneration, trees 

planted,  palm, plantations, planting, seedlings, grow, 

irrigation,  

  

2 Business 

discourse  

group sales, procurement, market, sales, products sold, 

joint ventures, corporate business principles, 

investments, shareholder, Role of business, marketing, 

management, business leaders, corporate culture, 

profitable   

Dominating 

discourse 

well-

established 

discourse 

3 Commitment 

discourse 

strive, contribution, emphasis,  commitment, seek(ing), 

help(ing) promote, participated, contribute, genuine 

fashion , conviction, strong support 

Dominating  

& Well 

established 

discourse 

4 Communication 

discourse  

Marketing communication, internal communication, 

communication tool, emails, videos, flyers, 

Dominating 

discourse 
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presentations, raise awareness, disclosing ,two- way, 

open communication, reports, messages , publish, 

information, information centre, promoting,  

responsible communication, GRI  

5 Compliance 

discourse 

National and International laws. Codes of conduct, 

conventions, standards, self assess, UN Global 

Compact, ILO, OECD, MDG, WHO. IFBA, 

Communication On Progress, implementing, rights, 

voluntary, KPI, compliance committee, regulations 

Well 

established 

discourse 

6 Creating shared 

value discourse 

 CSV, simultaneously, holistic, Porter and Kramer, 

philanthropy, connections, CSV Forum,  CSV pyramid,  

values for society, economic, simultaneously, holistic, 

sustainable,  prosper, progressive, measures, goals,  

  

7 Disaster 

discourse 

Natural disaster, relief, contributed, emergency, 

initiative, donations 

 

8 Earlier period 

discourse 

Since its foundation, In 2006, since its founding, over 

180 years, since the launch of, past 10 years 

 

9 Economical 

discourse  

Economic development, economies, economic 

performance, revenues, economic impact, uncertainty, 

socioeconomic, growth, benefits, financial 

performance,  financial crisis, assistance, financial 

statements, investment decisions, economic  

well-

established 

discourse 

10 Educational 

discourse 

Healthy kids education, innovation, counseling, 

learning, making informed, Nestlé Nutrition Institute, 

schools, teachers, curriculum, text books, Programs, 

educational systems, training, technical skills, 

scholarships, literacy, human resource development 

well-

established 

discourse 

11 Environmental 

discourse 

Environmental sustainability, energy efficiency, waste 

recovery, nature, greenhouse, factories, biofuels, 

ecosystem, life cycle approach,   , emissions,  CO2, 

eco- design recycle, methane, renewable, F-gasses, 

chemicals, industrial, air acidification, Ozone 

depleting, solar energy, polyester, degradation, salinity,  

hydrocarbon,  reduce the effect, climate change, 

biodiversity, energy, global warming, protected ranch,  

Dominating 

discourse 

 

well-

established 

discourse 

12 Ethical 

discourse  

Code of ethics, assurance, net-zero deforestation, 

ethical practices, welfare, integrity, fairness, honesty, 

respect, fair dealing, fairly, non-discrimination, fair-

trade  

Dominating 

discourse 

13 Expertise 

discourse  

Expertise, Expert views, best practices, practitioners, 

decision makers, leaders, advisory panel, key opinion 

leaders, scientists, Dow Jones, being first, best, leading, 

pioneers 

  

14 Food discourse   food, milk, coffee, cocoa, water, freshwater, taste and 

nutrition, sugar, soya, vanilla, breakfast, cereal, 

  

15 Future 

discourse 

Tomorrow, vision, strategy , think tank, consultancy, 

plan,  

 

16 Global /local   Globally, local communities, wide range of experience, Dominating 
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discourse local issue, global issue, local shortages, interlinked 

economies, collaborative response, global dialogue, 

region, local government, local hiring, national, local 

demand, Nordic countries, Brazil, Chile, China, India, 

Mexico and Pakistan etc, local laws, internationally, 

indigenous, cultures, traditions,  

discourse  

17 Health/Disease  Infected, HIV, malaria, serious diseases, Chronic,  

diabetes, diarrheal , cancer, treatment, deaths, 

cardiovascular, osteoporosis , health, wellness, 

Gastrointestinal, hyperphosphataemia, ageing, 

Alzheimer’s,  healthy kids, maternal health,  reduce 

child mortality, sick, healthy, healthcare, hygiene  

 

 

Dominating 

Discourse 

18 Human Rights 

discourse 

Basic Principles of Human Resources Management, 

discrimination, forced or child labour, freedom of 

association, non discrimination, conditions of work, 

complaints and grievance practice, Universal 

Declaration of Human Rights, UNGC, Human Rights 

Risk Management System, FTSE4Good 

Well 

established 

discourse 

19 Labour 

discourse 

Labour practices, child labour, labour rights, labour 

unions, forced labour, exploitation, Fair Labour 

Association, Child Labour Action Group, high risk, 

regulation, labour conditions, labour law, ILO, 

Work together, collective bargaining, workforces  

Dominating 

discourse 

  

Well 

established 

discourse 

20 Nutrition 

discourse  

Nutrition profiling, nutrition policies, vitamins, 

minerals, malnutrition, over-nutrition, obesity, under-

nutrition, immunonutrition, nutrition skills,  

 

21 Rural 

development 

discourse  

Farmer,  poverty, plants, quality of life, agriculture, 

milk district model,  

 

22 Stakeholder 

discourse  

Customers, employees, our people, shareholders, 

business partners, NGOs, farmers, traders, key 

processors, civil society, public policy , public sector, 

multi-stakeholder initiatives, engagement, suppliers, 

dealers, expectations, relation with stakeholders, 

relationship, open and fair communication, dialogue,  

long term relationship, customer satisfaction, mutual 

support, co-existing , supply chain 

Dominating 

discourse 

 

well-

established 

discourse 

23 Sustainability 

discourse 

Environmental sustainability, life cycle approach, 

Sustainability Index, Sustainability Assessment, 

sustainable products, benefits, self-reliance, increase, 

heighten, responsibility, contribution   

Dominating 

discourse 

24 Vulnerable 

groups 

discourse   

Women, elderly, disability, frail,  non-discrimination, 

women entrepreneurship,  gender , kids, children, 

harassment  

 

25 Water discourse Water challenge,  freshwater,  water saving and 

cleaning, water challenges, water recycled, water 

discharged, water bodies, bottled water, withdrawals, 

water management, hydration, water scarcity, water 

Dominating  

discourse  
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disclosure, water week, clean drinking water,  quench, 

thirst,  fluids,  wastewater, watershed, water pollution, 

water treatment,  conserve,  water efficiency, 

groundwater, Minister of Water, water adviser, water 

cost, water stewardship, rainwater, water-stress, water 

tanks, rinse water, water gap, filter, water arena,  water 

experts, drink, water packaging, spring water, water 

cycle,  

Table 5.4 Nestlé’s specific CSR order of discourse 

 

 

 

Table 5.5 

SIEMENS’ SPECIFIC CSR ORDER OF DISCOURSE 

No Discourse  Typical words used both in report and website Comments  

1 Anti-corruption 

discourse 

Bribe, prohibits, fair competition, fraud, integrity, 

transparent,  collective action,  transparency, 

control, fair conditions, level the business playing 

field,  rules of the game, fight against corruption,  

UK Bribery Act, Transparency International, 

national and international laws , compliance,   

 Dominating 

discourse 

2  Arts and culture 

discourse 

Cultural events, promoter, heritage, preserving, 

festival nights, high artistic standards, Siemens 

Foundations, 

 

3 Business 

discourse  

Market dynamics, competitors, revenue, products,  

sales force, business-specific, sales strategies, 

targets, benchmarks, fiscal, profitable, capital, 
corporate culture,  growth potential, marketing, 

competitors, shareholders,    

Dominating 

discourse 

 

well-

established 

discourse 

4 Citizenship 

discourse 

Corporate citizenship, public governance, critical 

global issues, engage with stakeholders, collective 

action, civil society, government, various societies, 

190 countries, charitable activities, long term 

commitment, immediate aid, disaster, donations, 

volunteering, projects. Siemens Citizenship, help 

themselves, donation, fostering sustainable 

behavior,  

Dominating 

discourse  

5 Commitment 

discourse 

Continue to strive, contribution,  determination, 

emphasis,  commitment, seek, help(ing) promote, 

participated, contribute , convictions, strong 

support 

Dominating & 

Well 

established 

discourse 

6 Communication 

discourse  

Declarations, communication guidelines, 

information, publicity, published, express,   

recommend, reports, messages, awareness,  

Dominating 

discourse 
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information, Carbon disclosure, communication 

standards, communication policy,   sharpen 

awareness, disclosing , GRI    

7 Compliance 

discourse 

Violations, National and International laws. 

Regulations, conventions, standards, compliance 

management system, prevent, detect, respond, 

ombudsman, compliance controls, audits, ensure, 

values, guidelines,  disciplinary sanctions, 

implement, rights, UN Global Compact, U.S. 

Department of Justice   

Dominating 

discourse 

 

Well 

established 

discourse 

8 Disaster 

discourse 

Natural disaster, aid, relief, donated, Tsunami in 

Japan, Red Crescent, Red Cross, support, 

charitable activities, contributed, emergency, 

initiative, donations,  

 

9 Economical 

discourse  

monitory ,economic development, economies, 

economic performance, , equity,  revenues, 

economic impact, uncertainty, socioeconomic, 

growth, benefits, financial performance,  financial 

year, assistance, investment   economic  

well-

established 

discourse 

10 Energy 

discourse 

Energy policy, conservation, electricity, biogas, 

efficiency, renewable energy, micro-wind, hydro 

turbines, right energy mix, gas turbine facility,  

solar power, maximum power, coal fired power, 

power plant, Our new electrolyzer , lighthouse 

projects, electro mobility, intelligent power 

networks (smart grids), synergy,  

Dominating 

discourse 

11 Educational 

discourse 

Education programs, exchange of knowledge, 

institutions, vocational training, internship, work-

study system, lifelong learning, Global Learning 

Portal, MBA, MS, qualified, skilled, “green 

curriculum”, schools, teachers   

well-

established 

discourse 

12 Environmental 

discourse 

Ecofriendly behaviour, climate, environmental 

portfolio environmental degradation, electric cars, 

polluters, ecofriendly,  energy efficiency, 

Environmental Management System (EMS), 

greenhouse, gas emissions, waste recycling, 

wastewater, Eco-care Matrix, hazardous. 

Atmospheric pollutants, ozone , green economy  

Dominating 

discourse 

 

well-

established 

discourse 

13 Earlier period 

discourse 

Since 1992, sine then,  In 2003, since the launch 

of, past three and a half  years 

 

14 Ethical discourse  Corporate ethics, binding guidelines, Code of 

ethics, misconduct , assurance , ethical practices, 

integrity, respect, fair dealing, fair competition, fair 

conditions code of conduct 

  

15 Expertise 

discourse  

Leadership index, leading position,  LEAD 

initiative, Expertise, leader, expert, expertise, best 

practices,  , best ways,  best experts, scientists, 

Dow Jones, perfect passenger train,  winners, 
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pioneering, excellent  

16 Future discourse Tomorrow, vision,  envision, strategy, consultancy, 

plans , ambitious 

 

17 Global /local   

discourse 

Global vision, global issues, global companies, 

International orientation, worldwide presence, 

global perspective, global agenda, global role, 

globally, global competition, international trends, 

international agenda, international standards, local 

pressures, local regulations, local support, local 

networks, local situations, local issues, local 

adaptation, localized, local presence, arts and 

culture, Brazil, Chile, China, India, Columbia, 

United States, Russia, France,   

Dominating 

discourse  

18 Health/Disease  Healthcare, disease chronicity, therapy, treatment, 

medicine, preventive, metabolic, genetic, 

diagnoses, 

Clinicians,  heart attacks, strokes, HIV/AIDS, 

tuberculosis, breast and lung cancer,  WHO, 

paralysis, blurred vision or speech, recovery, MRI, 

treatment, our angiography, CT scanner. Siemens 

Health Promotion   

 

 

Dominating 

Discourse 

19 Human Rights 

discourse 

Human rights  abuses, basic rights, child labour,  

  

 Well 

established 

discourse 

20 Labour 

discourse 

Labour standards, child labour, forced labour, 

labour legislation, workforce, job,  

Well 

established 

discourse  

21 Safety Discourse Safety management, occupational safety measures,  

EHS Management System,  product safety,  avoid 

dangers, minimize risks, safeguard, protect, 

hazards, standards, guidelines,  Zero Harm Culture 

Programme,  accident, precautions, injuries, fatal, 

occupational illness 

Dominating 

discourse  

22 Stakeholder 

discourse  

Stakeholder dialogue, stakeholder engagement, 

customers, suppliers, owners, companies, 

governments, civil society, Collective Action, 

partners, employees,  shareholder, traders,  supply 

chain, dialogue, relationship,  value chain,  

customer’s satisfaction,  customer support,  

Dominating 

discourse 

 

well-

established 

discourse 

23 Sustainability 

discourse 

Dow Jones Sustainability Index, sustainability at 

healthcare, sustainability at supply chain, 

sustainability guiding principle, Environmental 

sustainability, life cycle approach, Sustainability 

Board, initiatives,  future, resource consumption, 

climate change, energy efficiency, biogas, 

sustainable topics, benefits, increase, heighten, 

responsibility, contribution   

Dominating 

discourse 

24 Technology 

discourse  

Engineering production, machinery, technology, 

tools, plant  High-voltage direct-current 
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transmission (HVDC), Corporate Technology  

  Table 5.5 Siemens’ specific CSR order of discourse 

 

5.6 General CSR Order of Discourse 

5.6.1 Intertextuality  

According to Fairclough (1992, 33), the researcher must study internal and external 

relations of texts. The external relations of texts refer to the relations of texts with other 

elements of social practices and social structures. He further propounds that Intertextuality is 

an important aspect of text external relations and in simple terms can be termed as the 

relation between one text and other texts.  The two case companies’ CSR text reflects a high 

level of intertextuality for it draws on earlier events and established discourses. 

An analysis of Nestlé’s discourse patterns as manifested in table 5.4 reveals that there 

are total 25 discourses identified. Out of these, 13 are dominating and strong discourses. This 

implies that these discourses draw upon several times in the data. The remaining 12 are 

weaker discourses as they come up in the data less frequently. In this connection, for example 

reference can be made to the ‘Water’ discourse in Nestlé data. It appears to be more powerful 

discourse as compared to the other dominating discourses for it draws upon so frequently in 

the Nestlé’s data which affords it an overarching and dominating status in the corpus (table 

5.4). On the other hand, ‘Future’ and ‘Rural Development’ discourses are drawn upon fewer 

times making them weaker discourses (table 5.4).  

In Siemens’ case (table 5.5) there are 24 total distinguishing discourses that have been 

identified of which 13 are dominating while rests of them are weaker. It is the ‘Sustainability’ 

discourse which, for example can be termed to be the predominant discourse and the one that 

permeates through the entire body of discourses available in the data concerning Siemens. 

Similarly, the example of ‘Human Rights’ discourse may be cited to be a weaker discourse as 

it has been drawn upon less frequently as compared the dominant discourses (table 5.5).  

There are 18 discourses that are common in the data of both the companies which can 

be termed as Conventional Discourses. These conventional discourses found similar on both 

sides have been clubbed in table 5.6 which jointly formulate General CSR Order of 

Discourse.  
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Table 5.6 

 Table 5.6 – General CSR Order of Discourse 

5.6.2 Interdiscursivity: The Established Discourse 
 According to Fairclough (1992, 33), Interdiscursivity relations refer to relations 

between genres, discourses, and styles, and that for discourse analysis these are required to be 

analyzed.   Interdiscursivity is part of intertextuality. The CSR text of both the companies 

reflects high level of interdiscursivity as the company specific discourses in the corpus draw 

on several well established discourses (Table 5.6). An established discourse denotes as the 

one which is well known and readily identifiable in the data.  Both the companies have 

several identical established discourses which are dominating as well. However, it is possible 

that some discourses are dominating in set of data of one company and weaker in other set of 

GENERAL CSR ORDER OF DISCOURSE 

No. Discourse  Nestlé Siemens 

1 Business discourse  Dominating & well-established 

discourse 

Dominating & well-established 

discourse 

2 Commitment discourse Dominating  and  well 

established discourse 

Dominating & well-established 

discourse 

3 Communication 

discourse  

Dominating discourse Dominating  discourse 

4 Compliance discourse Well established discourse Dominating & well-established 

discourse 

5 Disaster discourse   

6 Earlier period discourse   

7 Economical discourse  well-established discourse Well-established discourse 

8 Educational discourse well-established discourse Well established discourse 

9 Environmental 

discourse 

Dominating discourse Dominating & well-established 

discourse 

10 Ethical discourse  Dominating discourse  

11 Expertise discourse     

12 Future discourse   

13 Global /local discourse Dominating discourse  Dominating  discourse 

14 Health/Disease  Dominating discourse Dominating  discourse 

15 Human Rights 

discourse 

Well established discourse Well established discourse 

16 Labour discourse Dominating   &well established 

discourse 

Well established discourse 

17 Stakeholder discourse  Dominating  & well-established 

discourse 

Dominating & well-established 

discourse 

18 Sustainability discourse Dominating discourse Dominating  discourse 
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data. Two such examples  are  “ Compliance’ discourse and ‘ Labour’ discourse, the former 

being dominating in Nestlé only and the later one dominating in Siemens only (Serial 4 & 16 

Table 5.6). The ostensible reason is the emphasis rendered to one specific discourse by a 

certain company.  

 “Business’ discourse is amongst one of the well established discourses in the general 

CSR order of discourse (table 5.6). In addition, this discourse is conventional as well in the 

general order of discourse (Ibid). This manifests that both the companies attach significance 

to the ‘business’ discourse and express their responsibility towards their shareholders.  The 

business discourse is very closely linked to the ‘economical discourse’, however both emerge 

as separate entities owing to their macro and micro outlook from the perspective of discipline 

of economics and business studies. The overarching, national and international outlooks draw 

upon the macro or ‘economical’ discourse while the firm level focus finds place in the 

‘business discourse’. Like ‘business’ discourse, ‘economical’ discourse is also well 

established discourse with both the companies. However, the later is not a dominating 

discourse with both Nestlé and Siemens. It is due to the more importance attached to the firm 

level or business related concerns of both the companies as compared to the macro level.  

 Tagging this economic dimension with social and environmental dimensions is 

conventional in CSR discourse. Clubbed together, these three dimensions characterize   

‘Triple Bottom Line’
37

 approach which embraces economic, social and environmental 

responsibility. An important social issue i.e. education is common in the discourse patterns of 

both the case companies. Educational discourse is well established discourse and is reflected 

in the shape of employee’ training’, ‘counselling’  programs along with initiatives or 

sponsorship  of  ‘ internship’ ‘ kids education’ ‘ schools’ for the local communities and 

society by the companies (table 5.6) . The third dimension in the Triple Bottom Line 

approach is the environmental dimension, which is a well established discourse. The 

companies that are directly involved with the manufacturing processes should be more 

concerned with this dimension than the other businesses for it is considered to be their 

responsibility to attend to the business along with adhering to and practicing environmentally 

                                                 
37

 See section 3.7 
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sustainable activities
38

. The two case companies not being exception to this phenomenon 

reflect their environmental responsibility in their CSR literature in a predominant fashion.  

  Stakeholder is a buzz word in the general CSR order of discourse. It is a well 

established discourse with both the companies making references to the ‘ employees’ , ‘ 

customers’, ‘ value chain’ , ‘ partners’, ‘ governments’, ‘ civil society’. The term stakeholder 

has become so wide ranging that Coombs and Holladay (2012, 7) go to the extent of 

propounding that owing to the MNCs’ global presence and actions the larger society and  

envirnonment also become a stakeholder.
39

 If  we do not expand the context of stakeholder 

dimension to the extent of  counting on surrounding environment and the society in general 

as stakeholders, even then the discourse on this dimenesion is well established. Aparently 

‘labour’ should also come under the category of stakeholders as they also fall under the 

domain of employee category. However, in the general CSR order of discourse, labour has 

emerged as a seprate entity and a well established discourse. It is thus conventional to talk of 

‘ labour practices’ , ‘ILO’, ‘child labour’, ‘forced labour’,’ labour rights’, ‘labour legislation’ 

in the CSR communication material of both the case companies (tables 5.4 & 5.5). It merits 

mention that labour related issues have direct relevance with the ‘human rights’ which in 

itself is a well established discourse in both the companies’ data (table 5.6). This manifests 

that although labour falls in the category of both stakeholders and human rights, yet it has 

been offered additional focus on the part of the companies, setting a trend and convention in 

the general CSR order of discourse.   

An interesting discourse is noticed to be ‘commitment’ discourse in the data of both 

the companies (table 5.6). It has emerged as well established discourse meaning thereby it is 

now one of the conventions of CSR general order of discourse to refer to this theme in order 

to give assurance and express resolve on behalf of the company that whatever promises and 

aspirations are pinned by all the stakeholders, the company will not betray them. In addition, 

this discourse is also dominating with both the case companies which refer to it every now 

and then in their order of discourse (table 5.6).  The powerful expressions like ‘continue to 

strive’, ‘determination’, and ‘conviction’ along with other set of related words have been 

mentioned in the body of text (tables 5.4 & table 5.5).  Interlinked with this discourse is 

                                                 
38

 See Section 3.7 

39
 Ibid 
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‘compliance’ discourse. It is well established discourse and easily identifiable when the 

companies allude to international bodies like ‘ UN Global compact’ , OECD, WHO and ILO 

along with referring to different international & national laws besides different types of 

external and internal ‘ codes of conduct’ (Ibid). Thus ‘compliance‘along with ‘commitment’ 

to comply and pledges to behave responsibly is conventional in the case companies’ 

communication of CSR.   

5.6.3 The Non-established Discourses  

 In addition to the established discourses, there are certain discourses which are not 

well established in the general order of CSR discourse. Although they are conventional, yet 

they are not well known and easily identifiable. This includes , ‘communication’, ‘disaster’, 

‘earlier period’, ‘ethical’,’ expertise’, ‘future’, ‘global/local’,’ health’ and ‘sustainability’  

discourses. 

  In this connection, ‘communication’ discourse like ‘commitment’ discourse is an 

interesting dimension. CSR and its communication have become so connected that without 

the latter, the modern day businesses cannot be perceived to have delivered in terms of their 

responsibilities towards the society, environment and stakeholders. “Through our Creating 

Shared Value reporting, we aim to share information transparently about our long-term 

impact on society.”
40

  Fairclough (2001, 21)  observes that it is comminication  which 

constructs and modifies reality and the role of communication is undeniable.  Companies on 

one hand want to communicate but on the other side they do not want to be blamed to be 

using communication of CSR as PR gimmicks or framing tool. Siemens asserts “we make 

consistent and balanced information available to all our stakeholders” (Appendix 2, 67).  On 

the other hand, Nestlé claims that “We provide a Communication on Progress (COP) 

towards UNGC goals and principles.” 
41

 Thus it is a double edged weapon and the companies 

tend to tread on this path through a delicate balancing act.    

 Another non-established discourse is the ‘disaster’ discourse (table 5.6). Being 

conventional on the general order of discourse, it finds place in a low profile manner. It is 

mainly concerned with the event based CSR of both the companies. Companies claim to 

invoke their humanitarian efforts in response to some disaster like situation.  Nestlé refers to 

                                                 
40

  To see navigate  http://www.Nestlé.com ( Home > creating shared value > CSV at Nestlé> About our reporting ) 
41

 Navigate  http://www.Nestlé.com ( Home > creating shared value > global principles and goals> UN Global compact > communicating progress) 

http://www.nestle.com/
http://www.nestle.com/
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its humanitarian efforts in different parts of the world through its “disaster relief efforts”
 42

 

whereas Siemens considers itself duty bound to rush to the disaster hit area “for fast 

assistance to the victims, without red tape”
43

.  Thus it becomes conventional to allude to such 

relief efforts. Due to its strong appeal and message in communicating about the responsibility 

of the company, for example the expressions like ‘donations’, ‘Tsunami’, ‘ aid’ , ‘relief” , it 

is likely that the disaster discourse would turn well established soon (table 5.4 & 5.2).   

 Health is another agenda in the social dimensions which is directly related to the well 

being of the society. Although ‘health’ is not an established discourse yet it is dominating 

discourse in both the case companies (table 5.6).  References to different chronic and 

dangerous diseases along with certain clinical apparatuses and procedures considered vital in 

the cure of ailments abound in the CSR order of discourse of both the case companies (tables 

5.1 & 5.2). Nestlé’s response to this social domain is multifaceted with one aspect being 

“support healthy ageing and prevent or help treat chronic diseases” (appendix 1, 46). In this 

connection, Siemens has more focus on its employees as it spells out “money spent on the 

health and well-being of our staff is an investment in the future”
44

 .  

 Two discourses that characterize time are also not well established discourses, but 

their presence in both companies’ general order of discourse manifests that it is customary to 

allude to time. One discourse pertains to the past while the other is meant to spell out the 

futuristic outlook of the companies’ CSR ambitions (table 5.6). The ‘earlier period discourse’ 

denotes that the companies refer back to certain time periods in history since they have been 

carrying out certain CSR or sustainability related activity. Besides exhibiting the company’s 

commitment with certain cause, this discourse is invoked to inform the reader about the 

experience, expertise and sense of responsibility of the company. Similarly, the ‘future’ 

discourse is introduced to articulate about the vision, future plans and commitment of the 

company.  

 ‘Ethical discourse’ which is a non-established discourse is dominating with both the 

companies’ order of discourse and is also conventional in general orders of discourse. It is 

pertinent to note that ethical consideration is one of the tiers in Carroll’s model of CSR
45

. It is 
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manifested in the CSR text of both the companies, through expressions like ‘integrity’, ‘fair 

dealing’, ‘honesty’ and ‘fair trade’ (tables 5.4 & 5.5). The reason why this discourse is not 

easily identifiable is partly because its boundaries overlap with the ‘compliance’ discourse 

which is a well established discourse. Thus it can be argued that the ethical discourse is 

overshadowed by the said discourse. The fact is substantiated by Nestlé’s assertion that 

“During this ethical audit, compliance against local laws (including laws protecting animal 

welfare) and international standards is verified” (Appendix 1, 133).  Similarly, Siemens 

claims “complying strictly with all laws and regulations and adhering to the principles of 

ethical business conduct defined in the Siemens Business Conduct Guidelines” (Appendix 2, 

58). This manifests that when it comes to ethical practices and its disclosures it has somewhat 

blurred boundary with the compliance discourse. Thus ethics is denoted as compliance to 

some international or national laws or regulation and internal or external code of ethics.  

 Next discourse which is conventional with both the case companies but is not easily 

identifiable is ‘expertise discourse’. This discourse has a relevance to the rhetoric of 

credibility. The company specific order of discourse draws upon the move to establish 

credibility with all the stakeholders; and one of the approaches to do that is manifestation of 

expertise of the company.  This discourse is drawn upon by using expressions like ‘leading 

position’,  ‘LEAD initiative’, ‘pioneers’, ‘being first’ (tables 5.4 & 5.5).  

 The ‘global/local’ discourse which is conventional discourse comes into play when 

the companies in their order of discourse refer to their global and local contexts. This 

phenomenon of switching between the two contexts is peculiar with multinational 

corporations which have simultaneous presence both at the global level besides operating at 

the local level in different regions and countries. The expressions such as ‘global vision’,’ 

global issues’,’ global companies’,’ International orientation’, ‘worldwide presence’, ‘global 

perspective’, ‘global agenda’, ‘global role’,  ‘interlinked economies’, ‘collaborative 

response’, ‘global dialogue’, ‘region’, ‘local government’, ‘local hiring’ ‘ local consumers’ 

and ‘local purchasers’ (tables 5.4 & 5.5) , draw upon  both local and global discourses. This 

discourse is also dominating on CSR order of discourse of both the companies (table 5.6).  

 The last non established discourse on the company CSR order of discourse but 

conventional on general CSR order of discourse is ‘sustainability discourse’. Sustainability 

itself is sometimes taken as synonymous to CSR and as such the discourse is overshadowed 

by the wider concept of CSR itself. This tendency makes it difficult to identify the 

‘sustainability discourse’ as a distinguishing and separate entity, thus making it a lesser or 
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non-established discourse. As mentioned earlier (section 2.1), the concept of CSR denotes a 

vast verity of nomenclatures while Corporate Sustainability is included in that list. Siemens 

can be cited as an example which has mentioned its web content regarding this element under 

the broad heading of ‘Sustainability’ 
46

  and the very title of its annual report as ‘ 

Sustainability Inspires’( Appendix 2, 1). On other occasions, the ‘sustainability, discourse 

tends to be obscured by the ‘environmental discourse’ when it is referred as environmental 

sustainability
47

.    

5.6.4 Manifest Intertextuality 

 The analysis of the data has also revealed that a high level of intertextuality found in 

the data (web content and reports) is also expressed via manifest intertextuality (section 

3.9.2). According to Jorgensen et al. (2002: 73), the manifest intertextuality comes into play 

when texts explicitly draw on other texts, e.g. by quoting them. It is the presence of ‘specific 

words of others’-for example the insertion or quotation marks. Siemens’ CSR report carries 

the stakeholder’s interviews at the end of every main section. It has mentioned “Stakeholder 

dialogues with Tim Flannery” (Appendix 2, 12), “Stakeholder dialogue with Karl-Friedrich 

Rausch (Appendix 2, 32), “Stakeholder dialogue with Robert Greenhill (Appendix 2, 50). In 

addition, on the website
48

 of the company,  expressions like ”Business opportunities”, “Walk 

the talk” and ”Stakeholder dialogue” enclosed in quotes are evident of existence of 

intertextuality in its manifest form.  

 Similarly, Nestlé has incorporated the “the message from CEO” both on the website
49

 

and CSV Report (Appendix 1, 10). In addition, the entire understanding of Nestlé’s CSR is 

based on the notion propounded by Michael Porter and Mark Kramer, who in 2006 

propounded the idea of ‘shared value’. On its website, Nestlé has acknowledged that its CSV 

campaign has ‘roots’ in the seminal work of Porter and Kramer
50

. The similar impression is 

available in CSR report of the company (Appendix 1, 9). 
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5.7 Company Specific CSR Order of Discourse: Unconventional Discourse 

The company specific discourses point towards the intention by the company to 

introduce some individuality in the communication phenomenon. These discourses are 

significant as they reflect the thinking beyond the box and breaking the conventional outlook 

or existing traditions on the part of the companies. Both Fairclough and Bhatia mention that 

for a company to be able to be unconventional in its outlook, it will have to go beyond the 

conventional limits in a convincing manner by being creative and innovative. The previous 

section (5.5)  analyzed data collected from both the companies’ web content  and their latest 

annual CSR reports in order to look for finding the intetextuality, interdiscursivity through  

conventional, established and non-established discourses . This section’s focus is on the 

unconventional or company specific order of discourse. This will lead to infer as how far the 

case companies have gone away from the general orders discourse or conventional discourse.  

The discourses that are unique in Nestlé data include ‘animal and plants discourse’, 

‘creating shared value discourse’, ‘food discourse’ , ‘nutrition discourse’, ‘rural development 

discourse’,  ‘vulnerable groups discourse’, ‘water discourse’ (table 5.4). Similarly, on 

Siemens’ side, ‘anti-corruption’,’ arts and culture’, ‘energy’, ‘safety’, ‘technology’ discourses 

are unconventional ones (table 5.5).      

On Nestlé’s website and in its annual CSR (CSV) Report, ‘animal and plants’ 

discourse is very interesting and novel idea. Plants are related to the  environmental 

dimension, however, the expressions like ‘cocoa’, vegetation, conservation, regeneration, 

trees planted,  palm (table 5.4) have been mentioned in a unique manner. Partly the reason 

behind this is Nestlé’s business concerns, having direct dependence on the plants like cocoa 

or coffee. Nestlé highlights its vision “of professionalizing cocoa farming, so that cocoa 

farmers run profitable farms, respect the environment, ….”
51

. And partly this dimension 

hinges around Nestlé’s ‘Creating Shared Value’ approach, which does not perceive the 

business operation detached from the social responsibility. The Nestlé website maintains that 

the company focuses on the Cocoa research to enable the farmers “to grow more, higher-

quality crops over the long term, and thus sustain a higher income.
52

” Similarly, animal 

discourse finds place in Nestlé’s CSR order of discourse owing to the company’s Creating 

Shared Value focus. In addition, the company admits that it is “looking to develop robust 
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guidelines with regards to animal welfare to ensure the sustainable and ethical sourcing of 

meat and fish products”. Plant and animal welfare and care is a distinct discourse, but the 

same has neither been a dominating discourse in Nestlé’s data nor has it been developed to 

the extent to appear as a dethatched notion from business aspect enabling it to be considered 

to be contributing towards unconventional handling of order of discourse regarding CSR.  

‘Creating Shared Value’ is a discourse around which Nestlé has woven its entire 

concept of CSR. Nestlé has made this notion or slogan of ‘Creating Shared Value’ 

synonymous to Corporate Social Responsibility (CSR). The very concept is novel and so is 

the idea of developing its discourse of CSR around this idea. On home page of its official 

website, ‘Creating Shared Value’ (CSV) is mentioned as a stand alone tab (eighth tab starting 

from ‘home’ tab). This tab leads the visitor to the entire panorama of CSR related 

communication of Nestlé with different sections, sub-sections all clubbed under the head of 

CSV. 
53

 Same is the case with the CSR annual report, as it has been titled “Nestlé Creating 

Shared Value Report 2011” (appendix 1, 1). Nestlé’s CSV campaign takes its inspiration 

from Porter and Kramer  (2002, 2006), who prpopounded that  the shared value would 

ultimately lead to bringing benefit both for the stakeholders and the company.   Despite all 

this, one sees it in itself is a convention amongst companies to name their CSR campaign 

after their perceived concept of social responsibility. The same practice has been manifested 

by the other case company –Siemens, which has titled its notion of CSR as ‘Sustainability’
54

 . 

Thus taking a different nomenclature for CSR in itself has become a convention. It can safely 

be inferred that Nestlé has adhered to yet another convention of CSR communication instead 

of being unconventional.  

The next two company specific discourses are closely interlinked as well. The ‘food’ 

and ‘nutrition’ discourses can not be termed unique on account of the observation that it is 

but natural for the companies to refer to their business specific or company specific 

discourses while communicating about CSR. Since Nestlé deals in food stuff, it is expected 

that a couple of discourses emerge in that regard. It is pertinent to note that both the said 

discourses are not dominating (table 5.1). On the other hand, ‘vulnerable groups discourse’ 

has come up as an unconventional and company specific discourse in the order of discourses. 
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It is not a dominating discourse and carries the expressions like ‘ women’, ‘elderly’, 

‘children’, ‘ non-discrimination’, ‘ harassment’ (table 5.4).  

The next company specific discourse is ‘ rural development discourse’ (table 5.4), 

which has emerged in the text  specifically on account of the reason that a separate section 

has been designated under the heading of ‘ rural development’ in the CSR disclosure of the 

company ( Appendix 1, 96-145). Similarly, Nestlé’s website carries an exclusive link titled 

‘rural development’ with several pages clubbed under it
55

. In addition, the Nestlé Corporate 

Affairs Head in Pakistan in his interview also described rural development to be one of the 

three major areas to which the company’s CSR programmes are directed (Appendix 3). 

However, despite all this, it is pertinent to note that this discourse is not a dominating 

discourse in the CSR communication of the company. The discourses which become more 

dominating even under the head of ‘ rural development’ both on the Nestlé website and CSR 

report, are discourses of ‘ food’, ‘ labour’ and ‘ human rights’ while core issues and 

expressions related to the concept of ‘rural development’ have not found place there 

(Appendix 1, 96-145).   

‘Water’ is unique and un-conventional discourse with Nestlé besides being 

dominating. It is one of the most dominating discourses in Nestlé’s CSR communication 

(table 5.1). It has been reflected through a comprehensive range of expressions related to 

water which include but not restricted to ‘ conserve’, ‘ thirst’, ‘ fluid’, ‘scarcity’ , ‘ quench’ , 

‘filter’. Predominantly, water has been referred as a commodity or potable drinking resource 

than in terms of flood or irrigation water or conservation of water. Partly the context behind 

this is that Nestlé is one of the major companies of the world that are involved in the selling 

of bottled water. Selling this natural commodity which is also scarce in several areas of the 

world carries an ethical issue with it. Related to this is the context of scathing criticism raised 

against Nestlé in the past on the issue of water (see section 4.4). In addition, the company has 

dedicated a complete section for ‘water’   related disclosures in CSR report (Appendix 1, 

147-178). Apart from this, an exclusive segment has been dedicated for water on Nestlé 

website where a separate link on ‘water’ leads to several clickable reflections pertaining to 

this discourse
56

.  

In the remaining part of this section, I will deal with the unconventional or company 

specific discourses that emerged out of the data of Siemens. The foremost of these is the ‘anti 
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corruption’ discourse which is a dominating discourse as well (table 5.5).  The discourse is 

novel for being unconventional and dominating as well.  The significance the company has 

attached to the issue is easily discernable. The company has dedicated exclusive sections   for 

integrity, both in the annual Sustainability Report (Appendix 2, 48-50) and in the official 

website of the company
57

 . Similarly, the Head of Communication Siemens Pakistan in his 

interview remarked that “Siemens is now a leader against corruption around the world”. This 

obsession of the case company with anti-corruption drive has the strong context of corruption 

charges leveled against Siemens in the past (Section 4.4). Fairclough (1992) refers to the 

significance of context in the production and consumption of text. Now in order to dispel 

impression of having remained involved in corruption and stand out as a reliable, responsible 

and credible company, Siemens has taken the lead and the text concerning CSR speaks for 

itself as the anti-corruption discourse abounds making it the dominating one.  

The ‘arts and culture’ discourse is another company specific unconventional 

discourse. Although it is a weaker discourse, yet it stands out to give the sense of newness. 

The discourse carries expressions like ‘cultural events’, ‘promoter’, ‘heritage’, ‘preserving’, 

‘festival nights’, and ‘high artistic standards’. Once the discourse gets further attention and 

prominence, it has the potential of highlighting the sense of responsibility and soft image 

besides adding a fresher and unconventional tinge to the communicative event of CSR.  

The next three discourses in the company specific orders of discourse, namely ‘energy 

discourse, ‘ safety discourse’  and ‘ technology discourse’ are not only closely interlinked but 

also have strong relevance with the business specificity of the company. Being predominantly 

engineering and Technology Company, the three discourses are natural to emerge.’ Energy’ 

and ‘safety’ discourses are dominating discourses while the ‘technology’ discourse is a 

weaker discourse. Ostensibly the company deals in engineering products which has direct 

relevance with the technology. In energy scarce world a company that is dealing in the 

equipment and tools intends to be dubbed as responsible and committed to diminish the 

concerns of the society by developing such equipment which is energy efficient. Energy and 

safety discourses are dominating while the technology discourse is not dominating.  

 

  

                                                 
57

 see navigate  http://www.siemens.com ( Home > sustainability > core topics > compliance > collective action ) 

http://www.siemens.com/


 

 

85 

Chapter 6- Discussion and Conclusion  

Building on the previous chapters, which focus on the bond between the social and the 

discursive dimensions, and how the context influences the construction of conventions within 

the genre of CSR; and how in turn the conventions influence the context, this chapter spells 

out answers to the research questions raised in the beginning of this study. In the end this 

chapter has incorporated a conclusion in order to sum up the study and its findings. 

 6.1 Discussion 

6.1.1 Conventions Found in CSR Communication 

 The two case companies deal in entirely different sectors of business. However, Genre 

Analysis
58

  and Fairclough’s CDA indicated that the CSR communication on websites and 

reports for both the case companies is highly conventional. A Marxist might assert that the 

business case of CSR, i.e. minting profit, is the prime objective for the company.  In the same 

vein, a Marxist may further argue that the underlying purpose of the other discourses 

(dominating or otherwise) is only to safeguard the business aspect, as the true aspiration of a 

company is to make profit. Such type of criticism exerts pressure on the companies to come 

up with reasonable argumentation regarding focus on CSR. There is also a trend in the 

modern day business world to make CSR part of business strategies in order to have a 

competitive edge.   

 As a result of this criticism from society, the companies exhibit the convention to 

have their CSR communication supported by strong argumentation which is dished out to the 

readers or stakeholders in proper in a proper documentation format. This argumentation has 

sway over power relations between the receiver and the sender. However, the question in this 

regard is that who wields more influence- the sender (the company) or the receiver (the 

stakeholders)? Though,  ostensibly the stakeholders do have the power to influence the 

company, however, ultimately  it is the sender or the company who enjoys the prerogative of 

saying the final word in this regard and it is the company who decides about the selection of 

discourses and agenda for the text. Fairclough (2001:4) terms this as “hidden power”, the 

power relations which are not often lucid and expressed in a direct manner. In order to retain 

the power they already enjoy in terms of sender of the text, the companies tend to employ 
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consent (permission) in place of coercion ( force or violence) for the companies endeavour to 

convince the receivers of the text that their ideology is true and they are responsible as well.   

 From the institutional context of CSR communication genre it became evident that 

both the companies follow the international bodies like UN Global Compact and GRI. The 

principles enunciated in the UNGC become a guiding force for both the companies. In 

addition to this, Global Reporting Initiative (GRI) is also a convention for both the 

companies. The companies not only exhibit that they are adhering to the GRI guidelines, but 

they have also displayed the GRI certificates on their reports. Similarly, both the companies 

follow the conventional institutional context of displaying separate exclusive links for CSR 

on the home page of their websites. The nomenclature of these links reflect the overall CSR 

theme or perception of the company (CSV for Nestlé’ and Sustainability for Siemens). The 

same perception is also reflected in the very titles of the CSR reports of the case companies.  

 Furthermore, at the macro level, five moves are common between the two case 

companies in the genre of CSR communication through websites. These include explaining 

CSR theme, compliance, environment, employee and CSR reporting focuses. From both the 

content and function point of view, these moves are conventional.  Both the companies 

introduce these moves at the section or sub-section levels. Similarly, the CSR reports of both 

the companies at macro level have the similar move structure common between them except 

an additional move of ‘performance indicator focuses. This move is the first move at the 

macro level in both the case companies’ CSR reports and derives its roots from the 

international guidelines on CSR disclosures-UNGC and GRI.  

 Apart from these common moves there are other moves at macro level which are 

specific to each company. For example for Nestlé it is nutrition, rural development and water; 

while for Siemens, it is mainly safety and innovation. These moves are company specific and 

are directly or indirectly linked to each company’s specific area of business. This is also 

inferred that the companies do tend to direct their CSR communication to certain areas which 

have relevance with their business operations.  Thus it can be inferred that there is hardly any 

difference the way each company utilizes space on its website and CSR exclusive report. 

Furthermore, for each company the usage of media (website and reporting practice) for the 

purpose of CSR communication is identical. Although these are two different mediums, 
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however, both the case companies have utilized them in a way that they take the similar move 

structures. 

  From the CSR communication genre analysis this study has further inferred that at 

meta level too both the companies adopt the conventional approach of going from general to 

specific along with maintaining an explanatory approach. The only difference noticed 

between the two companies at meta level is that Nestlé sums up its content in the beginning 

an then through an explanatory approach elaborates it. Siemens, on the other hand, strategize 

to elaborate first followed by a sum up towards the end. Thus it is surmised that from 

institutional   perspective, the companies adhere to conventions which seek strength from 

adherence to the international institutions’ compliance besides the institutional context.     

 6.1.2 Discourses Drawn Upon in CSR Communication  

 Nestle’ and Siemens’ specific CSR order of discourse has exhibited that there are 25 

and 24 prominent discourses respectively for both the companies. Of these, 18 discourses are 

common or conventional between the two companies, which deal in entirely different 

business sectors. This again manifests that the CSR communication is highly 

conventionalized.  There are about half a dozen discourses that are not common between the 

two. These reflect the presence of either the industry specific or company specific discourses. 

In a way the introduction of few unconventional discourses in itself becomes a convention as 

the companies tend to embed certain areas related to their business operation into their CSR 

activities in order to bend or colour the CSR communication in accordance with their own 

definition.   

 The websites and the reports of the case companies reflect high level of intertextuality 

expressed also by the interdiscursivity and manifest intetextuality.  As mentioned earlier, the 

intertextuality either marks stability & continuity, or instability & change (Section 3.9.2).  If 

the intertextuality is on the higher side, it indicates stability & continuity and if it is the other 

way round it manifests the signs of instability and change.  The high level of intertextuality 

found in the corpus of the case companies has reflected the signs of stability and continuity in 

the CSR communication. This argument is substantiated by the finding that the discourses are 

not only predominantly identical but also have been mixed in a conventional way.  The two 

case companies’ CSR communication, through website and CSR reports, predominantly 

draws on conventional and well established discourses.  
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Nestlé and Siemens do carry some unconventional order of discourses. However, this 

does not mean that the two companies completely break away from the conventions and give 

a novel or changed look to the CSR communication. Instead, the unconventional discourses 

provide them an opportunity to slightly bend the outlook of the CSR communication in their 

own way. These unconventional discourses include  ‘animal and plants’, ‘creating shared 

value’, ‘food’ , ‘nutrition’, ‘rural development’,  ‘vulnerable groups’ and ‘water’ discourses 

for Nestlé and  ‘anti-corruption’,’ arts and culture’, ‘energy’, ‘safety’, ‘technology’ 

discourses for Siemens (tables 5.4 & 5.5).   Nestlé deals in the business of food and water, 

hence this unconventional order of discourse which is company or industry specific order of 

discourse on its website and annual CSR report is purely the outcome of the company’s 

preference to choose those areas for CSR activities in which it is already involved in terms of 

its business operations. Further, Nestlé’s entire perception about CSR revolves around Porter 

and Kramer’s notion of   Creating Shared Value. So in such a scenario, business operations 

and the communities involved in those operations become directly linked to CSR activities in 

order to share the value created during the process. In addition, ‘water’ discourse which is 

non-conventional is dominating in Nestlé’s order of discourse. One reason for it is that Nestlé 

is one of the leading companies of the world dealing in bottled water. The other reason relates 

to the criticism the company has faced worldwide over its bottled water (Chapter 4). Thus, in 

order to justify and clarify its position on water issue, this discourse is predominant in its 

CSR communication.    

Similarly, Siemens’ specific CSR order of discourse includes ‘energy’, ‘safety’ and 

‘technology’ discourses which emerge as unconventional. However, like Nestlé’, these too 

reflect the preoccupation of Siemens with its certain business operations. It has been pointed 

out earlier that Siemens mainly deals in engineering related business, hence the discourses 

related to energy, safety and technology have emerged in its CSR communication in order to 

disclose company’s responsible attitude in the areas which are directly related to the business 

concerns of the company. Like Nestle, Siemens too has been target of criticism by different 

watchdogs over its responsibility. It was mainly targeted over integrity issues and 

involvement in corrupt practices. Hence, in order to neutralize this campaign,   the anti-

corruption discourse is predominantly reflected in the Siemens’ CSR communication. The 

study has inferred that ‘art and culture’ discourse is the only discourse which reflects some 

uniqueness and creativity on the part of Siemens. But since it is the only one such discourse 
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and that too is not dominating or strong, thus its presence does not lead Siemens to break 

away from the convention and show the sign of individuality.   

6.2.3 Why the Discourses are Similar or Different?  

 As mentioned earlier (Section 3.7), there is a lack of consensus in the academia and 

professional alike on CSR definition which ultimately makes the CSR a confusing concept 

with several interpretations, approaches and related perceptions. In such a situation, it is the 

international regimes like UN Global Compact (UNGC) and GRI which offer a framework 

for guideline to focus upon. The study has noted that the UN GC has become a convention 

for the businesses to adhere to in order to exhibit their commitment of being responsible 

towards society. Thus, during the course of making efforts for profit earning, the UNGC 

principles become minimum level of adherence and compliance for the companies’ 

commitment. The UNGC does not carry a regulatory or governance framework, leading to 

any serious consequences in case of non compliance. Instead it is a voluntary declaration of 

intent, which becomes a convention to adhere to. As such 10 UNGC Principles on Human 

Rights, Labour, the Environment and Corruption, are reflected through corresponding 

discourses and through the discourses of commitment and compliance in CSR 

communication.    

 Apart from the above mentioned conventional discourses, the companies also mention 

other discourses which suite their overall perception of CSR in synchronization with their 

business operations.  These are unconventional discourses. Thus through such a schema of 

blending conventional and unconventional discourses, one company may give dominating 

position to certain discourses while some discourses appear weaker whereas some may be 

found absent altogether along with introduction of some company specific or industry 

specific discourses to suite the perception or definition of CSR by that particular company. 

Thus the companies in a way have found the solution to tackle or   utilize the prevalent 

confusion around the concept of CSR in their favour by constructing social reality with the 

help of blend of popular conventional and other non conventional discourses, which are in 

compatibility with their own understanding of CSR.  

 Now all this leads to an interesting dimension as to why the companies intend to 

testify that they behave in a responsible manner towards society? What would be the ultimate 

result, if a company is dubbed as irresponsible? Simply put, it would ultimately affect the 

reputation of the company which in consequence would have a direct bearing on the business 
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or profit of the company. Although the analysis of the corpus has revealed that business 

discourse is not a dominating discourse, yet it becomes a driving force behind all the 

dominating, conventional or non-conventional discourses.   Thus, as pointed out by Carroll 

and others,  the business case for CSR revovles around the strategy of reducing the costs and 

risks, gaining advantage in the world of competition, building reputation, securing legitmacy 

along with attaining win-win situaation with the help of ‘synergic value creation’ (Section 

3.7).  

 Moreover, there is also a focus on integrating CSR with business and thereby creating 

a competitive edge or shared value, i.e. CSR is becoming a part of business strategies. One of 

the case companies i.e. Nestlé openly claims to adhere to this strategy which according to 

them is based on Porter and Kramer’s philosophy of CSR.  The website of the company, its 

CSR report (appendix 1) and the interview (appendix 3) with CSR manager testify to this 

fact. But the analysis of the corpus has revealed that the other case company also follows the 

similar principle by making CSR part of its overall business strategy; the conventional 

discourses in general and the non-conventional discourses in particular are indicative of this 

fact.  

 Taking business case or creating shared value as a point of departure, and having gone 

through the social aspect along with discursive dimension of CSR genre, one takes the 

discussion one step further. The companies do need to communicate about their CSR which 

substantiates the point that the criticism or disbelief against the companies on the part of the 

society leads to the move structures and discourses of compliance, establishing credibility, 

expert and commitment discourses. This scenario puts the companies in a defensive position 

and seeks to explain Fairclough’s notions of relations based on power, dominance and 

hegemony.  At one time the society and stakeholder become powerful when they questions or 

expresses disbelief in the responsibility of businesses and thereby pressure them to behave in 

a responsible manner. Subsequently, the businesses after becoming defensive seek to explain 

their position by constructing a social reality regarding CSR through the wheel of 

communication. The companies become the ‘sender’ and the society the ‘receiver’- with 

sender in a position to set the agenda and assume power.  
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Conclusion   

 The study was meant to seek solution to the puzzle as to how businesses 

construct social reality by spelling out their perception of CSR through the wheel of 

communication. The issue at hand was addressed by seeking answers to the following three 

pertinent and interconnected questions:  

1. What conventions are found in this genre of communication? 

2. Which identical and different discourses the case companies draw upon through the 

order of discourse in CSR communication?  

3. Why or why don’t these discourses differ?  

 By adopting case study approach, two companies were chosen hailing from two 

different sectors of businesses in order to discern whether the two big corporations construct 

social reality in a similar or dissimilar fashion and how they employ the tool of 

communication in conveying their own perception of CSR to the receivers of the text. Nestlé 

and Siemens- the two chosen case companies are popular brands present in the realm of 

business for more than one and half century. Their CSR annual reports and web content 

related to CSR on their corporate websites became the corpus of the study.   

 The concept of Corporate Social Responsibility (CSR) oscillates between the two 

aspects of human life- the consideration for the social uplift and sustainability on one hand 

and purely business and profit orientated expectations of the companies on the other hand.  

The tension between the two dimensions yields the varying perception of CSR which in turn 

has led to the confusion around this concept.  The companies tend to understand this concept 

in their own different ways. The scenario leads to the construction of social reality by 

companies through the wheel of communication.  The question arises how this reality is 

constructed?  In order to comprehend, a framework capable of encompassing socio-

contextual aspects was required. The combination of Bhatia’s approach in Genre Analysis 

and Fairclough’s three dimensional model of Critical Discourse Analysis were found suitable 

to seek answers to the three main research questions paving way to dig out the social and 

discursive dimensions around the concept and communication of CSR.  

  At the outset, the study of the arena of definitional constructs of CSR and its 

evolutionary process provided a natural platform to learn about the social dimension besides 

becoming a backgrounder for the analytical framework. In this regard the brief overview of 

the companies and criticism against their social responsibility complemented towards 
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developing understanding of the social dimension and the context. In the next step, the Genre 

Analysis provided the answer to the first question. It pointed out that the genre of CSR 

communication is highly conventionalized as there are several conventions common in the 

corpus from both the companies. Moreover, it was learnt that the conventions seek strength 

from the international bodies’ guiding principles like UNGC and GRI. It was also concluded 

that even though the companies belong to different sectors of business, they adopt a 

conventional approach in communication of CSR.  

 Next, the analytical framework devised for this study was set in a way to move on and 

delve further deep to ascertain the discourses in CSR communication through focus on the 

discursive dimension of Fairclough’s model. The general order of discourse that evolved also 

confirmed that the discourse pattern is conventional. It became evident that the companies 

adopt similar pattern in construction of social reality as it was evident from the high level of 

intertextuality found in the data. Furthermore, the presence of non conventional discourses 

revealed that the companies pick and focus on those areas of CSR which have direct link with 

their business operations and institutional context. The perception of CSR the companies 

develop and   the communication phenomenon concerning CSR they adopt, both have roots 

in the business operations of the company.  Thus business is the main focus of attention for 

the companies, and it is around this concern the companies weave their CSR activities. The 

study, in this way concluded that the presence of non conventional discourses is not  meant to 

bring a social change but instead is meant to bend the CSR discourse towards those picked 

areas of CSR which companies deem fit in the overall schema of business strategy.  Lastly 

the study also concluded that the companies by making use of the prevalent confusion around 

the concept of CSR in their own favour construct social reality with the help of blend of 

popular conventional and non conventional discourses, which are in compatibility with their 

own understanding of CSR.    
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Appendices  

 

Appendix 1: This appendix is Nestlé’s annual CSR report 2011, which can be accessed and 

downloaded in pdf format by navigating http://www.Nestlé.com (Home > creating shared 

value > creating shared value full report) 
 

Appendix 2: This appendix is Siemens annual CSR report 2011, which can be accessed and 

downloaded in pdf format by navigating to http://www.siemens.com (Home > sustainability> 

sustainability reporting) 

 

Appendix 3:  

Interview with   Syed Fakhar Ahmad, Head of Corporate Affairs 

Nestlé Pakistan     

The interview was conducted on April 05, 2011. It was recorded with the permission of the 

interviewee.  

Q. What is the perception and vision of your CSR? 

Ans. Generally our CSR programmes are directed towards three main areas- nutrition, water 

and rural development. There are two more areas which come indirectly-one is humanitarian 

help i.e. in case of some major calamity in the country like earthquake or flood etc. The other 

one is our ethical performance i.e. transparency in disclosures to our shareholders, ethical 

performance at work, ethical performance externally that includes industrial compliances, 

regulatory compliances, best code of conduct by the people internally externally, the supply 

chain, responsible outsourcing for example not involve a contractor or supplier in some work 

who is engaged in child labour or pays less than the minimum wage limit set by the 

government. We are signatory of UN Global Compact and respect all the provisions included 

in that compact within the legal and ethical framework. This is our overall CSR ambit which 

is totally with our business. We practice this in our daily routine. We value this in our daily 

routine. We ensure that we are environmentally conscious, we ensure safety at work, women 

rights protected, ensure that there is no child labour, we ensure that we are transparent in our 

disclosures in our accounts and our financial statements or business transactions to our 

shareholders in full detail. We have one of the most detailed Annual Report. 

Q. Nestlé Pakistan does not issue exclusive Annual CSR reports? Is there any specific reason 

for that? 

Ans. We incorporate that in our Annual report. We do have exclusive CSR report but at 

Nestlé global level, where we publish three reports- management report, CSR report and a 

financial report. These three come as a package at global level. But here at Nestlé Pakistan, 

we have all those three books in book.  

Q. From the communication point of view, is there any specific reason to embed these three 

things into one book? 

http://www.nestle.com/
http://www.siemens.com/
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Ans. We now club these three together but this is not binding on us. If we want to, we can 

publish them separately. In Pakistan, we are of a view that we a very strong CSR company. 

(4:37). CSR is not something different from our business. We practice it everyday, because 

we are training drivers; we are paying almost double the minimum wages the government has 

set. For example our minimum wages start from 12500 whereas the government has set 

minimum as 7500 rupees. This in itself is CSR because we think that the labour needs this. 

We procure milk from 150,000 farmers, for example, and we pay them directly as we do not 

involve contractors or kind of middlemen in that who exploit the farmers. This benefits the 

farmer, which is again business and also CSR. Then we are environmentally conscious. We 

have state-of-the-art water treatment plants in our factories. We have safety cautions all 

around our factories because we very conscious about our employees’ safety at work. We 

have gender balance in our company. We are highly quality conscious. At every level there is 

a crisis committee to meet the quality issues. We have consumer complaint cell then we have 

consumer service division, who looks into the quality related complaints. We talk to the 

consumer directly, we don’t hide it. We go on front foot and directly talk to the customer on 

his complaint regarding quality. Then we have a legal department then we have a regulatory 

affairs department, then we have a quality assurance department. Then we ensure that that our 

nutrition level in our food products is very good, which again is a very important issue. So for 

us CSR is not something like you have an earthquake and you donate one million rupees, we 

do not accept it as CSR. CSR means creating shared value. 

Q. What is Nestlé’s idea of creating shared value? 

. That on one side we are working with the farmer, we are buying milk from them but we are 

also training them, we are spending money to train them. We are investing in their better 

future, which end of the day is our better future. On the other side we are also building 

schools on one side but on the other hand we are also giving donations to some other schools 

even away from our milk districts like SOS villages for example. They are building an 

orphanage in Islamabad, and Nestlé was the biggest contributor in helping them in building 

that orphanage. 

Q. Nestlé’s has not mentioned any tangible facts and figures on its website regarding its 

projects. From the CSR communication point of view, how you see that? 

Ans.   There are two sides of communication. One is thematic communication and the other is 

more generic communication. Thematic communication says what the areas you are working 

in are. So schools are one area we are working in, so is environment, farmer training. Now if 

you come to more specific and generic details of these areas as to find out which schools 

which farmers, We help communities for training and development e.g. healthy kids 

programme where we impart nutrition education to poor children in order to educate them 

because they do not have good affordability level. So we inform them that in that little 

affordability levels what best food they can intake. And an interesting thing in all this is that 

it does not have any Nestlé product. It is dethatched from any kind of advertising campaign. 

We tell them that a banana is better than unhealthy junk food item they purchase from the 

shop. Similarly, we educate mothers as to what is the healthy food and significance of 

washing hands before eating etc. (12:44). 

Q. Nestlé website mentions that Nestlé has commissioned so many water pumps. But the 

specific area and the number of these pumps is not clearly mentioned.  
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Ans. We have commissioned many hand pumps for water. These programmes continue to 

operate. For example, we had installed about 650 hand pumps in Cholistan area of Sindh in 

2001. Half of those are still functional until today. We had checked them in 2005 and about 

300 pumps were functioning at that time. Obviously, when we install something like the 

pumps, then the sustainability of those has got two angles. Some responsibility of it rests on 

our shoulders while rest is on the community. As far as our responsibility is concerned, we do 

fulfill it but at times on the part of the community this responsibility lacks. So a project which 

is deemed to be sustainable for eight years, comes to four years. For example we commission 

a water filtration plant in an area and seek assurance from the respective government agency 

for its maintenance, although we provide logistics for its maintenance for the next two to 

three years but end of the day it is responsibility of that government agency for its overall 

maintenance, but we have seen that after 5 or 6 years these pumps become inoperative 

Also in communication there is one important aspect, which very few people understand 

because it requires a very deliberate understanding; because on one side you have business on 

the other side we have CSR or public image around it. Some times you do a good deed but 

that backfires on you. For example, if I have installed two water filtration plants, and I 

display my company’s sign board on it showing that this company has done this. We 

maintain it for couple of years. But if I have installed 100 water filtration plants, we do 

maintenance for two years but seek assurance from the Government for its permanent look 

after. But after seven years, some one goes there and after seeing the condition of these plants 

may say that Nestlé has installed only dysfunctional and damaged filtration plants. So in that 

context you will not try to communicate them because those would bring bad image for the 

company. We did it for good cause but you did not maintain it.  

Q.  Being in a Muslim society, may be you do intentionally hide your good deeds because in 

Muslim thinking the charitable actions are not publicized? 

Ana. The magnitude or level of help we render to the community is not publicized very little 

in the media by us. For example, the last year we spent 87 million rupees on community help, 

but you would find only two or three small news items about that in the media throughout the 

year, although in Pakistan we are ranked number 2 in terms of such spending. Pakistan 

Centre for Philanthropy has been giving award on that for the last five years. (16:44) for 

being one of the best philanthropic organization in Pakistan but we do not advertise it to an 

extent that ... We think that strengthening value chain and environmental focus and helping 

people is not our business but is our responsibility. Every good business is responsible and 

accountable.  

We are living in an age of information. News travel faster than you and me can comprehend. 

When you go to a consumer in order to be at the leading edge of the market, consumer has to 

say that either you are a good company or a bad company. Now what is the difference 

between a good company and bad company that is something you need to focus on. There are 

various business cases where the company is not seen not taking care for the safety and lives 

of the people they are selling their product to, the people do not think that particular product 

is bad but that the company is bad. These are the insights and inroads of the corporate 

communication. A lot of students are studying corporate communication in universities but 

many of them never get a chance to work as a leading corporate communication person. The 

reason is that corporate communication is not what you think is it to be. It is primarily the 

understanding of your business and their operations and their relationship with the consumer 

The psyche behind is that there is a consumer outside the company who is to buy my product, 
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and my business will function only if he buys it. In the process of his buying one portion 

contribution is of the advertisements while the other positioning is of corporate branding 

which does not come through some writing etc. that is psychological. The mental link of a 

consumer towards your company is the “communication”.  You are successful if a person 

sitting outside your company, who is your potential consumer, has a good image about your 

company. For example, if I buy Mecrcdedz car. I expect that the car Mercedz is going to 

provide me would be perfect in terms of all its functionalities. This is the image they have 

created and this corporate communication. Obviously their product quality is one of the top 

quality providers of the world. This is one impression about Mercedez while the other comes 

from the fact that the company is very responsible regarding consumer complaints and make 

sure to fly their services in any part of the world you are in. The companies carry such kind of 

image. The perception of whole business model, understanding of that, communicating of 

that, deliberating on that is corporate communication. 

Q. How far the CSR department of a company needs the services of the communication 

department or communication personnel? 

Ans. Basically, they are interlinked. Corporate communication engulfs CSR plus some other 

additional things. Nestlé as company has gone far beyond that having a CSR department. We 

do not have a CSR department that is distributing alms and charities. We have integrated 

CSR into our business model. We do not call this as CSR that if an earthquake occurs and 

you give money to the tune of 2 million rupees to the victims and the act is applauded while 

by the public while do so in a ceremony. Yes, donation is part of the CSR but not ‘the CSR’. 

Q. Your website mentions about the earthquake relief projects by Nestlé but it is silent as far 

as the recent devastating floods are concerned. Is there any specific reason for that? 

Ans. We have just finished projects related to flood and the information on that would soon 

be part of our website. Our last water plant has been commissioned a couple of days ago. I 

am finalizing this report today. Obviously, you would be seeing flood related report on 

website in the next couple of days.  

To me CSR can be understood by a simple analogy.  CSR is what it takes to ensure as what 

your neigbour thinks about you. Your credibility, your good ethical behavior, your neigbour’s 

trust in you that whenever there is any emergency with them and they seek your help you 

would not betray or let down. Or they are confident that if they leave their house unattended, 

you would take care of it is something goes wrong inside or outside your house and it comes 

to your notice you would act in a very responsible manner. Or you would not disturb him by 

playing loud music. Your kids noise would not disturb them etc . So there is an unending list. 

May be there could be 300 items which can make how is his perception about you. How do 

you take those items one by one? But can you do all those 300 items. Then you shortlist those 

items as which ones are the top priority items which are essential for me to do. When you 

short list, you start communicating about it, which in turns becomes your corporate 

communication.  

Q. You do CSR because you feel pressured from stakeholders or community? 

Ans. We do not have any pressure. This is our responsibility. Nestlé has a standing of 150 

years, so it does not take any kind of pressure. We think it our obligation not to harm the 

surrounding environment because of our presence or our factory in a vicinity, respect the 

norms traditions and women, take care of the labour, give them respect. There are not two 
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ways. This is simple, a one liner on it. And in today’s era of information age no good 

company can afford to have two views about it 

 

Appendix 4:  

Interview with Mr Zia Ul Islam Zuberi, Head of communications 

Siemens Pakistan Engineering Company Limited 

The interview was conducted on April 21, 2011 on Skype. It was recorded with the 

permission of the interviewee.  

Q. What type of activities related to CSR you mention in your communication? 

Ans. CSR is the part of the global policy of Siemens. Not very long ago we had our own 

…in… houses whenever there is such kind of a disaster or catastrophe around the world they 

would walk in and they would do the relief work. Now we have created foundation.  It is an 

independent foundation .which is doing exactly the same thing as Siemens was doing before. 

So this is the global policy part of the sustainability activities of Siemens around the world 

because we believe that until and unless you sustain the society and community in which you 

are operating, the obviously if the society cannot be sustained then your business can not be a 

success. Therefore it is integral part of our sustainability activity to do CSR. We are also 

highly rated on the Dowe Jones index because of our sustainability and CSR activates. So it 

also has a business connection as far as Siemens is concerned (2:08). 

Q. What areas you focus on?  

Ans. In Pakistan we have three areas- our mission vision says that it would like to make 

Pakistan a cleverer, more enjoyable and a healthier place. So our focus is on education, sports 

and the cultural activities in the country. So these are the three main focus areas. Also 

education is very important to Siemens around the globe. We have partnerships with major 

universities around the world. Recently, in Pakistan we have partnered with two major 

engineering universities-NED University Karachi and UET Lahore where in the electrical 

departments we are supplying CSPs. So that the students can learn latest ways as for as 

Electrical Engineering is concerned so we have just done agreement with them and Only 

yesterday we have delivered all the equipment which would now be installed in the 

laboratories. So education is very important. 

In sports, we are not very big in sports. But every year an inter-school tournament called 

Munawar-uz-Zaman tournament is organized to highlight the talent which is available in 

schools. We sponsor that tournament every year.  

In cultural activities, we usually support the artists, authors in the publication of their works, 

and other such activities.  

In health we are working with Agha Khan in Pakistan. Every year we also sponsor one 

student in their medical college. (4:26).  

This is Siemens’ philosophy throughout not only in Pakistan to go for sustainability by trying 

to introduce the products which are sustainable over the long period of time and also have 
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great impact on the society and community over a long period of time. For example Siemens 

holds a special people workshop at SITE area in Karachi. These are people who have 

different disabilities, so they require vehicles which have to be tailor-made to their 

requirements. Like if they buy a motorcycle from the market, and they need to have the gears 

and levers in the hands because they cannot operate with their feet. Previously, they used to 

go into the market and (5:16) spend lot money and got converted these vehicles to their 

needs. We created a state-of-the-art workshop and we provided the machinery and now they 

can convert their vehicles as per their choice within the workshop.  

Then as you know there is a problem of power failures in Karachi, so we provided them with 

the diesel generating set within the workshop and sometimes these disabled people. They are 

stuck up in the city because their vehicles break down and they have to be brought to the 

workshop. So we also provided them with the cars. Every three or six months we have an 

inspection of the workshop. A person from Siemens goes over there to see everything is 

working alright. So we have been able to bring real change in the lives of these in a very short 

period of time. Another example is our apprenticeship. 

Q. Is it a paid? 

Ans. Yes, it is not only paid but they are also provided with the uniforms, their head covers 

and apparatus and they also get food over there. Our apprenticeship is highly rated, therefore 

these children  after three years find for jobs not only in Siemens but also within Pakistan and 

the Middle East because the certificate  which we give is recognized by the Board of 

Technical Education and also in many main places in the ME (7:19). This has been going on 

for more than 15 years. So you can imagine the number of students who have found gainful 

employment which has saved them from crime and such other things to which they would 

have been attracted if they were jobless and without education. So we try to do things in a 

way that it has impact on the society.  

Two big CSR activities which we did in past six seven years regarding unfortunate calamities 

that struck Pakistan. The 1
st
 one was the earthquake 2005 and in that earthquake we 

electrified. One village called Chark Maidan…… which used to be a place of great culture 

centuries ago. According to history, they even had a library over there. I think those were 

….of Buddha in that area . We selected this village because it should be affected by the 

earthquake. Secondly, it should be a place where there is no electricity and they could not get 

electricity because of their location. It is a very remote location of Azak Kashmir. After 6 or 

7 hours journey you reach   Muzaffarabad and from there you have to walk on foot to reach 

this place. We selected a village of 40 houses, mother & child centre and rural health centre 

and we provided them with solar energy. These solar panels had to be carried on the back of 

the porters. Then we selected another village of 150 houses, we also provided them with solar 

energy. (9:37) 

And again , unfortunately last year, we had this big flood in Pakistan. So Siemens worldwide 

including ME and Pakistan, we provided about 2.5 million Euros through the German and 

Pakistani Red Cross. We also donated 30 diesel generating set to Pakistan Army, so that they 

could do relief work in the area.  We have also selected four schools in the four provinces of 

Pakistan through a very well know NGO called the Citizen Foundation and we have 

reconstructed the schools because they all were destroyed by the flood.  We are thinking of 

establishing a model village with a health centre. 
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Q.  From the communication point of view, what is the significance of publishing an 

exclusive CSR report apart from mentioning it in Annual Financial Reports? (11:04) 

Ans.  This CSR report which this is year is called the Sustainability report are ….director’s 

report so that the shareholder may know that their company is not engaged in business only 

but is also an ethic oriented company. It creates a sense of pride in the shareholder that there 

money is invested in the right company.  

Another aspect of CSR in Siemens Pakistan is the factory visit by the students of the 

engineering universities from all over the country. We also give these CSR reports to these 

students, who during the early times of their professional education, they come to learn that it 

is not engineering they have to learn but when they are working in a company, they should 

have an idea that we should also serve the community. (12:35). So it serves a great purpose of 

telling people about all our activities. People know what areas we are working in so that there 

is any request from outside for some project Siemens is interested in then we could look into 

it and if we have money then we would definitely participate.  

Communication of CSR activities in Siemens is twofold, which is internal communication 

and external communication. Internal is for employees in Pakistan and all over the world, so 

all the employees may know of our activities. We also encourage volunteering. There are 

many Siemens employees which is also CSR. Our engineers go to universities as guest 

speakers and lecture on various topics of interest of students. We also encourage our speakers 

to be part of NGOs to go and work in rural areas, schools or whatever. (13:48). A lot of 

instances are given in CSR and sustainability reports about Siemens’ employees indulging in 

all this.  This motivates them.  We obviously inform external audience including the media 

because these reports go the media and they know what Siemens is doing. (14:38) 

Q. How far do you think CSR communication is a PR or an advertising gimmick? 

Ans.  It would be a PR gimmick if you are not really working on these projects and not 

making sure that they reach the logical conclusion and have impact on society and individuals 

you would like to have. But we are involved in our projects all the time and it’s not a show 

piece or just a PR effort. We really sincerely believe that we should make a change in society 

and we also believe that the sustainable society is the best way to do it.  

Q. Siemens is not a consumer goods company then why communicating too much to the 

external stakeholders? 

Ans. We do not have consumer goods but we obviously have  a lot of customers and people 

whose lives are affected by our products and they would like to know that all these products 

are coming from a company which responsible . Moreover, our CSR is credible because we 

are not a customer goods company. It is not that people are buying biscuits or candies from 

us. So in real terms we are not getting any benefit from them, but at the same time we would 

like people to know that this company which is working in their environment is contributing 

to the betterment of the society. (16:57). We have our customers as big companies like 

WAPDA, KESC  etc  who have thousands of employees who would be happy to know that 

the products they are buying are from a company that is working for uplift  of the society.  

Q. there has been accusation against MNCs that they proliferate corruption in developing 

countries, for example, in order to win big contracts? Fighting against such kind of corruption 

is also considered CSR? What is the case with Siemens (17:59)) 
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Ans. Siemens is now a leader against corruption around the world. only day before yesterday 

our CEO had a very good article in the daily News, wherein he said it is profitable for 

companies not to do corruption and that  in Pakistan you can do business without corruption . 

We also have a very strict compliance code in place and they are followed in letter and spirit 

by all companies around the globe. We are also committed to fighting corruption with the 

World Bank (not clear ph) ….. We are also helping the NGOs that are also working to fight 

corruption so that they can do job better. So corruption is the thing of the past as far as 

corruption is concerned. Siemens globally now is a very compliant company. So there is not 

even iota of charge of corruption as far Siemens is concerned.  

Q. What level and magnitude of CSR Siemens has as far your employees are concerned? 

Ans. We pay good salaries. We have very nice relations with all the workers. Every year, 

there is family day for the workers and a family day for managers. There are stalls, music, 

games. Family members of the staff also perform on the stage.  

Our employees are satisfied and we never had a problem with the labour unions or between 

union leaders and executives of the company. We have very good work atmosphere.  

Q. How do you differentiate between CSR and Philanthropy? 

Ans. There is always a gray area between the two. Philanthropy is just kind where you give 

the money and you forget about it but in CSR you need to get involved, you need to be the 

part of the project to follow up on it all the time so that it gives benefit to the society and the 

people you really wanted to. Philanthropy is more an individual effort; however, CSR is more 

concerted effort  
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