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Abstract

A growing number of companies, both multinatioresl local firms, have begun to
adopt the idea of sustainability development, aadetbp and market their green
products/services with green advertising in deviel@ountries. However, in the

context of China where the idea of commercial emmnentalism or green

consumption is emerging and transported from thet\Weis not clear that how the
green consumption is advocated and how consumpiactices are connected to
environmental protection, and how the meaning eegrconsumption is constructed

by firms operating in China.

This study explores the Internet as a rich text davironmental marketing by
analyzing the ways firms showcase details of thgieen products/services,
production methods, business philosophy and otheet$ of their environmental
practices and values. The online promotional inftiam can be seen as corporate
green advertising. Focused on the advertisings ftomporate websites, and through
the analytical framework of Critical Discourse Aysis (CDA) (e.g., Faircloug, 1992;
1995(a) (b); Wodak and Chilton, 2005), this studgsents how a number of
environmental conscious firms in China are portigyiand promoting their
environmental responsible image and green prodgrtstes, and aims to examine
what firms are really telling and how they are distvely constructing corporate

‘greenness”.

Based on the analyses of green advertisementsviiglisites of four case companies
(two MNCs in China: General Electric in China, Wwér in China, and two Chinese
local firms: BYD automobile, and Landsea Real Ejtathe study suggests that

corporate green advertising discourse plays arveactle in defining “reality” of



greenness and imbuing meanings of consumptionentironmentalism, as well as
in achieving the hegemonic construction of corporgteenness. In addition, the
corporate greenness is anthropocentric and embracessumerist and

post-materialist values. Instead of endorsing therenmentalism which appeals for
a change of the current over-consumption lifestglecapitalist development, the
corporate green advertising strategically integrdtgeages from green discourse of

ecological modernization and political discourseebliberalism.

In addition to similarities, dissimilarities exisyj between discourses from MNCs’
and Chinese local firms are identified in two aspegreenness integration and
greenness level. The differences in advertisingcadisses derive from both
organizational resources and firms’ embedded ecanonhistorical, and
social-cultural contexts. Such differences prowetutual constitutive or dialectical
relationship between language and society and dpuwble argument that although
firms play active role in constructing discoursed ajreen advertising discourse can
be seen as corporations’ discursive approach teaelenvironmental governance,
their discourse is nevertheless constrained by lmvtanizational internal and

external influences.
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“The English language has never been greener; thiehEhas never been more

polluted.”

Brad Benz, 2000
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Chapter 1 : Research Introduction

1.1 Introduction

This chapter introduces this research aimed atystgdcorporate environmental
(green) advertising. Firstly, the background to tlesearch is provided, and its
objectives, purposes and significance are idedtif&econdly, the research questions
are presented and the methodological approachiti¢aliDiscourse Analysis (CDA)

is briefly outlined. In the end of this chapter #teucture of the thesis is described.

1.2 Background of Research

Undoubtedly, environmental ideas are now playingiraportant role in society
(Hajer, 1995). Public concerns over environmergaliés have produced a dramatic
increase in the number of “green” or environmeifftig@ndly product introductions
(Drunmwright, 1994). Scholars (e.g., llinitch andh8ltegger, 1995; Porter and
Kramer, 2006; 2011; Prahalad and Hammond, 2002)eatigat firms leverage their
green products and environmental practices to gaonomic benefits and market
position; “becoming green” is seen as a way toasagheir business. Furthermore,
many companies are engaged in environmental magk@Bahn and Wright, 2001).
For example, General Electric has allocated a anbat portion of its $90 million
corporate advertising budget to express and breadta eco-stance; its biggest
marketing push since the launch of its “ImaginatadnWork” positioning in 2003

(Creamer, 2005:7).

In this background, corporate green advertisingsrgento manifest the combination
of the globalized “green movement” and corporateket@ng. “Green advertising” is
defined as commercial advertising that uses anremviental theme to promote

products, services, or corporate public images €Baa et al., 1995). The term

14



“green” implies an underlying concern for preseivatof the environment and a
noninvasive lifestyle (lyer and Banerjee, 1992).developing economies such as
China, marketers also begin to make effort to taifge increasingly lucrative green
segment of the Chinese population (Chan, 2000; €@aal., 2011). Like their
counterparts in the West, these “green pioneer sfirmely on environmental
advertising to communicate the eco-friendly aspeftsheir green products (Dali,

20104, b).

While green advertising can be seen as a compakatiew phenomenon, especially
in developing economies such as China, advertisiag long been playing an
important part in all types of contemporary medilaere have been criticisms against
commercial advertising and believing that adverfsposes a serious threat to the
environment (e.g., Jhally, 2000; Léwy, 2010). Feample, Lowy (2010) argues that
advertising fuels the fetishism of commodity proiitue and plays an essential role
in the production of consumerist demand by inventfialse “needs” and by
stimulating the formation of compulsive consumptioabits, totally violating the

conditions for maintenance of planetary ecologazplilibrium.

However, green advertising, by claiming its prondobgand or product as “green”,

seems to have removed its negative environmenfzais. But a growing number of
studies (e.g., Alcott, 2005; Backstrand and Lovdr&2006; Banerjee, 2003; Bohm
and Brei, 2008; Carvalho, 2001) have suggestes siill not a fact that business has
become reconciled with the environment. Therefa®mercial green advertisings
are likely to cover the conflict between environtanprotection and business
production and consumption. And the corporate gesiertising discourse connects
consumerism to environmentalism and seems to ali@yarticular kind of green

delusion to consumers.
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To be more specific in this research context — &hinhas been observed that green
advertising is rising phenomenally, despite it eat its beginning stage in this
emerging economy (Dai, 2010a). As scholars (e.gisdrowitz et al., 2006;
Thompson, 2005; Whalley, 2008) argue, environmegtaicern, in addition to
freedom, liberty, and human rights, is becoming important pillar of global
citizenship and a more pressing global issue intiaddto expression of global
culture. However, existing studies (e.g., Childaket 2007; Tsai, 2001; Weller, 2005)
have suggested that the environmental protectistitutions as well as Chinese
people’s understanding of the environment vary frasn Western counterpart.
Similarly, as Corbett (2006) contends, “the soaahstruction of nature or the
definitions and meanings, which people tend todothifough social interaction about
nature, can be quite different from culture to wrdt, and furthermore, all
environmental messages “have ideological rootsahfatieep and that are influenced
by individual experience, geography, history, andglture” (Corbett, 2006:6).
Therefore, firms tend to adjust their environmemalssages to their target audience,
especially via the use of green advertising. Aredrépresentation of the “greenness”
constructed by firms operating in China (corporatevironmental responsibility
practices, environmental features of products/sesyiis likely to be influenced by
Chinese contexts. As both multinational corporaicand Chinese indigenous
companies are launching their green products anduging green advertisings in
Chinese market, the discourses of their green #dweys might be featured
differently, based on differences in their underdiag and experiences on green

marketing.

These concerns discussed above influence the chsead lead to the investigation

on corporate green advertisings in China.

1.2.1 Investigating Corporate Green Adverting in Citical Discourse Theory

16



Advertising language is a type of discourse and tbsearch explore the discursive
dimensions of green consumption advocated by compamcknowledging the
textuality of meanings of consumption and consuowture as socially constructed
(Arnould, 2006; Arnould and Thompson, 2005). Whils¢ discursive perspective
sparked by the linguistic turn has been integraiatb management and
organizational research, it has been slow to bentak marketing research literature.
Among the growing but limited marketing studies hwitliscursive perspective,
advertisings are conceptualized as pieces of allfistion which has a linguistic
texture (Stern 1989, 1991), and consumption igpnéted as a textually constructed
cultural discourse (e.g., Schroeder and Zwick, 2@¥hroeder and Borgerson, 1999;
Thompson, 2004; Thompson and Tian, 2008). Discoaseording to Alvesson and
Karreman (2000), is defined as language use thahges and naturalizes the social
world in a specific way and thus informs socialgbiges. Such practices “constitute
particular forms of subjectivity in which human getis are managed and given a
certain form, viewed as self-evident and ratior{@000:1127). Thus, discourse does
not only describe the social world; it also crea#wsl organizes social structures
within which “specific subject positions” (LazarD@0:376) are made available to
social actors. As Kress and van Leeuwen (2001,sthscourse is constructed in
order to fulfill needs and perspectives. Moreowdscourse constructs meanings and
relationships, helping to define common sense agdimate knowledge (Dryzek,

1997).

Companies use green advertising in both textual\aswhl forms. The discursive
work that language and visuals in green advertsspgyforms is to represent entities
such as environmentally beneficial products/sesjieed to construct social realities
such as corporate environmental responsibility #red values/meanings of green
consumption. This process of representation andtamtion depends on how

language is developed and operationalized as wdtlyawhom (Fairclough, 1992).
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Based on such viewpoint, advertising discoursesaate to favour or exaggerate
certain descriptions of reality, and empower cartipected and advertised practices

while marginalizing others.

To be more specific, as one type of advertisingcalisses, corporate green
advertising discourse is subtly different from athigpes of corporate green
discourses (such as CSR report discourse) becansemearcial advertisings aim to
promote consumptions and thus potentially involvethaterialism, and materialism
is intrinsically contradictory to environmentalis(Banerjee and McKeage, 1994).
Nevertheless, just as advertisings are not newtwls but rather a product of
discursive manipulation and, in some extent, auwlgee struggle (Livesey, 2001)
and many firms are adept at shaping consumer dgstiand preferences (e.g.,
Schudson, 1984; Thompson, 2004), firms seem likelye active agents in dealing
with such contradict and in the making of the “greealities” through corporate
discourse of their advertisings. Conceptually idiscourse theoretical perspective,
“greenness” can be understood as “contested” afitbating signifier” (Laclau,
1990), in the sense that while the concept hasdiypadlic acceptance, its meaning in
corporate advertisings is contested as “competisgpdrse seek to fill the term with
their own particular meanings” (Jorgensen and p4$1ili2002:28). Therefore, the
meaning of green consumption can be as much aidmnof what the company
chooses to present, lead consumers to believd, iaof what consumers want or
demand (McDounagh and Prothero, 1997). Since “geesi or environmental
responsibility is not only the colour of green @erhlly understood, but also largely
an intangible aspect of products, the challenge donrporate advertising is to
cultivate their environmental-responsible imagewasdl as to navigate consumers’

understanding of corporate greenness.

Mass communication and marketing researchers heae $tudying green appeals in
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corporate communication (e.g., Todd, 2004; van @ach Apeldoorn, 1996; Zinkhan
and Carlson, 1995). However, the debates have dettdassume green marketing
and communication as an instrumental role whichlifaes rather than make
meaningful the consumer’s environmental responsibdhoices, and focus on
classifying consumers and determining if “greenpegls have marketing results
(e.g., Coddington, 1993; Moisander, 2007; Murch74)9 while the constructing
effects of green advertising as a cultural andtigali role (Ryan, 2012; Thompson,
2004) helping firms in gaining acceptance as welaetively influencing consumers
through discursive manipulation in the greeningstonption are seldom discussed
(Brei and Bohm, 2011; Budinsky and Bryant, 2013yu@aa and Crane, 2008;
Hansen, 2010). Based on Wodak and Meyer (2001a®yament that “suggesting
how ‘happy’ people will become if they buy speciionsumer products is also an
exercise of power”, the commercial green advewdistiscourse indexes and
expresses power. Moreover, Harbermas’ claim thahdliage is a medium of
domination and social force and it serves to leg#e relations of organized
power...language is also ideological” (Habermas, 192%9). From above
perspectives, this study on corporate advertisiitg & critical discourse theoretical
perspective is also to investigate the power matate by and the ideology

embedded in corporate green advertising.

1.3 Purpose and Significance of the Study

This study is an exploration of the potential of £br analyzing corporate green
advertising. It analyzes both the texts and visiuralan effort to understand how
companies use language, and explores the typegssdages that firms communicate
via websites. The overall aim of my research isptovide an in-depth, critical

analysis of the discourse of corporate environmergsponsibility, and produce

critical knowledge that enables people to root theé delusion of problematic

greenness.
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There are three theoretical contributions in thiglg Firstly, this research extends
the corporate environmental responsibility literatlby showing how corporate
environmental responsibility is discursively consted through corporate green
advertisings. Secondly, linked into consumer celtthreory and by accepting that
corporations are capable to influence the meanfngneironmental responsibility,
this study advances a critical understanding of Homs influence the nature,
meaning, and knowledge of environmental consumptibmirdly, this research
contributes to literature of green marketing byding out how green advertising
practices vary and identifying the characteristias green advertisings in a

developing country context.

In a practical sense, as investigating the usesogdorate advertising language is
important to understand how firms represent theeg products and themselves,
and construct environmental responsibility and nregof green consumptioit,is
also important to understand the social implicatioh corporate green discourses.
The way that green companies represent themsetvesvaronmentally responsible
and market their green products online has sigmfie for diverse stakeholder
groups and practitioners such as investors, pulnlédia, customers, suppliers,
activists, employees, and academia. Different taditional mass media, the
information presented on corporate websites is veited by the gate-keeping
function of journalists or barred by temporal resions of broadcast and print media.
As a consequence, firms have more scope and povpeesent favourable images of
themselves and more freedom and space to appliegittacommunication. As
corporations begin to adopt and are able to tramsfthe discourses of the
environment, the crucial question will be what irtiptne discourse of business has
on shaping the discourse of environmental and deweént issues, and thus on

people’s understanding of the environmental problseif (Livesey, 2001). Overall,
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it is significant to understand the implications aarporate green advertising as a

discourse and its effects on the process of enwiesttal protection.

1.4 Research Question

It is still not clear about the constructed measirmj commercial greenness, or
business’ perception of environmental managemeit emvironmental problem
solving. It is also not clear that how companieskenafforts to contribute to the
commercial greenness through their green advegsisinfhe process of firm
constructing the meanings of greenness throughr thdvertisings is unclear,
especially in the Chinese social context, where itidustrial development and
people’s understanding of natural environment ctnddsery different from the their
Western counterparts. In the light of the resegayh, the main research question of

this study is developed:

« How do firms construct the corporate greennessutiirogreen advertising

discourse in their corporate websites?

As defined above, “corporate greenness” in the arebe questions means the
representation of firms’ green products/service arwrporate environmental
responsibility, as well as the meaning of greensaamption. Since little is known
about the nature of green advertising discourseamk on corporate website, the
preceding question will serve as a principal guideinvestigate the advertising
discourse, and it focuses on types of discoursigedn corporate green advertisings

on their websites.

This research is multidisciplinary and, thereforequires a methodology that

explores and enables emergent themes. Fairclo@§li)2 approach to CDA allows
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the researcher to analyze language in use in catggreen advertisings online with
different levels of focus, namely textual, discuesiand socialln accordance to
Fairclough’s framework, researchers with a cultupdrspective on studying
consumption discourses (e.g., Roper, et al., 20&mpson, 2004) point that
consumption discourse involve three dimensions whre “the linguistic features of
texts created by marketers; the conventional idgoéh modes of cultural meaning;
and the constraints of the institutional settingsvhich these play out” (Roper, et al.,
2013:380). So the research question aims to findhow do firms represent their
green brands/products/services through green asimgrtdiscourse in linguistic,
discursive and societal levels. Moreover, Thomp$2004) indicates that the
discourse analyst should locate processes of ngan@ation within a broader
institutional context. Such institutional contexhda its relationship to firms’
responsible practices have been growing, for exemgttant literature on firms’
varying corporate social responsibility practicesl aheir embedded contexts (e.qg.,
Campbell, 2007; Doh and Guay, 2006; Amaeshi, et28l14; Moon et al., 2010)
suggests that corporate green advertising disceuasea manifestation of corporate
responsibility practices, can be influenced byrtharing institutional environments
and therefore the greenness could be constructésteditly. According to above
arguments, the following sub-questions are develoged they provide a more

specific focus for analyses.

1.4.1 Research Sub-Questions
» Are there any similarities and differentces betwéss advertising discourses
used to represent greenness within the studiedcategories of companies

and what are they?

* What are the influential contextual/social factaeusing the similar/different

features in the discourses?
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Based on Fairclough’s CDA framework (2001), thestfiresearch sub-question is
aligned with the textual and discursive dimensionglescriptive and interpretive
analyses, and it intends to identify similaritiesdadissimilarities between the
advertising language used to present greennesswitéd studied two categories of
companies. The second research sub-question sriatal analysis and focuses on
explanations of interpretation findings by lookimgo the larger cultural, historical,

and social contexts.

1.5 Methodology

This study employs a discourse-analytic framewdrét tsheds light on how the
discourses of corporate green advertising are nmistl by the firms in the social
context in China. | propose to undertake a critdiatourse study of corporate green
advertising discourse in an effort to better un@ded how language and other
semiotic signs impact the increasingly common phetwon of green marketing
practice, namely green advertising. In so doin¢gkie the position of Fairclough
(1989; 1992) and other critical discourse analystg., Wodak, 2001; Wodak and
Meyer, 2001) who recognize that language use feran“of social practice in which
individuals act upon the world and especially ugach other” (Fairclough, 1992:
63). Fairclough (1992, 1995a, 2001) argued thaiuipn the close, careful study of
language, it is possible to not only describe amdrpret representations, but also to
explain the formation of relationships, structuremd processes that affect

individuals who are embedded in language.

CDA goes beyond traditional discourse analysis by anly seeking to describe
language in use, but also to analyze, interpret explain the significance of the
relationship of representations embedded in diseo(ffairclough, 2001; Gee, 2005;

Kress, 2000). The “critical” component to Fairclbigy(2001) theoretical approach is
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concerned not only with overt or seemingly obvioggresentations in language, but
also with obscured or opaque messages veiled oeduheld when given only a

cursory overview.

Methodologically, Fairclough (1992; 1993; 1995a;02D provides an analytic

framework researchers using CDA can employ to iihate representations within
the text. Fairclough’'s framework (see Chapter 3vples a systematic set of
inquiries to analyze both textual and visual camgs in relation to social

phenomena. Richardson (2007) points that CDA gamgrd a simple content
analysis and strives to unearth the complex anedgrocesses of meaning-making
manifested in and within texts. In essence, CDAvedl for recursive movements
between linguistic and social properties with adisive set of inquires that examine
of textual and visual representations and the tgbilo examine micro-level

representations in text that contribute to macwelleexplanations of what the

representations mean at a societal level (Rogéz})2

1.5.1 Data Collection from Corporate Websites and &a Analysis

In the digital era, corporate websites have becaneehicle to market and
disseminate advertisements (e.g., Nielsen, 2002artgwet al., 2003) and corporate
websites have been treated as a type of advertisatgnot only builds a brand for
the company, but also offers some depth of infoionahat could not be provided in
traditional media-based advertising (Hwang et 2003). In addition, firms can
effectively communicate their environmental resploitisy initiatives/practices
through their own corporate websites (Basil andaititon, 2008; Capriotti and
Moreno, 2007; Coupland, 2005; Esrock and Leich898 Gomez and Chalmeta,
2011; Hurme, 2001). The one way style communicatieatures the current
corporate online communication and thus makes tinpocate website discourse a

kind of corporate advertising discourse: firms e information maker and sender,
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and the consumers are the information receiver. |&ble of vetting also heightens
public distrust of firms’ self-presentations ancenss skepticism of the reliability of
web-based information, but few existing studies lypg critical perspective in
examining such discourse (Hurme, 2001). So it ipartant to examine the online
advertising language firms use to represent themseNielson, 2002; Basil and

Erlandson, 2008).

In addition, Flick (2009) states that websites make examples to study to “show
the social construction of reality” (p. 278). Asporate websites serve as one of the
main channels and as a form of broadcasting gréeerisements, websites provide

rich data sets for my research.

It is worth investigating the linguistic or discius features of corporate online green
advertisings (Nielsen, 2002). Despite the primaoie rof corporate websites in
presenting corporate green image and advertisimgsfigreen products/services,

limited research exists examining this type of disse on corporate websites.

For a more practical reason, because that theqoethf print media, TV channels,
and websites available across the globe make ibssiple to closely follow a
company’s green discourse at all levels. Therefmgorate websites are singled out

and utilized as data sites for investigating gragvertisings.

This study will focus on four companies that adweerttheir environmental
consciousness, image, and product through corparabsites: General Electric in
China, Unilever in China, BYD Auto, and Landsea Ré&state. These four
companies are categorized into two groups: CatefjdgE and Unilever as MNCs
subsidiaries) and Category 2 (BYD and Landsea aseGé indigenous companies).

Such categorization is based on the similaritiethiwieach category pertaining to
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their position in green ranking (China’s green camips ratin§ company type
(transnational, indigenous) and the green impadheir green product/service in
Chinese market (market share, market position,paofit from green business). To
study these corporate websites in details, | sébegttypes of web pages from which
green advertising discourse can be identified foalyses: Home page, Company
Introduction page (or About Page), CSR/Sustainsghidage, and Products/Services
Introduction page. The first three pages aims tvide background and general
information of the company and its products. Tobeed, the products/services page
includes more detailed information than other pades example, firms’ green
innovative products/services are presented in moliial discourses (Kress and van
Leeuwen, 2001): in addition to textual informatfoind in the other web pages, the
product page also features with equal weight omaftisnformation such as video

advertisement clips.

1.6 Limitations

Firstly, due to the nature of qualitative reseagdmeralizability is not a primary goal.
However, since the unit of analysis is advertisifigsn a variety of corporate
websites in two categories, this study may prowdé&iable insights to a larger
audience. Another limitation is that only a few quanies were selected to represent
an array of companies who conduct green busine&hina. Previous research has
suggested working with a sample that is small wdwrducting a close, careful study
of language (Askehave, 2007; Pitts, 2004). Theegfother types of organizations
are not represented in this sample (e.g., SOESdfiransl from many other industries).
However, as scholarship evolves, future research fo@us on other types of firms

in order to ascertain the types of language at warkheir green advertisings online.

! The rating is established by the China Entrepreneur Club as a private non-profit organization committing to
nurturing entrepreneurship and business integrity while paving the future of sustainable economic and social
development. The rating criteria can be found at
http://www.daonong.com/cec/green/2012baigiang/2012baigiang.html 2013/10/5
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Secondly, the nature of qualitative research oftesitions the role of the researcher
as the primary instrument of data collection, asialyand interpretation (Creswell,
2003). Since language is socially constructed angmnstatic, the researcher is not
immune to the process and product of these congingc Therefore, the findings,
interpretations and conclusions are limited to tifahe researcher. Yet, the utility of
discourse analyses, including CDA, is the reseaichbility to make interpretations
and explanations through reflexive and rigourousthogs of inquiry (e.g.,
Fairclough, 2001; Fairclough and Wodak, 1997). 8esj from the interpretist
perspective, it is difficult to determine whethée tmetaphysical ontology of this
study of corporate greenness is the actual trutiotrYet, while there is an external
reality independent of the human mind, there i® aésistance to it (Sayer, 1992).
Therefore, interpretists should focus on the epigtagain about truth no matter how
many limitations the research may have, and nataiwy about the absolute truth. In
Chapter 3, the Role of the Researcher and Researdmeirnal will be elaborated
and further detail about the information regardamgses and subjectivities that shape

the member resources of the researcher will beigssd.

Lastly, critiques of CDA (see section in ChaptdéoiBmore detail) and visual analysis
have suggested that since both are relatively tecedevelopment, much of the
research utilizing methods of inquiry on languagenains exploratory and lacks
“genuine analytical procedures” (Flick, 2009, p.6R4Nevertheless, research that
examines language is crucial to the refinementushsanalytical procedures (e.g.,
Fairclough 2001; Gee, 2005; van Dijk, 1993). Irsthénse, the research contributes
to knowledge by extending CDA and applying it torpmrate green advertising

studies, specifically in a developing country cahtich as China.

1.7 Organization of the Study

This section provides a preview of how the chaptaems organized. Following

27



Chapter 1 in which the statement of the problenckbeound, purpose of the study,
research questions, significance, and limitatioespaesented, Chapter 2 will provide
a review of literature relevant to the current gtu@hapter 2 includes four parts: the
first section presents a historical review on greesrketing and advertising and
discusses the conceptual framework of corporaté&r@mmental responsibility, and

its intersection with marketing and advertisingedsh. It provides context and
shows the driving forces behind the developmentosporate green marketing and
advertising in both developed and developing ceesitiThe second section includes
an examination of the limited literature on theeraf corporate web site in the
corporate green communication and marketing, and how firms represent

themselves online. The third section surveys theipaof literature and research on
green marketing and advertising discourse in dcatitperspective. So this part
briefly introduces CDA as both a theoretical andlgiical framework for this study.

As CDA origins from Discourse Theory, the fourtrctsen reviews this theory and

brings forward research questions.

Chapter 3 firstly provides a brief review of CDAjchits development as a method
and theory, as well as its application to this gtlickhen introduces the methodology,

sample, data analysis tools, and role of the rebear

The data analysis results are presented in Chéphnapter 5, and Chapter 6. In line
with Faircloug’s CDA framework, Chapter 4 firstlyescribes the advertising

discourse in a textual level, it is then followeg ibterpretive analysis and response
to the first research sub-question in Chapter ®nTih Chapter 6 societal analysis is
conducted and provides answers to the second obssab-question. Chapter 7
contains a discussion and a summary as a respon#® toverarching research
questions. Chapter 8 gives a conclusion and previaglications for practice and

indications for future research.
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Chapter 2: Review of Literature

2.1 Introduction

The overall goal of this research is to examine hlmmmpanies use discourse to
represent themselves as “environmental repsonsibled how they construct the
meanings of green consumption in their green awegs on corporate website.
This chapter reviews the extant literature whicdkeinto formulating the research

questions.

There are four parts in this chapter. Part | opeitk an overview of the existing
studies on green marketing and advertising. It thceeds to an historical review
of green marketing and advertising, and explordgk bwe conceptual framework of
corporate environmental responsibility and its ne¢etion with marketing and
advertising research. This section considers thetego for, and the driving forces
behind, the development of corporate green maredimd advertising both in the
West and in China. As the research focuses on the of corporate green
advertisings from corporate websites, Part Il negiditerature on the role that
corporate websites play in corporate “green” comication and marketing. Part Il
then critically surveys the literature on green keéing and advertising, which
informs this research. This part also briefly idinoes CDA as both a theoretical and
analytical framework guiding this study. In the ewfdthis chapter, Part IV outlines
the discourse theoretical approach and summarsedheoretical framework and

introduces the research questions.
2.2 Part I: Green Marketing and Advertising

2.2.1 The Development of Green Marketing and Adveising — a Historical

Review
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2.2.1.1 Advertising and the Environment

In the domain of business, advertisement is a fofmarketing communication. In

Richards and Curran (2002)’'s definition, advertisicse a paid non-personal
communication from an identified sponsor, using snasedia to persuade or
influence an audience. In the Iatethlﬁentury in Western capitalist countries
advertising was turned into “an institutionalizegtem of commercial information

and persuasion” (Williams, 1980:170). Modern adsery emerged along with the
rise of large scale industrial capitalism, as atpaf a wider system of

“market-control”, which included other tools suck &he growth of tariffs and

privileged areas, cartel-quotas, trade campaignse-fixing by manufactures and

economic imperialism” (ibid: 178).

According to Williams (1980), advertising’s goal sveo stimulate market demands
for commodities. It accomplished this by attachingrealistic fantasies and
wish-fulfillments to material objects, so that tbesiaterial objects promise, but
never fulfill the needs and wishes of consumerslli@akis, 1980). By keeping

consumers constantly under-satisfied, advertisiagaged to stimulate consumption
and fuel the capitalist economies of mass prodociiod mass consumption (Lowy,

2010).

Moreover, to quicken the process for commoditiesgtothrough the capitalism
circuit of production, distribution, and consumptioadvertising helped create a
consumer culture that radically challenged thesitas definition of consumption so
that profit can be returned (Jhally, 2000; Lowy,1@D In classical economics,
consumption was defined as the “use of goods irs#ttisfaction of human wants”
(Kyrk, 1923:4). This view of consumption concepizedl want or need as a
pre-social, biological instinct that must be fuéd in order to sustain life. Also a

proponent of basic “human requirements”, Karl M@r276) proposed his critique of
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the separation between use-value and exchange-ialie mid 19th century and
questioned whether the capitalistic exchange systemable to reflect the

commodity’s ability to satisfy instinctual needs.

Radical challenges to the notion of instinctualdseeame from critics in the 20th
century, who witnessed the full blossoming of thgeatising and consumer culture
in Western societies. These critics (e.g., Adonma ldorkheimer, 2002; Featherstone,
1991; Paek and Pan, 2004) pointed out that instéagklling the utilities of the

commodities which were addressed to fixed consumeeds, the advertising and
marketing industry “attached to them new imagessgds which can summon up a
whole range of associated feelings and desiresitlféestone, 1991). The shift from
need to desire as a motivational force constitdtes fundamental dilemma of

consumerism: while needs are supposedly biologarad limited, desires are

enmeshed in social and symbolic relations and #rasinsatiable. Therefore, turn
people with needs to consumers with endless desireaonsumption, and bases the

consumerism society.

Appealing to insatiable desires instead of the tBohineeds, consumerism turns
humans from users of objects to consumers of ptediilliams, 1980). According

to Williams, the word “consumption” is originally eetaphor drawn from the

stomach or the furnace. The market, in this sdmseomes a gigantic “furnace” and
the consumers become the “channels along whicpribduct flows and disappears”
(p. 187). And the social symbolic construction franivertising acts as a “digestive
enzyme”, sustaining such consumption process. Bgudsively stimulating desires
and constructing meanings of advertised commodgliadsertising has come to be
professionally dedicated to the stimulation of dngaconsumption and performs the
essential role of fueling the consumer economys Hgantic “furnace”, however, is

rapidly burning up the Earth’s natural resources.
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The dramatic increase in consumption resulting framculture of excessive
production and consumption has lead to environnhetriaes such as resource
depletion, waste overflow, air and water polluti@and most importantly to the

international community, global warming.

Though consumption related environmental threatgir@ated from developed
countries, they are now seen in China, an emergomgumer economy with the
world’'s largest populatioh Since the economic reforms in 1980s, China has
experienced an unprecedented rise in householdh@a@md an increased appetite for
consumer products. Soon after China’s Open Dodcy@oisot and Meyer, 2008),
commercial advertising appeared in public spacesgduglly replacing the
state-produced propaganda which had preached isbaidéologies for decades.
During this period of economic reform, multinatibredvertising agencies also
started to set up branches in China (O’Barr, 200fgse agencies, as the vanguards
of consumer culture, began to launch advertisingpzagns that not only exposed
the Chinese to Western forms of art, but also geadrtheir unyielding desires for
Western consumer goods. In the process, they alsstrocted the meanings of the

consumption lifestyle.

The rapid growth in China’s domestic consumer defsaimdeed drives China’s
capitalistic economy, whilst placing China’s envineent at risk. The mix of China’s
stunning economic growth and its colossal-sizedufan is, therefore, a major
cause of ecological disaster (Smith, 1997). Chs&equently haunted by severe
crises related to environmental degradation (Rezetlal., 1997), for example, water
and air pollution, solid waste overflow, deserafion, and the reduction of

biodiversity (Kahn and Yardley, 2007; Ma, 2007).

2 The population in China is 1,343,239,923 in 2012. http://www.internetworldstats.com/stats8.htm 2014-6-1
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The exacerbation of China’s environmental condgicaises a critical question about
the relationship amongst consumption, advertisimg the natural environment: To
what extent is the business advertising respongiblpeople to pursue the Western
high-consumption lifestyle? If all six billion pelgpon earth began to live like
Western populations, what kind of burden would l@eed on our ecosystem? Jhally
(2000) argued: it is time for consumer societydokl into the future of the human
race and start shifting its current direction befar is too late. Furthermore, he
claimed that the current commander of our consutnéure — advertising — was
inadequate in navigating this necessary changéreftibn because “the time-frame
of advertising is very short-term. It does not amege us to think beyond the
immediacy of present sensual experience. The walwe collective social future is
one that does not, and will not, find expressiothimi our commercially dominated
culture.” (Jhally, 2000: 58). Therefore, designedbtoduce instantaneous pleasure,
advertising seems to be unsuitable for future ptaga and long-term strategic
planning. Its myopic nature also appears to comstta ability to express concerns
for human welfare on a communal and societal ldnahis sense, green advertising
and the rise of green marketing advocating for mvhental protection seems to be
a paradox. But is Jhally correct on his claim tiet advertising is short-term time
frame and thus inadequate in navigating a chargge éndless consumption toward

environmental concerns and practices?

2.2.1.2 The Rise of Green Advertising and Marketimgthe West

In the face of threats to the environment, greemketang, which seems to have
disapproved Jhally’s viewpoint on commercial adgery, began to advocate the
long-term socio-ecological harmony of the planeteéh marketing was defined as:
“all activities designed to generate and facilitatey exchanges intended to satisfy

human needs or wants, such that the satisfactidhesie needs and wants occurs,
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with minimal detrimental impact on the natural enmment” (Polonsky, 1994: 391).
Similarly, Lampe and Gazda (1995) defined greenketarg as the marketing
response to the environmental effects of the deggduction, packaging, labeling,
use, and disposal of goods or services. As oneitgctf green marketing, green

advertising seems to be effective in bringing emwmmental improvements.

The 1960s environmental movements in the Westerrldwinelled the rise of
citizens’ concern about the effects of industriggbices on the natural environment
(Rootes, 2008). The background to green marketiag e found in the
Environmental Protection Movement, which can beddaback to Europe: the 1960s
witnessed the rise of environmental concerns. Aigiothese were primarily elitist,
nevertheless in 1961 the World Wide Fund for NatQAMWF) was established
(Rootes, 2008). In the US, the publication of R&€eson’sSilent Springnarked a
decisive step forward towards the growth of envwinental consciousness. In 1988,
the first green consumer guide was published inX&, signaling the rise of “green
consumerism”, which was defined by Irvine (1989) “#se use of individual
consumer preference to promote less environment@ddignaging products and
services” (Irvine, 1989:2). Afterwards, “eco-fridytl claims began to appear on
product packages as well as advertisements. Gregketmng, over the next two
decades, evolved into a multi-layered, diverse maexlilture, ranging from green
product advertisements, green corporate image dgmgagreen public service

advertisings, to green lifestyle journalism (Irvii®89).

With portrayals of ecological harmony, promises intlividual wellbeing and

preaching of civil responsibility, green marketibhgcame a prominent trend in
contemporary advertising culture. Supporters oegremarketing not only valorized
it for fostering eco-friendly consumption habitstlalso praised its ability to raise

the public’s environmental awareness, or consciessnFor example, Hailes (1998)
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argued that green corporate advertising campaigashe corporations’ international
prestige to “green the consciousness” of the Amaeripeople and thus should be
considered as a progressive social movement. Cgli®®8) suggested that
advertising is a good medium for reaching out ® gleneral public. Because of its
art of brevity, capacity in commanding audiencétgergtion and its use of television,
advertising is able to touch the population thag¢ ttientific communities or

governmental agencies are desperate to reach. Cogpgeen advertising with

popular media’s representation of ecological issiesthero (2000) pointed out that
news accounts always “polarize and simplify the aing debate concerning

sustainability” and “disable a more detailed analysf the central issues”; but
advertising is “a productive, persuasive and compative medium that can be used
just as successfully by those seeking to achiewrarmmental enlightenment as it

can for those who aspire to ecological martyrdop4@).

In existing research (Menon and Menon, 1997; Reattid Crane, 2005), green
marketing can be generally categorized into eneingoir marketing and compliance
marketing. Enviropreneur marketing refers to indials or companies are
innovating green products and bringing them to mia(kienon and Menon, 1997).
These enviropreneurs can be either small and mediompanies that make
environmental friendly products, or large corpamas that manufacture traditional
products as well as green ones; for example, UsileBainsburys and Boots

supplemented their existing ranges with green ke d@Rdattie and Crane, 2005).

In comparison, compliance marketing implies thatpanies’ green initiatives or
environmental responsibilities are just responsesegulation (Peattie and Crane,
2005). In a passive and more imitative stance, emegs with compliance green
marketing see their compliance with environmenrggidlation as an opportunity to

promote their green credentials (Bansal and Rof@i®§0R Hence there are firms
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nominating themselves for an environmental excedteaward only because of their

compliance with all relevant environmental laws.

2.2.2 The Recent Development in Green Marketing andsreen Marketing
Research

Green marketing experienced ebbs and flows sirscentergence in 1990s. Early
market research findings suggested that there wajer changes and innovations
towards green marketing. For example, Vandermema @liff (1990) in their
survey found that in response to green concerns, rtfajority of European
multinationals has changed their products and proolu systems. In the US, Ottman
(1993) found that introductions of green produétaductions doubled between 1989
and 1990, and continued to grow in 1991. Meanwinlehe domain of green
advertising, the volume of green print advertisetmemas found to grow by four
times in this period (Ottman, 1993). Menon and Meri®997) asserted that the
green market appears to be real and growing. Sgatefi trends” have also been
reflected in the business literature: in this pgrigrowing studies illustrate how and

why green marketing could work.

This optimism did not last long. For example, Mliste(1995) research in his
samples found the number of green consumers iregtesigghtly since 1990, and a
significant gap between concern and actual purogasas identified. Such findings
were echoed by others (e.g., Wong et al., 2005n&€r2000). Moreover, green
products seemed to have limited impact on consumgbehavours (Wong et al.,
2005). To be more specific, Despite the continueawth in green products of
certain markets, such as food and tourism, theeneasustainable growth in green
product introductions across the majority of maskdResearchers then began to
explore the reasons why green marketing was fatiffigulties and studies indicated

that green products faced various barriers, suchegative perceptions that green
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goods perform worse than conventional items, agt prices which limit the market

size (e.g., Moisander, 2007; Ottman et al., 20@@itte, 1999).

In addition to the studies focusing on the difftced faced by green marketing,
previous research in the green marketing has facosedifferent facets of green
marketing. For example, in the 1970s, studies pilyjnéocused on specific issues
rather than providing general overviews of the mienarketing: issues such as the
impact of increased prices on the demand of noapof oil (Kassarjian, 1971) and
the distribution problems encountered in recyclisgid wastes (Zikmund and
Stanton, 1971). In the consumer research fieldhasntain area developed in the
green marketing literature, scholars have focusadgeeen consumer buying
behaviour and the attitudes, knowledge and behawbaitizens towards ecological
issues; these have been examined for example, dgidyion (1993); Dembkowski
and Hanmer-Lloyd (1994) ; Kinnear et al. (1974)d adaloney et al. (1975). This
stream of research has continued to the presen{edgy Cherian and Jacob 2012;
Claudy et al., 2013; Connolly and Prothero 2008glther et al.,, 2007). Other
empirical research has focused on the firm sidectip subject areas such as new
product development (Blair, 1992) or particularustties such as chemicals (Peattie
and Ratnayaka, 1992) and detergents (Dermody anchélalloyd, 1995) have been
investigated. These studies explore issues sutheatrgeting of green consumers
(e.g. Laroche et al., 2001; Ottman, 1993; Ped@1), greening the marketing mix
(e.g. Hashem and Al-Rifai, 2011), and communicasimgtegies (e.g. Ottman, 2011).

2.2.3 The Rise of Green Advertising

As a communication approach in marketing and a ataryg practice, green
advertisings refer to appeals including ecologieasiyironmental sustainability, or
nature-friendly messages that target the needs dmsites of environmentally

concerned stakeholders (Carlson et al., 1993; ZAnkdnd Carlson, 1995). As new

37



products are positioned and developed, and as ggofms need to broadcast and
inform the pro-environmental aspects of their grgeoducts and services to

consumers, green advertising is on the rise.

As lyer and colleagues claim, environmental or gradvertising is advertising that
meets one or more of the following criteria: explycor implicitly addressing the
relationship between a product/service and theralenvironment; promoting a
environmental friendly lifestyle; or presentingienfs environmental responsibility
image/brand (lyer et al., 1993). For example, 8@ las eco-label can be seen as a
type of green advertising. Based on such definitRenerjee et al. (1995) claims that
green advertisements can be mainly categorized as:

1) Those that address the relationship between aalupt/service and the

biophysical environment in a direct or indirect way

2) Those that promote an green lifestyle with orthaut highlighting a

product/service;

3) Those that present an image of corporate enwviemal responsibility.

According to Banerjee et al. (1995), among the abdefined green advertisings,
some play an educational role (e.g., assistingeswes understand the nature of
environmental issue). Others are in nature commalefei.g., promoting company
products/services and inducing potential consumefen, too, some are

image-focused aiming to enhance firms’ green image.

As Easterling et al. (1996) claim, the first enmimeental advertisements appeared
when the first concerns about firms’ environmeritaésponsible practices were
discussed by the scientific community, public opmiand consumer activism (e.g.,
Carlson’s Silent Spring). In order to response e green concerns, companies

began to use advertising to promote an environmignfaiendly image to
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stakeholders (Peattie, 1995). A sharp increaseraengadvertising took place in
1980s mainly because of heightened public awarefoeshie environment, stricter
government regulations and growing competitive suwess (Kilbourne, 2004). More
recently, stronger environmental global stakehaldecluding international political
support, global legislative developments, and puinlierest worldwide have driven
corporate green marketing into a new era of “soatde development” (Banerjee,

2003; Belz and Peattie, 2009).

2.2.4 The Driving Forces behind Green Marketing andh\dvertising

Literature has suggested that there are drivinge®behind the emergence of green
marketing and green advertising. Three social m@msthat emerged in Western

societies since the 1960s need to be considered-ttae environmental movement

in the political realm; the neoliberal movementhe economic realm; and the New
Age movement in the religious and cultural realnocérding to Lampe and Gazda

(1995), multiple catalysts and pressures were lgethe rise of environmentalism

and green marketing in Western countries.

Political and economic driverdzirst, green marketing rose in response to theewav
of the American environmental movement. Initiatedthe 18' century by early
preservationists like Henry David Thoreau and Jbtuir, environmentalism took
the central stage of American politics in the 1960d the 1970s. The publication of
landmark books such as Silent Spring (Carson, 1988 Population Bomb (Ehrlich,
1968), and The Limits to Growth (Club of Rome, 1p@&w attention to the impact
of human civilizations on the natural environmehs. a result of vigorous political
struggles, several legislative breakthroughs wesidensuch as the Clean Water Act,
the Clean Air Act, the Endangered Species Act, toed National Environmental
Policy Act. In the aftermath of the Three Mile Isthaccident in 1979, anti-nuclear

activism also gained a wide appeal and promptedymaass demonstrations in the
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United States. Having watched a few decades of rabwesit ozone-layer depletion,
oil spills, and overflowing landfills, the publicedeloped a “general fear of an

ecological crisis and a public willingness to a@nith, 1998: 97).

In Europe, environmentalism also gained influeneé prominence in the political
realm. Belgium became the first country to elecedbis to Parliament in 1981.
Besides Belgium and Germany, in other European tdesn such as ltaly,
Switzerland, Netherlands, and Austria, Green pattad been represented in national
legislatures since 1990. Moreover, the British @rBarty won strong support (15%
of votes cast in 1989), and British political leexddebegan to promote the
environmental cause. The late 1980s had also vegethat environmentalists had
become “Europe’s most formidable and best organmedsure-group” (Knight and

Dimmler, 1989, p. 45).

The emergence of green marketing as the globaladpre also based on the
ideological economic neo-liberalism. During the @98 as the wave of
“liberalization” swept around the world, “state ergrises were privatized, private
businesses were deregulated, and government wetkeeinitiatives were cut back”
(Herman and McChesney 1997:26). The most prominesilts of these changes
were the cross-border expansions of transnatiooglocations and the rise of a
highly integrated global capitalist economy. Suchd@amatic shift in political

economy, write Herman and McChesney (1997), wa®mnalized by corporate

ideologies and the centerpiece was the free-matketogy:

“There is a strong tendency in corporate ideolagidéentify “freedom” with the
mere absence of constraints on business (i.e. eaonor market, freedom) [...]
it is argued that economic freedom is basic an@mtes top billing because in
the long run it will allow or even cause politidededom to emerge.” (p.35)

Due to the belief that the market is the best smiuto all problems, corporations
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became the primary agent in creating political gesnand resolving social crises.
Guided by this neo-liberalist ideology, since tl880Qs, the business world saw the
rise of the Corporate Social Responsibility (CSRyvement. CSR is a form of
corporate self-regulation designed to preempt gowental intervention (Wood,
1991). While the themes of corporate social resipditg are many, ranging from
public health to social development, environmeigsiies constitute one of its major

causes and attract many environmentally mindedwuoass (Andereasen, 1995).

Mass media driverThe media coverage of the environment is anotheind force

in shaping environmental issues and concerns ofptiidic. In the popularized
environmentalism in the West, the media broadcastettonmental damage events
to the public and fueled public environmental opmi Popular entertainers,
television and film professionals, and non-profitvieonmental advocacy groups
have all used the media to advance pro-environthentes (Blumenfeld and Gilbert,
1990). In the meanwhile, it also reflects the erapt@reen discourse in society. This
widespread effect of fear and the high level ofcawn from mass media paved the
road for green marketing which promised to bringkb@nvironmental harmony

between humans and nature.

Cultural driver: The final factor that drove the surge of green ratinky occurred in
the religious and cultural realm—the New Age spaltmovement. Drawing from an
eclectic mix of older religious traditions such Bisddhism, Chinese folk religions,
Hinduism, and Native American spirituality, the Né\ge movement took distinct
form during the 1960s and 1970s counterculture mmaveis and was strengthened in
the following two decades (Melton, 1989). Opposiluglist views on the relation of
people to nature and on people’s dominance power the nature,, and promoting
connectivity, New Age philosophy emphasizes theneativity between human and

the nature, and the sanctity of the Earth and Natdrile upholding the importance
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of spirituality and magic (Scott and Penaloza, 200&0-Paganism, one of New
Age’s most important components, challenged thesGan mandate to “dominate
and subdue” nature and the “instrumental, causeeffiedt ways of capitalism and

Newtonian science” (p. 60). It “gravitates towah@ newer visions of science, such
as Gaia theory and chaos theory, in which the esiplgon system connectivity and
interdependence rather than on isolated and abstearses and effects” (p. 61).
Echoing with the morals of the environmental movetmen multiple levels, New

Age philosophy is often adopted as a type of smtitremedy for the traumas
inflicted by industrialization, modernization, andpitalistic expansion. Many of its
discursive elements such as harmony, balance, ctvitg health, and well-being

have been appropriated by green marketing and bheageme popular commercial

lingos.

Indeed, it was by assembling catchphrases fronowarstrands of discourses drawn
from New Age philosophy (harmony, balance), envinentalism (nature, ecology),
and neoliberalism (ethics, responsibility) thategrenarketing was able to build up

its vocabulary and discourse which influences thyutar imagination.

The large body of literature focusing on the mdiasas behind the green marketing
and the realms from which the current green adsiegidiscourse derives, seems to
overlook the greening advertising process in deuetp contexts, such as China,
which holds very different societal, political amitonomic backgrounds. So in
practice, we must ask whether the green advertdiscpurse developed originally
from the West is then directly translates to Chirerket context or the adopted green
advertising discourse be reworked and localizetti@thands of Chinese advertisers?
The following section reviews the development afegr advertising in China. Lampe
and Gazda (1995) have asserted that the green flmremvironmentalism has been

from institutional pressures such as those exdayadvestors and employees, so will
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a varying institutional pressure result in differeieatures of green advertising

discourse?

2.2.5 The Introduction of Green Marketing and Advetising into China — a
Historical Review

Rapid economic expansion, the economic structure,cantinued reliance on coal
have kept China’s carbon dioxide emissions highngequently, China will likely
become the world’s largest greenhouse gases emiiteetime between 2010 and
2025. However, environmental protection policy offdittle help to lessen the
pollution (Hudson, 1997). It is phenomenal thategredvertising is rising in this

market, despite it being at its beginning stagd,(2@L0).

According to Li (2006), the process of introducti@mi green marketing and
advertising to China can be divided into three esadht its inception (1993-1994),
the importance of green marketing was first putwid for academic and
governmental discussion. In the growth stage (1B®%#), theoretical discussions in
academia mainly focused on the negative effect thirnational “green trade
barriers” had on China’s export trade. During thatumation stage (1998-present),
the academic discussion broadened to a whole féldyreen economy (green
consumption, green distribution, and green marggtiand the practices of green

business began receiving much more governmentabsufp. 96).

The Chinese government readily adopted the idegre¢én marketing because it
appeared to be a solution to China’s urgent dilerhbataveen economic development
and environmental deterioration. Since Deng’s eomooreform in 1978, the

government has faced numerous complaints aboutcgmaental problems, most of
which have come from residents of China’s Eastewh outhern urbanized coastal

zones (Dasgupta and Wheeler, 1996). The first maime environmental

43



controversy was initiated during the early 1990s@wnding the construction of the
Three Gorges Dam. This event at once made envinostanproblems the center of
national attention (Jing, 1997). In 1992, Chinaematied the United Nations
Conference on Environment and Development (UNCEer this event, official

governmental discourse began to shift from simmlenemic development to a

policy of “sustainable development” (Wang et a009).

However, in the following decades, the exponergralwth in the Chinese economy
and the industrialization and privatization indugeresponsible exploitation of
nature, leading to a drastic reduction of availaklources and exacerbation social
conflicts. In the face of severe social and enwimental conflicts, in 2005 President
Hu Jintao put forward a new political slogan at tiNational People’s
Congress—"Building a Harmonious Society"—aimingdaecting China away from
single-minded economical development towards an radivesocietal and
environmental balance. This political milieu waghiy conducive to the promotion
of green marketing in China. Thus, the current autftive definition of green
marketing, offered by Wei and Si (2001), runs dipse line with the governmental

rhetoric of “harmonious society” and “sustainabéyelopment:

“The goal of assuming social responsibilities, potihg the environment,
efficient use of resources, and long term develogmentrepreneurs take
corresponding measures in the whole process ofuptodesign, production,
sales, after-sale service, in order to ensure threetway balance among
consumer’s sustainable consumption, industry’s asugble production, and
society’s sustainable development” (p.32).

Promoted as a part of the official sustainabilitgcdurse, green marketing and
advertising are endorsed by the government as enagjc strategy to tackle social
discontent and at the same time solve environmeptablems. Although

unhesitatingly embraced by the government and tbademic elites, green
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marketing’s political significance has yet to banglated into economic efficacy.
According to recent studies (e.g., Si, 2002; He amnd2004; Dai, 2010b), its current
practice in China is very underdeveloped and umiad The majority of Chinese
businesses have not learned about green marketiggthe ones that have learned
fear the risk of initiating a new market and incogrthe high cost of developing new
products. Also, most businesses still adopt veckWward methods of production and
distribution which are far from meeting the “greestandards promoted by the
government. Most importantly, business lacks thenalte motivation to “go green”
because the great majority of the Chinese consuh®rs not developed demands

for green products (Ren, 2007).

The sogginess of China’s green consumer marketbeatraced to the country’s
particular cultural historical conditions which Wwhbe explored further in the later
chapters. Due to these above differences betweeémaGmd developed countries,
green marketing scholars envision a very diffeigneten future for China from the
vision that the Western neoliberal economists psep&Vhile the Chinese partially
inherited the Western faith in using market forttiesolve environmental crises, they
believe that the market itself lacks the powerumpstart a green economy and that
the government should play a more dominant andirlgadole and use more
propaganda to educate the public about environrherfii@rs. For example, Ren
(2007) and Dai (2010a; b) propose that the goveminshould use extensive
propaganda imperative policies to enhance the fgoemsciousness” of the people
and the companies, because environmental awarenéiss precondition to green
consumption. Similarly, Chan and Lau (2004) proptis& the green marketers

should:

“[...] increase their investment in consumer edugaso as to further raise the
environmental consciousness of their target custefne] they should consider
sponsoring environmental education in schools, faning alliances with the
government and/or environmental groups to prombee ethics of “green”
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consumption through various propaganda vehicles s television and radio
broadcasts, exhibitions and seminars.” (p. 307)

In a more radical way, Lv and Yan (2003) distrussibhesses’ ability to initiate a
structural shift in market economy and envisiorgavernment-led” green marketing
revolution that includes the environmental educabbthe masses, the stipulation of
environmental laws, and the innovation of greemetogies. It seems that China is
the case in which the neoliberal version of commaérnvironmentalism does not
sell. Since the market lacks the ability to sollae environmental crises alone, an
external political force—the government—must intare to support the greening of
the business sector. The high ratio of governmeptapaganda to commercial
advertising in China’s environmental discourseifiest to this common faith in

governmental intervention (Li, 2010).

2.2.6 Research on Green Advertising
The above sections give a conceptual review onngagleertising, and an historical
review on its development both in the West and mn&. This next section will

consider scholarship on green advertising, andhit®us research streams and foci.

The developments in green advertising practice hdseewvn the attention of
marketing scholars who follow different researdleans (e.g., Ottman, 1994; Peattie,
1995; Fuller, 1999; Leonidou and leonidou, 201h)ey aim to research on various
aspects of green advertising, such as its nattrigtsre, content, and development
trends (Leonidou et al., 2011; Leonidou and LeomjdtD11). In addition to studies
focusing on the reasons why firms adopt green ntiakeand advertising, as
reviewed above, the body of literature can be galyedivided into four fields: the
green washing and misleading green advertising;giieen degree evaluation of
green advertising; the claims and taxonomy of gradvertising; and the effects of

environmental advertisings. The following sectiom#l review these streams of
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research respectively. The research gap will betifiled based on the review.

2.2.6.1 Green Washing in Green Advertising

The first field is that of green washing and midieg green advertising, which
involves the validity and deceptiveness of greewedtsings (Kangun et al., 1991;
Greer and Bruno, 1996; Newell et al., 1998; Gilles@008). The increased volume
of green advertising in Western countries as weltreeir environmental claims in
advertising have been widely studied (e.g., Delmad Burbano, 2011; lyer and
Banerjee, 1992; Carlson et al., 1993; Ottman, 1988)ong the research, one issue
often studied is deception in environmental cla{eng., Carlson et al., 1993; Delmas
and Burbano, 2011; Kangun et al., 1991). Carlsah @illeagues (1993) analyzed
green advertisings in terms of believability ofiela. They found that only less than
half of the advertisings were unambiguously trubereas almost half of the claims
were vague and ambiguous and some were eitheglbulieés or errors of omission.
Similarly, Abt Associates (1990) concluded that tleast credible source of
information relating to the environment was adwntys placed by businesses. Other
researchers have audited environmental claims edugt packaging to evaluate the
degree of compliance with FTC/EPA guidelines (eMpayer et al., 1992; Scammon
and Mayer 1991). Some have proposed a method feg@azing green advertisings
in print and TV media (e.g., lyer and Banerjee,Z99er et al., 1993). Among these
studies, Chang (2011) used survey methods to stollyumers’ ambivalent feelings
about going green and green advertisings. Accorttirigangun et al. (1991), green
washing advertisings can be categorized as hawnb features as: 1) ambiguity:
lacking a clear meaning or with a too broad megniRg omission: essential
information is excluded and thus its truthfulness reasonableness cannot be

evaluated; 3) false/lying: information presentedlearly untrue or misleading.

Besides the misleading characteristics indicatedyrieen washing advertisement
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research, firms have been found to inaccuratelytrgprand promote their
environmental credentials through their green adsieg. For example, research by
Peattie and Crane (2005) examines the failure eérgmarketing in achieving the
actual environmental improvement. In their stutlyeé types of misconceived forms
of green marketing are identified and analyzed. Tiret one is green spinning
reactive approach. With such approach firms mémdys on reputation management
and risk management, and they treat green markasinne PR function. In such PR
function-green marketing, there is little opportynito affect firms’ product,
production or policy decision. The second one isegr selling, which means a
post-hoc identification of environmental features existing products, thus
promoting a usually short-term hop onto the greamdwagon. Again, this is
obviously a very opportunistic response to envirental concerns. The third one is
green harvesting by which marketers and firms becengaged to the environment
issues because they see potential benefits in tefrtsaditional areas such as
production efficiencies in energy and materialsuippeductions in packaging, and

rationalization in logistics.

2.2.6.2 The Level of Green Information in Green Aghising

The second research stream of corporate greentativgrfocuses on the level of
environmental information, or degree of greennessluded in advertisings.
According to Banerjee et al. (1995), green advemisnts can be grouped into three
levels: deep, moderate, and shallow. Similarlyyviongs studies (e.g., Banerjee et al.,
1995; Wagner and Hansen, 2002) identified five leeé “greenness”, ranging from
less to more green: brown, green-brown, ligt, gregeen, extra green. A number of
studies have revealed that most of green advegtisiaims had a shallow or
moderate level of environmental information, andckéd substance,

comprehensiveness, and credibility (Manrai etl&l97).
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2.2.6.3 Green Claims and Taxonomy of Green Advéntis

In addition to green washing and greenness leuediet on advertisement, a number
of green advertising researchers devote their teffao studying different
environmental claims and taxonomy in green advegss For example, Carlson et al.
(1993) classify green advertising claims as produented, process-oriented,
image-oriented, and environmental fact. Differgiuets of claims have been used to
communicate environmental messages over time; irnagiered and process-related
claims were popular in the early years of environtaksm whilst product-centered
claims became so in recent years (Easterling ,€1296). lyer and Banerjee (1992)’s
anatomy of green advertising develops a four-dinogras analysis framework and
taxonomy to study the structural features and daningreen advertisings. The first
item, advertising target, is used to identify tlaeget of the advertising and they
identify three targets including personal healtlesprvation, wild animal life
preservation, and natural environment preservafitve second item is advertising
objective, which is used to identify whether a @rgte image or the product/service
itself is promoted. The third item involves the momic chain, which is used to
identify activities in an economic system. Suchivétoés included production,
consumption and disposition. The final item in thgonomy refers to advertising
appeals, which is to categorize the types of agpeadployed in advertisings. lyer
and Barnerjee (1992) identified five sub-categoakgreen appeals: zeitgeist (mere
statement and bandwagon); emotional (fear, guvou“Can Make a Difference”);
financial (save money; cause subsidy); euphorialfing natural), management
(control, social responsibility); and others (lyard Barnerjee, 1992). In a differet
way, Kilbourne (1995) characterized the “green”green advertisings as a two
dimensional concept with political (reformism tadi@alism) and human positional
(anthropocentric to ecocentric) dimensions. Basedhese dimensions, Kilbourne
argued that there are at least five different typégreen discourses, including

“environmentalism, conservationism, human welfacel@gy, preservationism, and
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ecologism” (Kilbourne, 1995: 7).

2.2.6.4 The Effect of Environmental Advertising

The fourth stream of green advertising researchies on the advertising effects.
There are mainly two angles examining green margesind advertising literature:
one focuses on green marketers and the advertisetselh from the company side,
as reviewed above; and the other focuses on greesumers or the relationship
between advertisers and advertisement receivers. difect of environmental
advertisings on consumer behaviour is thus thesfamfuanother stream of green
advertisement studie$n this stream of study, mainly in a quantitatiygpeoach,
researchers focus on consumers’ responses to #nded toward green advertisings,
and find out which kinds of green advertising appesre the most effective for
consumers (e.g., Balderjahn, 1988; Schwepker amdviatl, 1991; Obermiller, 1995;
Schuhwerk and Lefkoff-Hagius, 1995; Thorson et H95; D’'Souza and Taghian,
2005; Chan et al., 2006).

2.2.6.5 Green Marketing and Advertising ResearchGhina

These above studies of green advertising were gnamducted in the context of

developed economies and lack investigation in thetext of developing nations.

Since advertising and promotion are important paftthe marketing program of

firms competing in the global marketplace (Belchd aBelch, 2004), and that

environmental awareness is rising in the developimgld such as China, it is

important to understand the development of greerketiag and advertising in a

different context. Among the scant studies of gremarketing and advertising in

China, Chan and Lau (2000) conducted surveys tdystiie antecedents of green
purchases in China’s green market. Chan (2004) examChinese consumers’

responses to environmental advertising. Dai anttaglies studied the development

of green advertising in the Chinese automobile stigu(Dai et al., 2011).
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Today, green advertising in different forms haverbeommonly found in China

(Chan, 2004). Ye's (2000) survey indicates thatemthilan 90 percent of surveyed
firms are interested in selling green products mn€se market, and in the market
there have already been about 3,000 different kofdsco-friendly products (Ye,

2000). Ongkrutraksa (2003)’s study shows that tlagority of advertisers in China

seek to use mostly green messages (promotion ae@rgcompany image) and
attempt to project a green corporate image, ratan focus on the environmental
benefit of their product or service. The existingerature on Chinese green
advertising, however, mainly stays in a surfacell@nd focuses on the constitutive
factors in the content of green advertisings, wthike constructive characteristics and

constructed meanings of green advertising disccuage not been paid attention.

2.2.6.6 The Research Paradigms on Green Advertisens¢udies

As the literature reviewed above, in research aemrmarketing and advertising,
most studies - and nearly all Chinese context studi are from a positivist
perspective and a quantitative methodology. In kvith the mainstream of the
studies on Western green marketing and advertisimg,approach claims that first,
green advertising is driven by and focused on tleem segment of the population,
and the need to project a public image of enviramaieresponsibility is an

indication of the influence of the external greeentls on firms’ green advertising.
Secondly, advertisers are able to highlight theirenmental benefits of their

products and services to tap the green segmentdfets, as well as to portray an
image of corporate environmental responsibilityomtler to enhance their overall
corporate reputation/brand. Furthermore, from thjgproach, corporate green
advertisings are dissected into different facetd aramined within a structured
framework. Such positivist research is abundang., eBanerjee et al.(2005)’s

analytical framework consists of five major categsr advertising characteristics,

51



advertising greenness, advertising objective, ddvweg appeal, and advertising
issues to evaluating the success of green adveytiby studying and finding the
match amongst green consumer’s preferences, enveatal attitudes, intentions,

and behaviours and green advertisings’ appeals.

In addition to the studies exploring the charast@&s$ of green advertising content,
green advertisings researchers applying contentysisaexplored the functional
dimension of green advertisings and examine if green advertising can induce
consumers’ purchase decision. For example, McGoJW2000) attempted to
determine whether environmental advertisers pravm®sumers with informational
cues such as whether marketers provide consumérsawienvironmentally “pretty
picture” of their product, service, or organizati@ng., value-expressive appeals) or
whether they are trying to inform consumers of kibg benefits of their greenness
(e.g., utilitarian appeals). His content analydid@0 environmental advertisings in
the US revealed that the majority are product eelahat provide consumers with
utilitarian claims, which focus on key product bftse On the consumer side, such
studies aim to measure consumer attitudes towareengradvertising and
environmental attitudes (e.g., Haytko and Matuli@®08); others have further
investigated the attitudinal and behavioural deaisfactors to purchase green
products (e.g., Chan and Lau, 2000; Jiménez and,Y2008). In this paradigm of
research, the green advertising is assumed to besanmental role and the method
of content analysis is mostly used to compreherednédture of green advertisings.
However, the work of the green academic world isaomplete and there is a greater
need for further investigations into the constmttiprocess and constitutive
components of the green advertisings, for examjglesee how corporate green
advertising discourse employs nature to constragtarate greennss, and how firms

construct meanings in green consumption.
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Noticing the incompleteness in structuralist apphoeesearch on green advertising,
some scholars recently began to examine the pheramnfer its meanings by using,
for example, a qualitative and discursive reseagproach, Garland et al. (2013)
studied the configuration features of hybrid caveatisings and found that using
ambiguous messages in the green advertisings canopg socially and politically

charged products for consumers’ understanding amdgination. Ryan (2012)

considered advertising not only as a method of nsagsmunication which merely

reflecting society and introducing new productst &lso a socio-political agenda.
Drawing on findings from a rhetorical analysis divartising and branding efforts by
an environmentally conscious cleaning product carmgpRyan (2012) claimed that
the role of advertising was shifting. Ryan argubdt tadvertising no longer only
projected a fantasy world of which consumers asfuréecome a part. Neither is
advertising simply informing consumers of new produ The advertisements
nowadays, besides disseminating material lifest@gpirations and product
information, has been utilized as Agenda-Settingiospolitical tools enabling

private firms to incorporate social issues, suclthasenvironmental movement, into

their advertising messages (Ryan, 2012: 73).

Such literature suggests that green advertisinggbase beyond its traditional role in
promoting corporate products/service and enhanoimgorate brand. It has become
a socio-political tool. The green advertising diss® is to some extent similar to
corporate social reporting which is a way firms destrate that their actions are
legitimate and that they behave as good corportiters. To do so, firms are willing
to present or report “good news” but reluctant istldse “bad news”, implying that
social and environmental communications and discéss are to a large extent
self-laudatory (Hackston and Milne, 1996; Deegatt Rankin, 1996). According to
the legitimacy theory (Gary et al., 1995), corpersdcial reporting aims at providing

information that legitimizes firms’ behavior by é@mding to influence stakeholders’
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and eventually society’s perceptions about the @mpe.g. Neu et al., 1998). In
such a way, companies are no longer in a passisiigo responding to external
pressures and requirements, but hold an activecestam shape their legitimacy
through communication and, thereby, influence pupérceptions. As a result, firms
are regarded as a “good corporate citizen” andadsons justify its continued
existence (Guthrie and Parker, 1989). In this refsfien, corporate social reporting,
as well as corporate green advertising as a wayforate communication, can be
seen as “a public relations vehicle” aimed at iaficing people’s perceptions (e.g.,
Dutton and Dukerich, 1991 it is possible to emphasize particular aspects of
company behaviour by means of communication becemsenunication is the most
flexible medium and can be used tactically (Hoogisa, 2000). Besides, the
corporate communication discourses “help to maragerganization’s relationship
with relevant publics through the shaping of exaérperceptions — by “echoing,

enlisting and harmonizing with other discourseséhet al., 1998: 266).

Elsbach (1994) also stresses on the importancemimunication and symbolism
and sees them as self-presentational devices. diogpto him, an important function
of management is a symbolic one, in that managemeiitle to create an image that
the organization’s activities are legitimate; masragnt does this by providing
explanations, rationalizations, and legitimatiorr fihne organizational activities
(Pfeffer, 1981; Neu et al., 1998). Language and®lism thus may be used as
responses to legitimacy threats (e.g., Carter ankkfich, 1998). Similarly, Dowling
and Pfeffer (1975) claim that:

“The organization can attempt through communicattonalter the definition of
social legitimacy so that it conforms to the orgation’s present practices, output
and values... [or] the organization can attempt, mgiaiough communication, to
become identified with symbols, values, or instdn$ which have a strong base of
social legitimacy” (p. 127).
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As one of the major corporate communication apgreac corporate green
advertising is such a self-presentational devideisl not just an information
transferring and broadcasting channel, but alselfdaidatory one which indicates
the use of enhancements and entitlements. The pgbotéentitlements” refers to a
tactic that maximizes the actor's responsibility tee event and is used when that
responsibility is either ambiguous or unclear (8oker, 1980). Similarly, Duimering

and Safayeni (1998) propose that

“Organizations compensate for negative informatignattempting to construct
images that overemphasize the positive aspecteofdctivities and by attempting
to manage and control the flow of organizationdbrimation received by these
constituents” (p. 63).

Based on the arguments above, it can be assumeth¢éheain goal of these green
advertisings is not only to promote their corporatands and products, but also to
show that the firms are legitimate. In addition aswhilar to the corporate social

disclosure, green advertising also intends to nesponfidence among the company’s

stakeholders (as well as consumers) and securectiréribution to the organization.

2.2.7 Advertising as a Cultural System and the Comsictive Role of Green
Advertising

Advertisings are generally assumed to exist in fmons — passive and active.
Passive form advertising assumes advertising pesvidf sheer information, in
word-of-mouth transmissions regarding quality onwnience, or in the linking to
an exchanged good to the social identity of makeramler. This is a positivist view
of advertising and the majority of reviewed greelveatising literature is based on
this assumption. The other form or assumption ofeddsing is in any intentional
investing of goods with symbolic meaning in an #ffto increase their exchange
value (Sherry, 1987). This form of advertising ases a constructing role and is

designed to both remove goods from the realm ofutidifferentiated commodity
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and to transform them from functional products imsychosocially significant

branded products.

Schudson (1984) describes advertising as capitaeism and a set of aesthetic
conventions. Its goal is to promote and celebrgtaréicular political economy. It is
also argued by him that advertising may be moregrfavby producing dependence
on, not acceptance of, its version of reality (Swrd 1984). According to Geertz
(1973), advertising is a system of symbols seekimgestablish powerful and
pervasive moods and motivations in people. Thigdesie through formulating
conceptions of a general order of existence and/wgasuch conceptions with an
aura of factuality, so that the moods and motivetidbecome uniquely realistic

(Williamson, 1980).

Following the above discussions, companies engagirgnvironmental marketing

for their market share through green advertisilgugl send their messages to two
kinds of audiences: the existing green consumersalieady hold an environmental
awareness and conduct green consumption practicespther potential costomers
who need to be convinced that green consumptiorsigreficant and important to

them (Todd, 2004). In addition, according to Evem@Hansen, 2010: 135), “nature
is used habitually to justify and legitimate thei@ts we wish to regard as normal,

and the behavour we choose to impose on each’other.

From the discussion above, it can be seen thatotheof advertisements in shaping
consumers’ perceptions (its cultural role) has gdesgond the facilitating and

instrumental promotion of a product. In fact, adisangs “act as a representational
system” that creates reference and connection ituthe realm of the advertised
product” (Schroeder, 2002: 25). The representatenm$ messages in advertisings

offer a realm of referential associations and erpéial possibilities (Stokes and
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Hallett, 1992). In doing so, they are meant to hegemiotic effect on action (Silbey,
2009), to generate meaning and build value forrthmducts and brands. In such
way, the advertisings become cultural and politigatains in which individuals

negotiate and engage in order to create their ovypereences and understand their

choices (Vargo and Lusch, 2004).

Corporate advertising’s cultural/political role aritd semiotic effect have been
neglected in the field of green marketing and atisieg research. As Caruana and
Crane pointed that, to date, the majority of stsicia consumer responsibility have
relied on the assumption that responsibility is ‘@bjectively identifiable trait of
sovereign consumers” (Caruana and Crane, 2008:149®)ever, informed by
consumer culture theories and applied with dis@mussalysis approach, some
studies began to emerge in recent years. For egarHpinsen (2010) addressed the
cultural aspect of the green discourse and theilesssues that might provoke.
Livesey (2001) treated Shell UK’s eco-discourseammunication as an instrument
of corporate sensemaking. Caruana and Crane (20@8)ined the role of corporate
online communications in constructing consumer easgbility for the environment.
Bohm and Brei (2008) analyzed the role of marketmthe construction of what can
be called the hegemony of development. Saint (2008 critical discourse analysis
approach, explored the discourses, and discurgigetipes concerning corporate
environmental harms. Eyles and Fried (2012) exathimaw the Canadian nuclear
industry has used various communication strategeesdiminish or remove
perceptions of any environmental health risks #manate from its activities. Ryan
(2012) used rhetorical analysis to examine thergrearketing and advertising and
suggested that green firm may be putting fortha-political agenda invoking green
consumer-citizen. Following this stream, the litera review in Part [l will
introduce critical and cultural perspectives argtdurse analysis towards marketing

and advertising researches. Before that, as thidysiocuses on advertising texts
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from corporate websites, it is necessary to revexisting studies on online
advertising. The following discussion reviews thesearch literature on online

advertising.

2.3 Part II: Online Advertising Research

Part Il presents a review of literature on the rilat corporate websites play in
corporate green communication and marketing. tt atnsiders the ways in which,
firms represent themselves online. Limited reseasbut the role of websites in
corporate green marketing exists. Even more limisethe body of critical analysis

research into firms’ online green advertising disse.

2.3.1 Website Advertising Research

A company’s web site may be its principle pointcohtact with key audiences (Silk
et al., 2001). A corporate web site itself is aetyh advertising because the corporate
web site is able to build a brand while offeringn&odepth of information that could
not be provided even in traditional media-baseceatsing (McMillan et al., 2003).
There is mounting evidence about the importanceogborate websites as a vehicle
to market and disseminate advertisements (e.glséie2002; Hwang et al., 2003).
In order to promote their green products and enlh@neen identity, companies use
green advertising as a means to accomplish thisaemtlembed green advertisings in

corporate websites serving as a primary outle¢poasent these efforts.

Recent years have witnessed a growing number dfestwon the Internet as a new
way of mass communication, this follows discussiabsut company websites in
terms of their design and content. Many studiesshdentified what are important
factors in attracting web users (e.g., Hoffman &lmvak, 2000; Zhang and Dran,
2002; Heinze and Hu, 2006). Some researchers refireed web advertising. Singh

and Dalal (1999), for example, argue that corpovedbsites “meet the conceptual

58



definition of advertising, they resemble adverisinn physical appearance, and they
perform the same basic functions — to inform angdosuade” (p. 92). There have
also been studies examining the corporate websslfias advertising (e.g.,
McMillan et al., 2003). McMillan and colleagues ioted that the corporate website
is able to build a brand and provide informatiordepth that could not be obtained

from other traditional approaches of advertising.

These reviewed existing studies on corporate weblsdwever, seem to focus on its
technological properties or tend to serve pracicaposes only, but they ignore the
linguistic or discursive features of company wedssitA limited number of studies
focusing on rhetorical features of web communicatiexists (Nielsen, 2002).
Although the significance of corporate websites ddwrertising practices has been
widely recognized by both practitioners and schglardearth of scholarship exists.
To be more specific, empirical studies of the wiyss use website to communicate
their responsibility initiatives are limited. Amorsgich existing studies, Maignan and
Ralston (2002) have investigated the extent andteobn of businesses’
communications about CSR in US and Europe; Esrock lzeichty (1998) have
studied how Fortune 500 companies use Internetdsept their social responsible
practices and advance their policy agendas; SipilaPollach (2005) have
investigated how Fortune’s “global most admiredt bf companies use language in
their websites to establish relationships with rtlaeidiences. These studies indicate
that companies treat online communication as a meémreating a positive image
and a dialogue with their stakeholders. In addjtia& Maignan and Ralston (2002)
point, the messages firms communicate online aeid thotivations differ depending

on the industrial backgrounds and country origihfrms.

Given the importance of corporate green advertssingvebsites to both consumers

and the companies, it is timely to conduct invedtan on how firms represent their
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environmental responsibility through the use ofglaege on corporate website
advertisings. Language use on the web is not alyidescussed issue within
marketing communication research (Nielson, 2002)esgsence, conclusions about
green advertising practices in the online contertain extremely limited stemming
from empirical research. So to fill the gap, mydstuntends to examine green
advertising discourse in corporate websites. Itsaita investigate how firms
represent their environmental responsibility andegr practices/products in their
green advertising messages; and it focuses ornipaistic and discursive features of

the advertisings from company websites throughaodisse analysis.

2.3.2 Choosing the Websites

The World Wide Web offers a great scope for comgmrno manage their public
relations and sales promotion. As Chaffey et @00 42) put it: “So a company
having its own web site becomes its own media ovamel has the opportunity to
publish any kind of material without an intermediatview from a publisher or
television company”. Such self-presenting featig@i$ my research intentions. My
research is not intended to study if the corponagbsite is the most suitable
marketing medium, but to focus on the constructaincorporate greenness in
advertising discourses. Thus, corporate websiteodise ought to be the best data
source since it is purely from the firms withoutydiitering processes involved by

other parties such as publishers or television cmgs.

Kotler and Armstrong (1998) distinguish between types of company websites:
corporate website and marketing website. The foroaer be seen as electronic
company brochures and the latter as a direct magkesite which has

online-shopping facilities, as Kotler and Armstraigfine them respectively:

Corporate website “A site set up by a company on the Web which iearr
information and other features designed to answestomer questions, build

60



customer relationships and generate excitementtabhewcompany, rather than to
sell the company’s products or services directlige Tsite handles interactive
communication initiated by the consumer”.

Marketing website: “A site on the web created by a company to irdersith
consumers for the purpose of moving them closgrutchase or other marketing
outcome. The site is designed to handle interactoremunication initiated by the
company”.

(Kotler and Armstrong, 1998: 563)

Kotler and Armstrong’s first type of company webs(torporate) seems to be the
most common type which includes general informatibout the company, such as
its history, mission, vision, market performancepéoyee profiles, and introduction
of products and services. By contrast, the margetiabsite is a website establishing
online communication to direct customers, this \itebss especially found in
business-to-business communication and it includesuments such as product
catalogues, sales events and coupons. Howevegsthawve been constantly changed
and the two types of company websites as identifieotler and Armstrong (1998),
have more or less merged into a new and a more legniype which covers both
interactive and non-interactive communication (kel, 2002). Nevertheless, my
study does not intend to analyze the structuratacheristics or discuss the merging
and evolving process of corporate and marketingsitetr Instead, it focuses on the
linguistic and discursive features of advertisifrggn company’s websites. Thus, the
research chooses the first type of company websamely the corporate website.
Four types of web pages are selected to study: hpage, introduction page,
CSR/Sustainability information page, and produetsises information page.
Among the different types of web pages the firse¢hpages aim to provide general
information about the company and its products;levthe products page includes
more detailed information of the products and sawifirms advertise. For example,
in addition to textual information found in the ethweb pages, the product page also

places equal weight on visual information suchidsw advertisings.
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2.4 Part lll: Critical Marketing Research on Green Advertising

2.4.1 A Cultural and Critical Perspective on Markeing and Advertising

In Part | of this literature review, | have indiedtthe necessity of discerning the
cultural role of green advertisings in motivatingegn consumptions. From this
direction, a number of studies from a cultural amifical perspective have been
conducted to understand the effects of marketirdy advertising on bot consumer
and society. This part will nhow provide a review thfe intersection between
consumer culture theory, critical theory and greea marketing and advertising

researches.

2.4.1.1 Consumer Culture Theory and Critical Market) Theory

Different to the positivist assumption that consupreferences objectively exist and
need to be identified by marketers, consumer aailttlreorists position that
consumers and certain markets do not pre-exist@®#g categories, instead, they
are created via “market mythologies” (Thompson, 840Guch market mythology

serves as cultural repositories of meaning for eoms’s interpretation of

self-identity (Caruana and Crane, 2008). The marggbrocess can partly manage
the mythological resources and its consumer positgh As Schouten and

McAlexander (1995) put it:

“By understanding the process of self-transfornmatimdergone by individuals
within a subculture of consumption, a marketer ¢ake an active role in
socializing new members and cultivating the comraitof current ones”.
(Schouten and McAlexander, 1995: 57)

The opinion that marketers can “create” consumersanstruct” markets based on
consumer culture theory has encouraged the exaomnat the power implications

associated with highly institutionalized market cdigsrse (Thompson, 2004). For
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example, research in constructivsm tradition hggested that firms not only play a
central role in constructing markets and shapingsamer behaviours (Arnould and
Thompson, 2005; Thompson, 2004), but also can dateithe debate around social
responsibility (Crane, et al., 2008; Livesey, 2001)

Similarly, organizational discourse researchersrshown that market niches can be
enacted and responsible consumer categories corestriny organizational discourse
(Caruana and Crane, 2008). For example, Livese®1(2@002)’'s study on the
discourse of oil companies, such as ExxonMobile 8hdll, shows that the firms’
green identity is reinforced and the meaning ofia@daesponsibility is shifted from
categories of responsible citizenship to that ofifpee consumption, through the

novel contestation of identity-categories.

In line with such stream of research, the greenketarg theory has connected
marketing and social development and the focus aketing research has moved
from the formulation of an integrated theory of keing system per se to a
problem-oriented analysis of marketing processedewimpact on developed and
developing societies (Layton and Grossbart, 2008uch macromarketing
approachesinclude studies on the relationship between saaponsibility and
economic development, as well as analyses of tipadctof different legal, political

and social value systems on marketing and viceayg¢tant et al., 1981).

In the studies from a macromaketing perspectivg.,(®ostow, 1971; Arndt, 1981,
Joy and Ross, 1989; Taylor and Omura, 1994; Lagwh Grossbart, 2006; Bohm
and Brei, 2008), in terms of their visions abouwt tklationship between marketing

and development, two streams of research can bifidd. The first stream is

* Bshm and Brei (2008) pointed that there were both studies of micromarketing and macromarketing: the
traditional micro-marketing approach in a narrow and managerial focus was challenged by a macromarketing
perspective which analyzes the role of marketing systems in wider economic development processes (Fisk,
1981).
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pro-marketing and the second is anti-marketingthin pro-marketing stream, it is

assumed that a positive relationship exists betweanketing and international

stability as a result of conflict reduction caussdtrading nations’ prosperity (e.g.,

Alderson, 1965; Layton and Grossbart, 2006). Initaxdd marketing can stimulate

the development of the Third World, for examplespowate marketing can assist in
information networks organization, efficient dibution channels development, and
promoting consumerism values which brings innovatenmd an entrepreneurial
practices (Hosley and Wee, 1988). Some scholare kancluded that marketing

plays a role of catalyst to development in lessetiped countries (e.g., Dholakia
and Sherry, 1987; Wood and Vittel, 1986) becausekatiag stimulates consumer
culture and strengthens trade (Droge et al., 1998&Yhermore, in a political aspect,
marketing system can promote global inclusion, comity cohesion, sustainable
development and quality of life, which altogethetphbuild bases for peace (Shultz
et al., 2005).

Compared with the above “evangelical” view on andifive effects from the role of
marketing, the other stream of literature of mangtsuggests that marketing has
brought a number of negative consequences. Formgamarketing as a part of the
wider global economic system has been argued te hasignificant impact on a
country’s ideology (Darian 1985). In addition, vBam and Apeldoorn (1996) have
claimed that marketing has had an inherent drivavatd environmental
unsustainability. Layton and Grossbart (2006) hangeied that marketing contributes
to disparities amongst communities and the conagair of wealth in societies, thus
creating inequalities and uneven development. &titi Dhanda (2004) warned that
marketing scholars had defined the “quality of”li®nstruct mostly in relation to
developed nations, but it had not yet been adelyustedied when applied to the
context of developing countries. Similarly, Kiloower (2004) believed that if all of

developing world apply a single neoliberal develepinmodel, their development
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process could be problematic and unstable. A compmnt of such studies from
radical and critical approaches, according to Killme (2004), is that they do not
believe social, economic, political and individualdvantages derived from

globalization processes can be shared equallylby al

The stream of marketing sudies adopting such aatketing viewpoints of

marketing and its impact havs been termed as Catitmarketing”. This is in line

with Habermas who redefines critical social theasya theory of communication,
paying especially attention on distorted commumcatMore specifically on critical

theory, according to Burton (2001), it is basedtloee elements: demystifying the
ideological basis of social relations; questionpasitivist methodologies; and the
asserting the importance of self-reflexivity of ihgestigator and the linguistic basis
of representation. In this field of critical markey research informed by critical

theory tradition, Bohm and Brei (2008) argued tbatical marketing researchers
need to not only focus on marketing’s impact onel@ment as “negative” or

“problematic”, but also and more importantly, quastthe marketing way of “seeing
things”. This means that marketing should be seguaa of a wider social formation
characterized by specific power relations and $jgedevelopment discourses. Also,
critical marketing researcher should assist andrimfthe movements of resistance
against dominant power regimes by exposing gafiseifmnegemony of the marketing
discourse and giving voice to marginal groups a&ndtbries (Béhm and Brei, 2008).
Similarly, Brownlie (2006) claimed that critical mk&ting research adopting a more
reflexive approach accept the idea that marketisgodirse and technology do not
provides a neutral way of looking at the worldheat it aims to uncover the conflicts,
problems, and fallacy in the alleged neutrality noérketing theory and practice

(Brownlie, 2006).

Despite the emergence of critical marketing stydeegical perspectives had not
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been widely embraced by scholars in marketing rekeand it was apparent that
critical marketing theory was still in its infan¢gohm and Brei, 2008). Marketing
studies in critical perspective was “largely a nmityointerest comprising different
factions” (Burton, 2005: 11). Yet, the field hassheexpanding, as a growing nhumber
of scholars have begun to emphasize the importasfceapplying a critical
perspective to the study of marketing discoursed/cgincorporate practices (e.g.,
Alvesson, 1994); Burton, 2001; 2002; Saren et24lQ7; Tadajewski and Brownlie,
2008).

2.4.1.2 A Critical Perspective on Advertising

As the above discussion (Bection 2.4.1.1) suggestdte significance and power of
marketing is not so much economic, but culturamiir in advertising, “advertising
IS not just a business expenditure undertaken & hbpe of moving some
merchandise off the store shelves, but is ratheintegral part of modern culture”
(Leis, et al., 1986:7). For instance, in Schroedet Zwick (2004) stated that through
its images, advertising conveyed assertive “maseulbehaviour and images of
well-groomed and fashioned men. In this case, aidiusy presents proper and
improper images of behavioural and role modelsnien, as well as a consumerist
lifestyle glutted with advertised commodities (Smater and Zwick, 2004). Similarly,
Haug (1986) argued that the advertising-fuellednfowodity aesthetics” shaped the
values, perceptions, and consumer behaviour ofvishaihls in contemporary

capitalist societies so as to integrate them iméolifestyles of consumer capitalism.

In line with consumer culture theory and criticalanketing research, studies
examining the role of advertising within contempgraapitalist societies have
emerged since 1970s (Harms and Kliner, 2013). @iffeto the “administrative”

media and advertising studies that focus on wagsfihm communicate to influence

audiences and promote consumption, critical reheaf@dvertising has focused on
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advertisings’ social and cultural effects and thiele in shaping and maintaining an
unjust social order (e.g., Goffman, 1979). One $ootithis kind of critical analysis
of advertising is to examine the content and stmectof advertisings for their
distorted communications (which will be reviewed annext section) and their
ideological impact and results, such as the ovasg@mption culture and
environmental problems. By employing semiotics andfiscourse analysis, these
critical studies have examined how advertisingsyele or manipulate consumers
(e.g., Garland et al., 2013; Goldman, 1987; Wilkam, 1981). In addition, in a
broader historical analysis, other scholars (esghiller, 1969; Ewen, 2001) have
explored and presented the advertisings’ impacthenlarger social and political
economic structure, and investigated how advegssend mass media contribute to
concentrate cultural power into the hands of cafpons and thus develop and

reproduce an undemocratic social order.

With the help of advertising and its culturally stmucted commodity aesthetics,
capital was capable of colonizing the “public sgfiera public of rational citizens

who discussed political and social affairs of commnoterest was replaced with
atomized consumers who passively viewed the sgestarf mass culture in the
privatized spaces of their homes (Habermas, 1988hsequently, the space of
potential political opposition began to be filleitwconsumerism and the ideological
scenarios of the culture industries (Horkheimer Addrno 1972). In such way, the
society became gradually commodified and consumptias seen as a solution to all
kinds of problems. Finally, consumerism would tuself into a way of modern life:

the “good life” in contemporary capitalism.

The literature discussed above suggests that a@slagrthas not only short range

efforts of inducing individuals to buy specific jpiacts, but also long range functions

of shaping consumption as a way of life. As theioms such as “corporate
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environmental responsibility” and “responsible aomgr’ are not pre-existing
categories but articulated as meaningful by comeatdéscourses. Advertising should,
therefore, be theorized as part of an expandingtatesp mode of production and
consumption. It follows, then, that, it is not ontjle economic functions of
advertising should be analyzed, but also the idpoéd force and result from
advertising, since advertising as an indispensiokee in the reproduction of
consumer capitalism plays an important role in thaintenance of capitalist

hegemony.

Based on this cultural and critical assumption d¥eatising and its influence on
current capitalist social life, empirical studie#thwa specific focus on advertising
have been conducted. For example, Williamson (19&idertook a study of
advertising which combined semiological and idemalycritiques in a close reading
of individual advertisings. Goldman (1987) studiddacDonald advertisings
(1983/84) and examined the way in which MacDonalpéckaged history and
memory to sell products that enlist its audiencéhim commodification of memory
and celebration of basic ideological values of Us8ciety (e.g., patriotism, the
continuity of history, family, and consumption). &re have also been studies of
perfume advertisings (Goldman and Wilson, 1983) d@na advertisings (Goldman
and Montagne, 1986) demonstrating how the semiofieglvertising associated the
products advertised with socially desirable valumsd signs, and provided
commodity solutions to individual and social prabhke Goldman and Papson’s study
(1991) showed how recent Levi's advertisings wiliza pseudo-individuality and
populism to sell its jeans, while recent Reebok maigns incorporated postmodern
imagery and cynicism to sell shoes. In the morecifipefield of green advertising
studies, Garland et al. (2013) examined how theigcof imagining in relation to
advertising structure influenced audiences’ knogéednd perception of climate

change as well as their sense of responsibilityafdhropogenic climate change. In
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addition, using a multimodal critical discourse lggs, Budinsky and Bryant (2013)
analyzed three representations from green advegtisand analyzed how specific

advertisings operated and contributed to problen@atvironmental discourse.

In the extant literature, some have started toystheé emerging phenomenon of
green marketing and advertising in a post-struttara cultural perspective. For
example, besides the above mentioned studies, an@nd McKeage (1994) have
claimed that green advertising represents an attenip promote
environmentally-friendly consumption and bring eonmentalism to the realm of
consumption in the post-materialism era (InglenB®81; Knutsen, 1990). Previous
studies have indicated that corporate communicas@ble to “create and maintain
systems of shared meanings that facilitate orgdremtion” (Smircich and Stubbart,
1985: 724). However, this stream of research ig \enited and limited to the
developed economies context. While in the curreamsition period in China, both
its economic, environmental, and socio-culturalucgtires are undergoing the
integration into the globalization, firms’ green vadising is possibly bearing
distinctive features. As more and more firms inr@hbegin to adopt environmental
practices and green concepts from the West (suc¢Bwsainability”), it is still not
known how the corporate environmental responsjbilg represented and the
meaning of green consumption constructed in cotparammunication and how do
firms use commercial advertising to facilitate greensumption. Therefore, the way
that consumption is related to commercial pradticeorporate green advertisings is

thus worth investigating.

2.5 Part IV: Theoretical Framework and Research Qustion
2.5.1 Advertising as Discourse and Critical Discowe Analaysis Approach on
Advertising

As mentioned above, when scholars using a culamdl critical perspective argued
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that advertising was a manipulative tool by corporss to manufacture mass
consumption, they firstly supposed that the defsirecommodities was not natural
but socially/culturally generated and symbolicatyuctured (e.g., Baudrillard, 1998;
Haug 1986; Leis, et al., 1986). Therefore, as geemtial part of communication in
advertising materials, language use goes beyond tridwesmission of simple
information and it further performs to representuna objects or social realities
(Wetherell, 2001), as well as construct meaningsceS language is socially
constructed and its use (or so called discourseh&ped by cultural, economic,

historical, political and social contexts, the domstion of meaning is never neutral.

The existing cultural and critical studies on adigerg suggest that researchers of
advertising should draw on the most advanced workmf semiotics,
post-structuralism, hermeneutics, and other metlddaterpretation and ideology
critique, such as discourse analysis. This kindla$e examination should combine
microanalyses of advertising’s specific texts arethuds with macroanalyses of the
advertising’s broader social functions. In the nigae, scholars such as Elliott (1996)
have argued for the application of discourse aimltysthe discipline of marketing.
According to Elliott, it is time for marketing todapt new theories and
methodologies, particularly from other disciplinésom this direction, Discourse
Theory appears to provide viable theoretical frammwfor studying commercial
advertisings and Critical Discourse Analysis (COAjprmed by and developed on
Discourse Theory can be a suitable research apprbacause CDA claims that
discourses are not only expressions of social jpegdbut are also ideological tools
(Wodak, 2001). Thus, by focusing on the uses ajuage in green advertising, CDA
can help to uncover the construction process gbarate greenness and embed the
examination of corporate environmental communicatio a web of domination,

power, discrimination and control (Wodak, 2001).
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CDA is developed and informed by discourse thegrstich as Gramsci (1971), and
Lauclau and Mouffe (1985; 1999; 2001). This redeadopts Fairclough (1992)’s
CDA approach. Despite Fairclough’s rejection of ddgrse Theory’s tendency to
overstate the contingency of social practices,dikaigh advocates the use of several
concepts from Laclau and Mouffe. Discourse in Late Modernity1999), as he

argues:

“Laclau and Mouffe provide valuable resources foedrising and analyzing the
openness and complexity of late modern social-ifiney capture the instability
and flux of social practices and identities, ané thervasive dissolution and
redrawing of boundaries, which characterise latelenaty... We regard Laclau
and Mouffe as providing valuable conceptual resesifor the analysis of change
in discourse — in particular their conceptualisatiof ‘articulation’ and
‘equivalence/difference’ (Chouliaraki and Faircigiy 1999: 124).

The following section will review its theoreticabtkground and useful concepts

informing this research on green advertising disseu

2.5.2 Discourse Analysis as Social Theory

A discourse is formed by symbols (language) in exist As stated by Kress and
Van Leeuwen (2001), “discourses are developed @tiBp social context and in a
specific manner which will keep the needs of tha@aactor, inserted in the context”
(p. 4). A discourse is not neutral but value andoldgy laiden. Kress and van
Leeuwen (2001) suggest that the discourse is aarett in order to fulfill needs and
perspectives. Dryzek (1997) posits that discoursmsttucts meanings and
relationships, helping to define common sense agtimate knowledge. According

to Jorgensen and Phillips (2002),

“Our access to reality is always through languagkth language, we create
representation of reality that are never mere céfias of a pre-existing reality but
contribute to constructing reality. That does naam that reality itself does not
exist. Meanings and representations are real. Bdlysbjects also exist, but they
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only gain meaning through discourse [Language, then, is not merely a channel
through which information about underlying mentites and behaviour or facts
about the world are communicated. On the contlanguage is a ‘machine’ that
generates, and as a result constitutes, the soorld.” (p. 9).

One of the major goals of discourse analysis iarntderstand and interpret socially
produced meanings. According to Phillips and Ha(@902), discourse analysis

examines the processes whereby the social workbistructed and maintained.
Within the framework of discourse analysis, reskears seek to highlight the

“historically specific rules and conventions thaxtisture the production of meanings
in particular historical contexts” (Howarth, 20028). Given the specific focus, here,
on the strategic use of advertising language bypeomes to communicate, persuade,
and promote the particular issue of corporate greesy a discourse analysis

approach appears to be the most appropriate mddgydo

Discourse analysis is not only a methodology bsb a stream of social theory
(Jorgensen and Phillips, 2002). The foundationBis€ourse Theory draw upon key
ideas from post-Marxist social thought and postsSatian linguistics (Laclau and
Mouffe, 1985). As post-Marxists, they critique thiict division between material
economic conditions and the ownership of the mednzoduction, (referred to as
the material-economic base), and the meaning-pmgucultural and political
institutions of the state, judiciary, church, medral education system (referred to as

the superstructure).

Furthermore, whereas within Marxist historical mi@éesm the base was viewed as
the key determinant of the superstructure, withppes consciousness created by the
economic structure of society, post-Marxist thdsrisuch as Gramsci (1971)

softened this stance to account for the abilitgmiups, such as the working-classes,
to recognize their own oppressed position withiciety and begin to politically

work against it. Gramsci (1971) argued that the idamt classes within society use
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discursive processes within the superstructureaonufacture popular consent for the
unequal distribution of power and wealth. He usedtermhegemonythe term will
be reviewed later in next section) to describe ttliscursive construction of

consciousness and identity.

Laclau and Mouffe (1985) develop Gramsci’'s idea hidgemony further by
dissolving the division of society into base angesstructure, and they argue that
the discursive and non-discursive worlds, or thgesstructure and the base, cannot

be separated. As Laclau and Mouffe (1985: 108)ewrit

“The fact that every object is constituted as ajectbof discourse has nothing to
do with whether there is a world external to thdugi with the realism/idealism
opposition. An earthquake or the falling of a briskan event that certainly exists,
in the sense that it occurs here and now, indepelydef my will. But whether
their specificity as objects is constructed in terwf natural phenomena, or
expressions of the wrath of God, depends upontthetsring of a discursive field.
What is denied is not that such objects exist ezlér to thought, but the rather
different assertion that they could constitute teelves as objects outside any
discursive conditions of emergence.”

The most crucial aspect of Discourse Theory—fos #tudy’s purposes — is the idea
that, since social phenomena are mediated throiggowtse, their meanings can
never be permanently fixed. A variety of discoursesgst and each discourse
structures reality in a different way, competing define what is true within a

particular aspect of the social world. Thereforepgle’s understanding shaped by
these discursive aspects is contingent upon theinggtruggle between discourses.
And people’s perceptions of society and identityagls open to new representations
since meanings are constantly changed, revised,recahfigured as a result of

competitions among discourses. Based on the alrguenants, discourse analysis is
not to discover the truth about reality (for instanto find out green consumer

groups/market exist) but to describe how discurgikactice constructs this reality
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(for instance, how people and firms perceive thdentities as environmental

repsonsible) so that it appears natural and neutral

If social reality is constituted by ongoing disduespractices over meaning, a set of
conceptual tools with which this struggle can bscdéed is needed. For this, Laclau
and Mouffe (1985) modify the structural linguistios Saussure (1960) in line with
the post-structuralist view and treat languageassalterable through the day-to-day
interactions of social actors. Laclau and Mouff@88) argue against the study of
language as a fundamentally synchronic entity,es(ncterms of the metaphor) signs
cannot be fixed definitively into position. Instedde position of signs is always up
for negotiation, and it is this constant negotiatmf meaning that accounts for the
contingency of discourses. However, despite thegaction of Saussurian principles,
Laclau and Mouffe retain the notion that signsvstiio acquire fixed meaning from
their relation to one another. They argue thahoalgh this is ultimately impossible,
discourses attempt to fix signs into certain posgi Discourse analysis — as
understood here — attempts to map out the procégsedich the meaning of signs
can become relatively fixed (and unfixed), and hacknd Mouffe’s Discourse
Theory introduces analytical concepts with whiclhst processes can be analysed
and described. A number of concepts drawn fromrtlescourse Theory and

informing this study will be reviewed in the nexicson.

2.5.3 Conceptal Tool and Theoretical Framework fronDiscourse Analysis

Theory

The first concept from Discourse Theory is discedtself. According to Laclau and
Mouffe (1985), adiscourses an attempt to fix a web of meanings within #ipalar
domain. Put it in another way, discourses “do ngit jdescribe things; they do
things” (Potter and Wetherell, 1987: 6). This i:ddahrough discourse making sense

of the world, and giving it meanings that generptaticular experiences and
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practices (Fairclough, 1992; van Dijk, 1997). Tleagtitution process of a discourse
refers to the structuring of signifiers into cemtameanings to the exclusion of other
meanings. It is a reduction of possibilities, ahdst can be seen as an exercise of
power (Howarth and Stayrakakis, 2000). All othesgible meanings excluded by a
particular discourse constitute theld of discursivity Thus, “any discourse is
constituted as an attempt to dominate the fieldis€ursivity, to arrest the flow of

differences, to construct a centre.” (Laclau andiffly 1985: 112)

Since no discourse can fix a web of meanings caelgler permanently, the field of
discursivity makes possible tlagticulation of a multiplicity of competing discourses
(Torfing, 1999). A signifier that is allocated arte@n meaning in one discourse may
be given another meaning in a different discoues®] since signs derive their
meanings from their relation to one another, dlleotsigns within the discourse will

be configured differently as a result.

In a discourse, there are attempts of articulatiiofix webs of meaning through the
constitution ofnodal points Nodal points organize the discourse around araent
privileged signifier or reference point. They bitabether a particular system of
meanings or “chain of signification”, assigning megs to other signifiers within
that discourse. According to Zizek, a nodal poinssesses no density of meaning —
quite the opposite, it is an “empty signifier, argsignifier without the siginified”
(Zizek, 1989: 97). It only acquires meaning throuighpositioning relative to other
signs. The positioning happens through articulathoticulation is thus described as
“any practice establishing a relation among elesienich that their identity is
modified as a result of the articulatory practicesiile a discourse is “the structured
totality resulting from this articulatory practi¢ed.aclau and Mouffe, 1985: 105).
An elementin this sense is a sign within the discourse whasaning has not yet

been fixed. Through articulation, a discourse distlads a closure, a temporary halt
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to the fluctuations of meaning of elements. Sidrat have had their meaning fixed
by a discourse are calledomentsHowever, this closure is never permanent: “the
transition from the ‘elements’ to ‘moments’ is newtirely fulfilled” (Laclau and

Mouffe, 1985: 110).

Elements which are particularly open to differestrgptions of meaning are known
asfloating signifiers Nodal points themselves can be thought of asifigaignifiers,
but as Phillips and Jorgensen (2002: 28) explamheteas the term ‘nodal point’
refers to a point of crystallization within a sgexidiscourse, the term ‘floating
signifier’ refers to the ongoing struggle betwedffedent discourses to fix the
meaning of signs.” They provide an example: thedaarsignifier “body” is a nodal
point in the clinical medicine discourse and a tilog signifier in the struggle
between such discourse and other discourses frtemative treatments. Similarly in
my study, the word green is a nodal point in theporate advertising discourse and a
floating signifier in other discourses. In the amngte discourse, through the
articulatory practices of advertising discoursegreen” as a sign should have
acquired commercial meanings which are differemimfrdiscourses from other

domains such as governmental and NGO institutions.

Closely related to the process of articulation a@eas of Intertextuality and
Interdiscursiviy,which imply the multiplicity and dynamic nature discourse. The
term “intertextuality” implies “the insertion of $tiory (society) into a text and in
doing so helps to make history and contributes tdewprocesses of change”
(Fairclough, 1992:102). Links amongst texts camiaele in different ways: “through
continued reference to a topic or main actors;ughoreference to the same events;
or by transfer of main arguments from one text itite next” (Krzyanowski and
Wodak, 2008:205). While social actors are alwayasstrained by the discursive

conventions of particular social settings, theristexspace for creative social actors
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to draw upon the resources from other discoursescaged with other social
practices (Candlin and Maley, 1997). One of thesaiof discourse analysis is
therefore to look for ways in which the “lexico-grmatical, semantic and textual
discursive options available to and chosen by iddials serve to construct, reinforce,

perhaps question, social roles and social behdv{@andlin and Maley, 1997:202).

Interdiscursivity means articulation within and weéen orders of discourse, the
configuration of macro-level discourse the prodscef the text consciously or
unconsciously draw upon; it is “the use of elementone discourse and social
practice which carry institutional and social measi from other discourse and

social practices” (Candlin and Maley, 1997: 212).

Fairclough (1993) argues that intertextuality antendiscursivity can contribute
either to the reproduction of, or the challengeti® established status quo. When
discourses are mixed in conventional ways, thiskesaowards the stability of the
dominant order of discourse and, thereby, the dantisocial order. If, however,
they are combined creatively, creating new or ld/discourses, this can act as a
challenge to the status quo. This relates intartity and interdiscursivity to
processes of social and organizational change,ticeta which have been
well-documented in a number of discourse analysidiss (e.g., Bazerman, 1999;
Bhatia, 2010; Chreim, 2006; Fairclough, 1995; Ral2®06). In order to effect
lasting change, social agents must operate notamlgt material or structural level
but also on a discursive level, too, by creatimmsicant and stable meanings within
the terrain they are competing for (Bazerman, 19€®pk (2001) has stated that
advertising is naturally a discourse with a muttéuof elements that constitute
existence. Therefore, advertising discourse casdam as intrinsically intertextual
and interdiscoursal; and advertisings not onlynmf@nd remind, but also persuade,

influence and change opinions, emotions and a#i{@bok, 2001). One implication
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of the nature of advertising is that it not onlygseto sell products, but also brings

about change.

Another two important concepts from Discourse Tleeideologyandhegemony.

Ideologyis a central discourse theoretical concept whaesh lieen adopted by critical
theorists and critical discourse analysts. Accaydm Gramsci (1983; in Titscher et
al., 2000: 144), ideology is the means used in l#iga society to achieve the

agreement of the majority. Ideologies also play @omrole in establishing and

maintaining unequal power relations (Wodak, 200mhe interest of discourse
analysis in ideology highlights the ways in whicleaning is constructed and
conveyed in a social context (Thompson, 1990; ind&¥o 2001). Meanings are
produced and reproduced in a dialectic processgbtmtion (Titscher et al., 2000:
145). The effects of power and ideology on the potidn of meaning are obscured
and acquire a stable form, so that they are comsglyutaken as given (Wodak,
2001). This is why dominant discourses appear ¢oige a rational and sensible set
of assumed truths beyond doubt (Jager, 2001). Disecanalysis, especially Critical
Discourse Analysis, investigates those discoumrgs®als the contradictions within,

and exposes the means used to make those truéted¢Jager, 2001).

The ideological workings of discourse in maintagior transforming relations of
power are facilitated by another condition, graspgdthe important concept of
hegemony This concept refers to one of the predominanammimational forms of

power in contemporary society. Gramsci (1971) asghat hegemony is intellectual
and moral leadership used by the dominant groupsedimtain their dominance by
securing the “spontaneous consent” of subordinetepg and by persuading them
that the relationship of domination is natural anevitable. Drawing on Gramsci,
Fairclough (1989; 1992) argues that dominant groegercise power through

constituting alliances, integrating rather than ehedominating subordinate groups,
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and by winning their consent through discourse thnough the constitution of local
orders of discourse. He further combines the canckemterteuality with hegemony
and argues that hegemony not only naturalizes ahegopwer relations but also

builds them into people’s common sense understgndin

As a discourse is an attempt to fix a web of megsimithin a particular domain via
the articulation process, hegemony are always opende-articulation and
re-articulation. Moreover, the outcomes of suchculisive practices are never
entirely predictable because the continual intewacbetween varing discursive

practices continues and resources for resistingrhegy are always available.

Fairclough’s CDA as a Conceptual Framework

The review of Discourse Theory provides concepto@lls for this study. In addition,

a critical discourse analysis model outlined byrélaugh (1989; 1992; 1993) directs
analyese on three interrelated levels (or dimems3ieflinguistic, discursive societal.
Fairclough, similar to other CDA theorists (e.godak, 2001), stresses on the role of
social context in which discourses are deeply stliaHe conceives contextual
factors as the “history” of existing and surrourglidiscourses, social structures,
cultural and institutional norms, and physical lgga that the construction of new
discourses accurs within. In order comprehend épeesentations and meanings in a
discourse studied, researchers need to undergtaoontexts. In addition, Fairclough
(1989; 1992) identifies three aspects of the coottre effects of discourse. First,
discourse contributes to the construction of “sladientities” and “subject positions”,
interpellating social actors in a certain way. ety discourse helps to construct
social relationships between people. Thirdly, disse contributes to the
construction of systems of knowledge and belieeSehthree aspects correspond to
Halliday's (1978, 1994) notion of language funcsoriidentity”, “relational” and

“ideational” functions of language. Fairclough aefs them as:
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“The identity function relates to the ways in whisbcial identities are set up in
discourse, the relational function to how socidatienships between discourse
participants are enacted and negotiated, the atedtfunction to ways in which

texts signify the world and its processes, entitied relations” (Fairclough, 1992:
64).

Thus, texts can reproduce, sustain, threaten ortiomedominant or hegemonic
notions of identity; social relations or systemsiddgas and beliefs, have a genuine
“physical” impact on the social world. In additionithin texts there exists evidence
of struggle amongst competing social actors, istegeoups and their differing ways

of viewing the world.

What this means is that the study of disourseoismerely an exercise in abstract
lexico-grammatical description but an analysis dfeg tool in the reproduction or
reformation of the wider social world. This is peutarly true of policital discourses
since they are often designed and produced to\ahiee hegemony of a particular
point of view with the explicit aim of creating age within other non-discursive

aspects of social practice (Rear and Jones, 2013).

In this study, corporate environmental advertisingseen as a specific type of
corporate discourse aiming to both sustain andeaehihe hegemonic construction
of corporate greenness, as well as to create chamgeds green consumption. By
exposing the processes by which such hegemonitigga@re achieved within texts,
researchers with critical discourse analysis methcould, as producers of texts

themselves, contribute to the dissolution of them®e hegemonic practices.
According to CDA theorists, as mentioned above, didicourses are treated as

historical and, therefore, it is impossible tostiiscourse from its broader context

and it is important to mention the broader discewaad the location of individual
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texts in larger bodies of texts (Phillips and Hard902), and culture, history and
ideology characterize the context of the discurgvent. Concequently, discourses
are indeed intertextually linked to other discoarg@&itscher et al., 2000: 146).

Intertextuality or interdiscursivity refers to thgerspective that every text or
discourse is part of a series of texts to whichmedcts and refers, and which it
modifies (Titscher et al., 2000: 146). Such argutmemply that the commercial

green advertising discourse as the object of tludysdoes not emerge out of void,;
instead, it has legacies or discursive elements eaisting discourses. Therefore, it
IS necessary to review existing green discourségd@vestigating corporate green

advertising discourse.

2.5.4 A Variety in Green Discourses and the Meaningf Greenness

From the discourse theoretical perspective, thergdescourse like all other kinds of
discourses, represents an attempt to fix a web petiic meanings within a
particular domain and it is developed in differential contexts and in a specific
manner which will keep the needs of certain saatabrs. To be more specific, green
discourse articulates people’s understanding of nagiral environment. And the
green discourse should be treated as heterogemeougs embodied meanings as
diversified. As Banerjee et al. (1995) claim, altgpb the green discourse was
initially rooted in environmental activism, it haBeen undergone semantic
broadening and disseminated through other domdinsublic discourse (such as
social media and corporate marketing). In this semsl in lots of cases, the meaning
of “greenness” has been extended, or even transthrand thus appears much less
evident in its link to environmental issues. Forample, “green dating” means
people “recycle” people they have previously datid “green” in this term has
nothing to do with environmental concerns. In orgieconduct discourse analysis on
green advertisings as a discourse, and detectlihaw corporate green advertisings

extend the meanings of green, it is helpful toeavrelative “green discourses”.
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Following Muhlhdusler and Peace (2006), “green dalisse” is defined as
environmental discourse as comprising the linguidavices articulating arguments
about the relationship between humans and thealatavironment. And there is a
variety in environmental management and governaissourse as green discourse.
From a politics viewpoint, Béackstrand and Lévbra(@006) argue that
environmental discourse can be generally categbrémeecological modernization,
green governmentality, and civic environmentalisBach category of green
discourse has different perspectives towards enwiemtal problem solving and
environmental protection. These green discourses rapact on corporate green

discourse. The following sections will briefly rew these three green discourses.

1. Ecological Modernization — Sustainability Devatoent

The discourse of ecological modernization firstiypeared in Western industrial
societies in the 1980s. One of its distinct feaguie its claimed compatibility of

economic growth and environmental protection. Besidt promotes a liberal market
order which is believed to achieve sustainable kdgweent. This discourse disagrees
with radical environmentalism which in line with fdamentally restructuring in

response to the environmental crisis, instead gamb modernization advocates a
graduate transformation of the state and a mildrnefto the market order. Such
reform can be adopting green technologies and gregulation. The underlining

implication of ecological modernization approacihiat environmental problems can
be decoupled from and even resolved by economiwtgroBesides, the current
capitalism and industrialization can be reformed¢omore environmental friendly
and even a solution to environmental problems (Haj®95). Such positive

assumption from ecological modernization assum&mavin outcome can be built

upon more advanced industrialization and market hasm, innovative

technologies for more efficent pollution control, arket-driven strategies to
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internalize environmental costs, as well as a cimangple of government towards

more flexible, decentralized, cost-effective antladmrative policy-making.

However, as Backstrand and Lévbrand (2006) points the predominant focus of
ecological modernization, or the widely adoptedaidé¢ sustainability, is in nature a
flexible technocratic and cost-effective orientedvieonmental problem-solving

approach. Moreover, such technocratic greeningauistrial production seems to be
problematic on the experiences of developing coesitrand it has been silent in
equity and poverty issues. In conclusion, the egiold modernization as a kind of
green discourse is neo-liberal political economigraurse, and it in fact does not

involve any fundamental rethinking of societal ingtons (Harjer, 1995).

2. Green Governmentality — Rationalism and ScientifEnvironmental
Administration

Along with ecological modernization as a green aisse which brings in a
market-oriented approach to ecological problemseigrgovernmentality represents
another variety of green discourses and predonsneteindustrialized societies.
“Green governmentality as a green discourse ep#esna global form of power tied
to the modern administrative state, mega-sciendebanbusiness” (Backstrand and
Lévbrand, 2006:54). Governmentality, according taiM| Foucault, is defined as a
multiplicity of authorities, rationalities, and agges that seek to shape the conduct
of human behaviours (Lemke, 2000). “By affecting tbhoices, aspirations and
lifestyles of individuals and groups, these disaiply practices involve the power
over and through the individuals” (Dean 2004:1Mokledge and various forms of
expertise are intrinsically linked to idea of mamagnt. In recent years, facing the
global environmental problems, the new set of “koowledges” that extend
government control to the entire planet began ¢e (Luke, 1999). Meanwhile, a

new set of “discursive truth” has emerged in theneaf sustainable development
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and environmental risk management. Such discursiuéh wears clothes of
eco-knowledges and helps shape common understandihghe environmental
reality and enforce “the right disposition of th&igbetween humans and nature
(Luke 1999:134, 146). Also during the past decadasnerous environmental
advisors and scientific experts have emerged oretiveonmental arena, they play
an authoritative role in the construction of thesm-knowledges. Relying on a
notion of sound science, according to Rutherfor@®@t 60), “these environmental
professionals provide credible definitions of enmimental risks as well as legitimate
methods to measure, predict and manage the saksé riis addition, a world-wide
techno-scientific infrastructure has been developed “enables environmental
experts to monitor and manage the Earth’s biogeuc® cycles, hydrological
flows and human patterns of pollution and environtakedegradation” (Backstrand

and Lovbrand, 2006: 54).

In conclusion, green governmentality discourse t@n seen as an elitist and
technocratic expression. This discourse however gmalizes alternative
understandings of the natural world (Fogel, 2008).addition, nature in the
articulation of green governmentality is approaclda terrestrial infrastructure

subject to state protection, management and doramétitfin, 1994).

3. Civic Environmentalism — A Participatory and Dagratic Approach

The civic environmentalism discourse is originafemm the 1992 United Nations
Conference on Environment and Development (UNCEiere the language of
participation entered the green agenda. The civigcirenmentalism discourse
advocates the “democratic efficiency” in order tolth more effective environmental
multilateralism groups who are affected by envirental problems. These
stakeholders including both major groups and natesactors (such as commercial

organizations and NGOs) should have a voice andedgtparticipate in finding
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solutions and work together to create a more polyme and global governance
arrangements in environmental issues. Thus, thpsoagh to environmental problem

solving is “bottom-up” (Elliot, 2002: 60).

The discourse of civic environmentalism is neithemogenous nor uncontested.
According to Backstrand and Lévbrand (2006), theetwo competing versions of
such discourse: a reformist and a radical versityese two versions differ based on
their diverging views on the role of the soveregjate and the capitalist economy.
The reformist civic environmentalism discourse ses on the vital force of a
transnational civil society complementing statetgenpractices (Elliot, 2004). It
also promotes a pluralistic environmental order affidms the rise of public-private
partnerships among governments, business and NG®Os erivironmental
problem-solving. Besides, the reformist civil emvimentalism believes that civil
society participation can raise the green profileh@ green profile of the global
economic order, as well as speed up the greenibgshess agenda. Compared with
such viewpoints, a more radical civic environmestaldiscourse in a deep ecology

standpoint is skeptical of the promise of stakedokhvironmental governance.

The radical edge of civil environmentalism disceutsighlights the relations of
power and powerlessness in international instifiigtiand negotiation processes. In
addition, it advocates a radical green agenda ahthdamental transformation of
existing consumption patterns and institutions mdeo to realize environmental
protection. Such radical voice from civic enviromtadism argues against the claims
of environmental governance that bases on thedlization of markets. This is
because radical civil environmentalism believes thaltilateral financial institutions
and UN agencies with a neo-liberal bias only premuoarket-oriented policies, and
privatization and deregulation thus take place het eéxpense of environmental

protection. In conclusion, the radical civil enviroentalism discourse contests the
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reformist discourse and its route to environmeptatection.

In the view of radical civil environmentalism disgse, partnership agreements and
stakeholder participation represent the retreth®ftate and the rise of transnational
corporate power; they also mask relationships ofwgro and domination
underpinning global environmental politics. Thubistdiscourse asks for global
social movements which are able to challenge asidtrmequitable power structures,

and the global institutional framework defined logls structure.

2.5.5 The Corporate Green Discourse

Since the environmental concerns are seen asntegéiin the international business
greening process, the nature environment has al®e into the mainstream domain
of management in the form of corporate environnmemegreen discourse. Informed
by elements from these meta-discourses regardmgetiationship between people
and the environment, especially the ecological mudation discourse and green
governmentality discourse, the corporate envirorialetiscourse is developed for
guiding and legitimating business green practi€dasad and Elmes (2005) argue
that a remarkable feature of the business greecoulise is that it stresses on

practicality:

“Being practical is equated with maintaining ecomomgrowth and success (for
individual firms and societies), entering into atices and agreements with specific
stakeholders and ensuring how levels of societalfrontation. Environmental
management’s practicality ultimately appears ta @s a narrow platform of
economic instrumentality and on a philosophy of vesmnence that emphasizes
minimum socio-economic disruption and maximum doh#évoidance” (p. 863).

They further describe the business green discourse:

“Distancing itself from the so-called ideologic#hsces of both Deep Ecology and
Anti-Environmental Corporatism, the discourse ofvimnmental management
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positions itself and its adherents as reasonabédl-imtentioned individuals of
action, committed to repairing the ecological daesagf the past several decades,
and taking over the guardianship of nature forltbeefit of future generations” (p.
846).

This rhetoric of “green management” as well as cmafe environmental discourse
has been questioned. For example, Welford (1990eathat the business greenness
in fact promotes corporate interests over enviramaleones. Similarly, Greer and
Bruno (1996) claim that business green discourgesgnothing more than symbolic
reassurance. Entine (1994) who studied the “enmeotally progressive”
companies (such as Ben and Jerry’'s and The Bodp)Shids that these firms profit
from the “green” label, but they are actually erigggn practices that are harmful to

the natural environment.

The variety within green discourse in society atslincorporation into business
green discourse have been discussed by abovediteraut it is still not clear about
the emergent green marketing and advertising disedn a developing context. It is
expected that corporate green marketing discowgsriits elements from existing
meta-green discourses, such as ecological mod&amzaliscourse and green
governmentality, but it is not clear that in whaaywsuch discursive elements are
arranged into corporate green advertisings and hompanies make efforts to
contribute to the commercial meaning of green tghotheir green advertisings.
Especially in the Chinese social context, both thdustrial development and
people’s understanding of natural environment a&ny different from their Western

counterparts (Mol, 2006; Tsai, 2001; Weller, 2006).

It can be hypothesized that green advertising dis®as a sub-category of green
business discourse bears the same characteristipradgiticality. However, as
commercial advertisings are for promoting consuami and thus potentially

involved in materialism, and materialism is intig@ly contradictory to
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environmentalisth (Banerjee and McKeage, 1994), how do firms compsenthe
conflict in their green marketing discourse? Inidd, as discourse plays a vital
role in representing firms’ green brand and proslucind constructing meanings
of green consumption for consumers, and commeaciaértisings can be seen as a
manifesto of companies’ perceptions towards enwiremtal issues, it is important to
understand the representation of commercial gresnng sum, the discursive
process of firm constructing the meanings of gresarthrough their advertisings, as
well as this process how green advertisings heipsfiplay their authorative role in
the construction of eco-knowledge and informingstonption practices dealing with

environmental degradation is worth investigating.

Therefore in this research, | apply discourse tbigmal perspective to examine the
representation of greenness in corporate advegtdiscourse. By focusing on active
discourse in corporate green advertisings on wehsit will look into the

representation and meaning constructed by corpgratn advertising discourse and

aim to answer the overarching research questidelasv:

« How do firms construct the corporate greennessutiirogreen advertising

discourse in their corporate websites?

As a discourse is defined as an attempt to fix b efemeanings within a particular
domain (Laclau and Mouffe, 2001), this researchstjoe aims to identify the hidden
ideology in corporate green advertisings and explbe meaning construction of
greenness embodied in green advertising discoRegewed literature suggests that
varing environmental discourses articulating tHatrenship between human and the

nature (such as ecological modernization, greenemuwrentality, and civic

* “Environmentalism” here refers to beliefs that current environmental conditions are a serious problem facing
the world (Murch, 1974), and beliefs that some radical changes in current lifestyle and economic system may be
required to prevent environmental damage (Catton and Dunlap, 1982).
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environmentalism) exist. As an emerging type of iemmental discourses,
commercial green advertising may bear similar dariste features of other kinds of
environmental discourses. In addition, becauseetheg very limited studies on the
nature of green advertising discourse on corpasediesite in the context of China,
the research is exploratory and therefore the algpssstion serves as a principal

guide to my investigation.

In order to understand discourses, the contexticiwthey arise must be understood.
van Dijk (1997) posits that discourse studies sthaldal both with the properties of
text and talk and with the context of discourse;abse the social situation may
systematically influence text or talk. So “discaustudies are about talk and text in
context” (van Dijk, 1997:3). Similarly, Fairlcougii995)’s analytic model not only
includes a description and interpretation of digsseun context, but also provides an
explanation of why and how discourses work. Fairglo sees the macro social
structures as both the conditions for and the prtsdof the micro discourses events.
In conclusion, the discourse as well as discurpnagtices is subject to institutional
and economic conditions. Therefore, in order tol&rpthe discourse, its social and
historical contexts should be considered. The fdouanalyses in this research is
derived from Fairclough’s Three-dimension analytaamework which pays attention
to textual, discursive, and societal componentstoflied discourse. Therefore, the
overarching research question is going to invewidew do firms represent their

green brands/products/services in linguistic, disiee, and societal levels.

Based on Fairclough’s CDA framework (2001), theeistigation focus is aligned
with the textual and discursive dimensions in desee and interpretive analyses,
and it intends to identify how corporate greennessepresented textually and
meanings discursively constructed and what areithéarities and dissimilarities in

such representations from the studied two categi@iecompanies. In addition, a
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societal analysis will be conducted and it focusesexplanations of interpretation
findings by looking into the larger cultural, histal, and social contexts. To be
more specific, the descriptive analysis is to descthe representations of corporate
greenness; the interpretive analysis is to intérgrew meanings of green
consumption are constructed; and the explanatiadysis is to explain contextual
socio-cultural influences on corporate construdioikach level of analysis is
interrelated and together contributes to the dsoasof the ideology and hegemony

embedded and embodied in corporate green advesisin

As discussed above, the overarching research quoesthout discourse and its
context cannot be answered solely by discourseidgat is necessary to draw on
other theories — for example, sociological or aatuheory — that help to provide
explanations on the social practice in questionirigtagh, 1992; Jorgensen and
Phillips, 2002). Therefore, in order to better wstend the context of corporate
green advertising discourse in China, | draw onedhplanation power from other
theories, especially institutional theoretical gigs. Besides, institutional theoretical
perspective and literature, together with Fairclgsigeritical discourse analysis
framework, help to shape the focus of this inveditm, which are the similarities

and differences in studied discourses and theitestual influences.

Institutional theoretical lens helps to understéme phenomenon of corporate green
advertising in China, where the environmental pid@ and governance institutions
are different from the West (Carter and Mol, 2006, 2006; Tsai, 2001; Weller,
2002). In the following sections, | will firstly froduce institutional theory,
especially Scott (1995)'s Three-Institutional-Rillmamework. | will then review
literature on the relationship between institutioo@antexts and corporate discourse
by reviewing the relative studies on corporate aocesponsibility practices in

different institutional contexts. Specifically, dias on green discourse and literature
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about convergence versus divergence of corporati@lseesponsible practices in
developing countries and studies on China’s enwi@mtal protection institution
provide an empirical background for developing rgearch sub-questions and their

foci.

2.5.6 Institutional Theory: Impacts and Implications of Institutional Contexts to
Corporate Green Advertising Discourse

Literature on China’s environmental policies andriimmmental governance has
suggested that the Chinese context for environrhgotgernance is different from
the West. For example, scholars (e.g., Mol, 20G61e2 and Mol, 2006) have argued

that:

“To some extent, China is indeed catching up witbrendeveloped countries in
designing and implementing a more advance systeemdfonmental governance
to meet current and future challenges...but Chirsilisdifferent from the EU and
the US in its environmental governance system as diistem carries the
consequences of the national particularities ofaasitional state with different
cultural background” (Carter and Mol, 2006: 333).

In order to better understand the environmentakgance and management system
in China and its influence on green discourse iait¥e it is useful to introduce the
concept of “institution” and understandings fromstitutional theory, especially Scott
(1995)'s framework of “institutional pillars”. Thierm of “institution” has been used
to describe specific customs and practices as agltules and laws. It refers to
arrangements that are fixed, established, or emgluais in institutionalized practices.
Therefore, the concept of institution denotes $tgl@nd persistence (Scott 1995:78).
Institutional theory suggests that institutionalntexts influence the rules and
understandings by which organization operate (Morgad Kristensen, 2006), and
posits factors that make organizations similar (Bgdio and Powell, 1983) and

different (Kostova, 1997; Rozenzweig and Singh, 139%cott (1995) develops a
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framework of three institutional pillars in exammgi different institutional contexts
and institutional forces and pressures on firmsgulaive, normative, and
cultural-cognitive pillars. The regulative pillaefers to both formal rules, such as
statute law and regulations, and informal rules;hsas conventions, norms of
behaviour, and codes of conduct. The normative ejaiscaddresses the actions and
conventions that are legitimate for people, by fewhat they consider as
appropriate and morally correct (March and Ols&981 Scott, 1995). The cognitive
pillar means the cultural, taken-for-granted so&mbwledge, or people’s common
frames of reference, attitudes and stereotypesdbasdheir cultures (Kostova and
Roth, 2002; Scott, 1995). These pillars are inddpety mutually reinforced, and
interact (Kostova and Roth, 2002; Kim et al., 2013)

Recent years have observed a growing body of fitexdocusing on the relationship
between corporate social responsibility (CSR) jcast and their institutional
contexts in an institutional theory perspective.(eCampbell, 2007; Doh and Guay,
2006; Husted and Allen, 2006; Jamali and Neville12 Moon et al.,, 2010).
Campbell (2007) argues that regulatory pressureCi8R directly impacts firms’
CSR activities through government regulation andustrial self-regulation. In
addition, individual governments generate varioagutatory pressures on CSR,
endorsing and/or facilitating particular practi¢gdsoon et al., 2010). Multinational
companies, as well as their local counterpartsd ieeespond to local regulations
and quasi-legal demands (Rodriguez, et al., 2086)rder to maintain legitimacy
with their global customers, stakeholders and péetsining, 2003; Kostova and
Zaheer, 1999). Besides, in the normative instingiodomain, corporate social
responsibility practice also needs to follow orpexst social norms, values and
expectations (Sethi, 1975). Therefore, nationahative pressures lead to different
corporate social responsible practices in diffemointries (Maignan and Ralston,

2002; Miles, 2006). In addition to regulative angkmative institutional influence,
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cultural-cognitive pressures also enable or comsttarporate actions (Campbell,
2007). For example, Welford (2005) claims that bess social responsibility

activities are based on cultural traditions.

It can be assumed, from the body of institutiont@rature, that as one aspect of
corporate social responsibility practice, firmsveonmental responsibility practices
are influenced by its embedded institutional cotgeand thus present different
features based on their differing institutional teos. Since green advertising either
communicates firms’ environmental responsible pecastor can be seen as a form of
corporate environmental action to green consunmssciousness (Hailes, 1998),
the national institutions in regulative, normatasd cultural-cognitive pillars should
have impacts on corporate discourse, and the diseoof green advertising is

influenced by its institutional context.

2.5.7 Convergence and Divergence in CSR and China@ntextual Influence

In an institutional theoretical perspective, theme studies suggesting that both
convergence and divergence exist in firms’ greestalirse. A growing number of
studies have investigated how isomorphic mechanmsay transcend national
borders via various transnational linkages to fost®ss-national environmental
convergence (Levy and Kolk, 2002). For examplepBlatand Prakash (2004) claim
that trade ties lead to the transmission of coerpiressures from high-regulating to
low-regulating nations and potentially foster campce in private or public
environmental standards in a trading-up effect. d&kn (2002) identifies
mimetic-type processes in which the more ambitiengironmental practices and
policies previously adopted in developed countaes replicated and emulated by
civil, market, and state actors in developing cdest Frank et al. (2000) also find
that international contact has created demand r@gir@nmental protection through

the spread of norms of enviroinmentalism. In additiChia et al. (2007) argue that
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the business ideologies of the US and UK, suchea$iberalism and consumerism,
have been increasingly adopted in many developiognities, and lead to

convergence towards international homogeneity.

These above isomorphic pressures suggest a concerget only in corporate
environmental practices and standards, but alstheir green discourse. This is
because the discourse both reflects firms’ enviemad understandings and
communicates their green practices. So it can bpgsitioned that similarities exist
between corporate green advertising discourses Md€s and Chinese indigenous

firms.

Besides convergence, the literature also sugdestshese institutional pressures can
be contradictory: some may induce one type of aateeenvironmental practice, and
others might pressurize in a different way. Formegke, MNCs and local indigenous
firms might face different institutional pressureBor MNCs, they face the
contradictions between the cultural demands onr tieiadquarters and local
operations (Andrews and Chompusri, 2005), or betwedtural pressures and local
political or economic demands (Gardberg and Fomb@@®6). For example, in
many countries profit is widely accepted as busnestive, but in others, a social
justification is required for the pursuit of profiMacfarlane, 1987). Such different

normative pressures can lead to divergent CSRipeact

In China, there are domestic regulations, normading cultural-cognitive settings
which differ from Western markets. For example nirgultural perspective, Kahn
holds the belief that specific nations have speatiltural traits that are difficult to
change in any basic fashion (Kahn, 1999). Similadgfstede contends that “no
management activity can be culture-free” and thenal cultural differences can be

represented and measured by “cultural dimensiddefstede, 1984:81). Taking into
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account of the cultural side of management pressggpan understanding of the way
people’s minds are programmed differently by trafferent cultural background
and life experiences. In accordance to Hofstedadttiral dimension” theorization,
Fei (1992) from a sociological perspective pointsitt different from Western
mindset of organizing, Chinese people normally reid‘egocentrism” mindset. For
example, “once something is deemed by the Chinesepaublic belonging, it means
that everyone can take advantage of it withoutgaltlons” (p. 70). And the natural
environment can be seen as one type of public bglge. Based on the above
literature, as the environmentalism as well as @@ie green marketing and
advertising as one of corporate management praoicgins in the West and comes
to China recently in a globalization process, ito@ion to China’s context is
assumed to lead to more divergent and localizedtipes. More specifically, there
have been studies on the Chinese environmentatutists and how they differ
from the Western ones. For example, Weller (200#htp that “the modern term
‘nature’ (in English or in contemporary Chinesellhr real equivalent in classical
Chinese, although it has now achieved a dominasitipo in Chinese discourse” (p.
8). He further argues thatearlier ways of thinking about humanity and the
environment in China did not wash away when Wesigeas about nature became
entrenched in the early twentieth century” (p. 8Child et al. (2007) find thahhe
formation of the Environmental Protection SysterR@ as an organizational field in
China is different from the one in U.S. Differendrh the “bottom-up” approach in
the U.S., China’s EPS is built up in a “top-dowmppaoach and is characterized by a
“made order” in which the regulative system cam&t fand the state and its agencies

dominated the process.

Despite the growing number of studies on envirortalesm and environmental

practices in China, it still is not clear about Wiex the institutional differences are

influencing firms’ advertising discourse in Chiremd what differences exist among
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firms’ green advertising discourse.

Although discourse and institution are mutually stdative (Phillips et al., 2004)
and more recent institutional theorists begin guarthat discourse plays a role for
the maintenance and change of institution (e.gwi€ksand Grant, 1996; Phillips et
al., 2004), this study is not intending to place fbcus on the environmental
institution in China or base its analysis of thecdurse on an institutional theoretical
frameworK. Instead, it treats the discourse of firm’s gradmertising as a reflection
of and a result of interaction with its institutednenvironment. The institutional
theory is borrowed to analyzing my data and assitsocietal dimension of
Fairclough’s Three-dimensional CDA analysis framegw¢details see Chapter 3
Methodology). And the institutional theory, espdlgidhe Three-Institutional-Pillar
framework can help to explain my research findingsa macro level. The
institutional theory and studies also help to shapefocus in answering research
sub-questions. Based on the literature review gbooth similarities and differences
are expected to be identified in corporate greemeriding discourses from
multinational subsidiaries in China and Chineseallofirms. Accordingly, the

research sub-questions are developed as below:
* Are there any similarities and differentces betvéee advertising discourses
used to represent greenness within the studiedcategories of companies

and what are they?

 What are the influential contextual/social factaeusing the similar/different

features in the discourses?

The first research sub-question is aligned withtéxtual and discursive dimensions

> Such studies are exampled as Greenwood and Suddaby (2006), Munir and Phillips (2005), and Suddaby and
Greenwood (2005).
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in descriptive and interpretive analyses, andtgnds to identify both common and
different ways in the studied advertising languagesenting greenness and
constructing discursive tissues of meanings. Thmrse research sub-question is
seeking answers from societal analysis and focosesxplanations of interpretation

findings by looking into the larger cultural, histmal, and social contexts.

2.6 Conclusion of Chapter 2
This chapter has described the development of gmegtketing and advertising in
both the West and China. By reviewing studies eegrmarketing and advertising,

research gaps in the literature have been idedhtifie

First, within green advertising research, a majowtf the studies have been
conducted in the context of developed countrieg rBEason for this might be that the
phenomenon of green marketing and advertising kiated in these countries for a
longer period than in developing countries, suchCama. As the environmental
problems became severe and businesses influencedniiyonmentalism in

conjunction with globalization, a growing numberagmpanies, both multinational
subsidiaries and local firms, began to adopt tlea idf sustainability development,
and develop and market their green products/sexvisgh green advertising.

However, research on green advertising in devetppamtext lags behind.

Secondly, existing research in this field has nyafollowed a positivist approach
which treats advertising as facilitating and inforgy and green consumers as
pre-existing and need to be identified. Such anraggh lacks attention to the
constructive role of advertising in modern soceet@d the dialectical relationship
between social contexts and advertisings. It loakgshe overt representations in
language, however cannot help researchers to disdmcured or opague messages

veiled or embedded in advertisements. In additdata from traditional mediums
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such as newspapers and television channels alsmtcprovide updated versions of
current communications applied by companies in thgstal era. From this point,

web site green advertisings deserve further ingastn.

Moreover, to examine the advertising as language iiSs helpful to employ an
alternative perspective which sees advertisingodis & cultural and ideological tool
for shaping public perceptions and influencing abrealities such as environmental
responsibility and green consumption. Critical tiyedogether with Discourse
Analysis as both a theory and methodology, hagniméd a rich number of empirical
studies on marketing and advertising (e.g., Wilkam 1981; Goldman and Wilson,
1983; Goldman, 1987; Papson, 1991). Neverthelbedjterature is very limited and
does not wholly focus on the types of advertisimgcaurse used by companies to
construct their “greenness” and the meaning ofrgmsumption while promoting

their green products and/or corporate image.

An overview of critical theory and Discourse Anasysn marketing indicates that
CDA, drawing on ideas from semiotics and ideologiiques, and a branch in
Discourse Analysis, can be a viable way of fillittge research gap. It also helps
bridge my investigation to the current developmems green advertising.
Methodologically, CDA provides a systematic seingfuiries to analyze both textual
and visual constructs in relation to social phenmameSpecifically, Fairclough
(2001)’s three-dimensional framwork faciliates astd with a means to explore the
relationships between the “text and social stresttu p. 117). The CDA approach

will be discussed in more details in the next ceapt

This chapter has also raised the issue of theasargly importance of the Internet in

the green advertising of firms. The corporate wéb as a digital broadcasting

platform to advertise is itself as a new type ofeatising. It can supply advertising
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discourse which is not filtered by third-partieslahus provides research data which

better represents the advertiser’s intentions.

In closing, this chapter brings out the overarchiagearch question and research
sub-questions. The main research question is irddrby the gap in extant literature
on corporate green communication and green adweytisAnd the foci of the
research sub-question are derived from Faircloughtgee-Dimension CDA
framework to respectively examine textual, discrgsand contextual components of
studied discourses. In addition, the extant reseamc CSR with institutional
theoretical perspective suggests that both sirtidariand differences possibly exist
in discourses from different types of organizatiofi$his suggestion will be
investigated with two research sub-questions. kt obapter, the methodology and

research framework will be introduced.
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Chapter 3: Methodology: Critical Discourse Analysis

3.1 Introduction

The theoretical and methodological approach adoiptékis study is that of Critical
Discourse Analysis (CDA). This chapter is goingstarvey the key concepts and
philosophical assumptions of CDA. It will firstlyntroduce the philosophical
assumptions guiding the research process and natgyd This is essential because
theoretical concepts guide this study, and philogg) assumptions underpin the
choice of methodology and information gatheringhtegues. There then follows a
close discussion of a Critical Discourse AnalysS8DA) framework and its
theoretical underpinnings. Then, the research ndetbata collection and analysis

framework are introduced.

The concepts from Discourse Theory developed bgrists such Gramsci (1971),
and Laclau and Mouffe (1985) inform the developmehtdiscourse analyses.
However, Chouliaraki and Fairclough (1999) haveuadythat in emphasizing the
contingent nature of discourses, Lacau and Moufrestimate the ability of social
groups to bring about change through the reartiicigaof elements into new social
order. Discourse Theory, therefore, “is unable xpl&n which social forces have
greater capacity to effect articulatory changeswhg’ (Chouliaraki and Fairclough,
1999: 125). They further claim that not all grolyave equal access to key discourse
genres that make such attempts at hegemonic imtésnepossible. Social actors are
subject to constraints that do not emanate from diseursive level but from
structural relations of dependency, such as cktbsiicity, and gender (Chouliaraki

and Fairclough, 1999).

While drawing upon the useful concepts introducedliscourse theorists, this study
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accepts the gist of the critique of Discourse Theas above. The adopted
ontological assumption in this study differs witmetone of Discourse Theory. If
Laclau and Mouffe treat discourse as being enticelystituted by social practices,
and the historical materialism of Marxist theorids the opposite extreme position
of discourse being entirely constituted by econommaterialism, the Critical

Discourse Analysis approach adopted in my studyldvba somewhere between the
two. In epistemological terms, Critical Discoursaalysis offers a more persuasive
view on the relationship between discourse anddtsal context. Fairclough briefly

introduces the Critical Discourse Analysis in tbédwing way:

“Discourse analysis which aims to systematicallyplese often opaque

relationships of causality and determination betwd¢a) discursive practices,

events and texts, and (b) wider social and cultstalictures, relations and
processes; to investigate how such practices, g\t texts arise out of and are
ideologically shaped by relations of power and ggtas over power; and to

explore how the opacity of these relationships betwdiscourse and society is
itself a factor securing power and hegemony” (Hairgh, 1993: 135).

Following such arguments, a research frameworkthis study underpinned by
Critical Discourse Analysis will be introduced. Whibefore | justify my chosen

methodology, it is helpful to also consider alteéwvemethodologies.

3.2 Alternative Methodologies

Among the wide range of methods available to tha@asascientific inquiries, my
choice was set on discursive methods. The mosnagag reason is that the firms’
online advertisings as communication material pievia very rich source of
information which deserves enquiry in its own righlty philosophical stances and
my areas of interest (critical approaches) alseatimy attention towards research
focusing on discourse, power and ideology. Besitles,relative sensitivity of the
topic (investigating the constructive process piddg refers to studying on the

maniputive nature of discourse producers) demandsflaxive recognition and
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transparency of my political stance. Any claim tgeativity, or lack of reflexivity
for that matter, would be met with suspicion andlato For such contextual reasons,
based on the nature of the research itself, andusecof the analytical framework’s
rigour of critical discourse analysis, CDA has bebosen as the most appropriate

method for my study.

It is nevertheless interesting to consider othgyuper discursive methods, such as
content analysis, which represent a more positigigd quantitative approach to

analyzing discourses.

3.2.1 Content Analysis

The difference between content analysis and CDgearirom the nature of analyzed
object. Different from CDA which is a linguistic tmed and analyzes both
coherence (meaning constituting in texts) and doheomponents of the textual
surface) (Titscher et al., 2000), content analgsimes from a non-linguistic tradition
and focuses on coherence. According to Titschei.R000), content analysts ask
concrete questions about the content and use rateerise and narrow research
questions for the purpose of hypothesis formatontent analysis is more limited
in its focus. As content analysis focuses on denati dictionary meanings or
connotations from extended meaning evoked by liteessages, its weakness is the
common practice of only coding small portions aadets of discourse, thereby
omitting many important themes and nuances, aniifignexamination on meanings
(Graber and Smith, 2005). As a result, contentysmglwhen compared with CDA,
is incapable to provide a more complete pictureaajiven phenomenon and its

socially constructed process.

3.3 Critical Discourse Analysis (CDA)

Following the review of the important theoreticaihcepts of Discourse Theory and
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a brief introduction of CDA in Chapter Two, thiscien brings more details about
CDA as variants of discourse analysis. Here, itlbpbphical background, important

theoretical concepts and assumptions, and res&arabworks will be considered.

Discourse analysis on its own does not necessady out to be critical.
Maingueneau (2006:230), however, makes a distincbietween the “weak” and
“strong” discourse analyses: the former entailsienple description of structures of
texts and talks” (such as content analysis), amdldlter involves analysis of the
connection between discourse and social struct(sash as CDA). Similarly,
Fairclough (1992:9) claims that “Critical’ implieshowing connections and causes
which are hidden; it also implies intervention, gstample providing resources for
those who may be disadvantaged through changedc&arding to CDA researchers,
the hidden things in researched discourses shaeildxposed, since they are not
evident for the individuals involved, and thus cainbe fought against (e.g.,
Fairclough, 1992; Wodak and Meyer, 2001). To beerspecific, Batstone (1995)

has summarized the aims of CDA research:

“Critical Discourse Analysts seek to reveal howtseamre constructed so that
particular (and potentially indoctrinating) persirees can be expressed delicately
and covertly; because they are covert, they arsivduof direct challenge,
facilitating what Kress calls the ‘retreat into rtiffsation and impersonality™
(Batstone 1995: 198-199).

With a political stance, CDA explicitly explainsetidynamics of power, knowledge
and ideology that surround discursive processedlifRrand Hardy, 2002:20). CDA

also focuses on the role of discourse in the wat the abuses of power are
constituted and sustained. Moreover, CDA explofes hature of persuasion,
ideology, and conflict (Elliot, 1996; Fairclough9d5; Fairclough and Wodak, 1997;
Phillips and Hardy, 2002; van Dijk, 1996). In adudlitt, CDA aims to analyze the

“dialogical struggle (or struggles) as reflected tive privileging of a particular
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discourse and the marginalization of others” (ijslland Hardy, 2002: 25). In a
more practical way, CDA is useful for analyzing hoammunicative strategies are

shaped by and help shape contexts.

This approach is very relevant to the study of ocafe green communication and
advertising discourses. In particular, CDA is ukeiiu order to analyze the
connection between power and meaning, and to gfasge processes by which
social constructions lead to taken-for-granted alo@alities (Clegg, 1989; Phillips
and Hardy, 2002). CDA is expected to help hunt doamd challenge the
taken-for-granted “truths” or “realities” (Phillipand Hardy, 2002) which, it is
argued here, are the common materials of the catpareen discourse. For example,
the traits and potentials of green products, ougeearguments about the benefits of
green consumption, are presented by the compasitg®s and used to justify their
constructed commercial greenness and corporateroemvental responsibility.
Apparent truthfulness is an important feature ofp@suasive discourse. The
presented “facts” are unsubstantiated and claitodofirm” what people are already
predisposed to believe as the truth (Jowett ando@riell, 1999:158). For example,
the so called “green packaging” is advertised ateaure of a firm’'s “green
products” in which none other virtually environmanbenefits can be identified in
its green advertising discourse. Therefore, as #emaf fact, the firms adopting
“green packaging” might be suspect as solely ferehds of cost-saving, instead of
genuine changes towards environmental protectioraddition, one of the studied
company states in its green product advertiseméis:world-leading solar energy
technology in our automobile products will fundartadly solve the energy crisis.”
Such over-optimistic argument encouraging greenswmption assumes the
well-known clean technology of solar power as agoaa, but chooses to ignore the
fact that besides fuel, the production of carg sttihsumes other resources, such as

steel, and cause pollutions, such as the battergpsc By looking into such
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advertising discourse through the lens of CDA, &g better understand the intent
behind the green advertisings and find out the Iprohtic representation in green

discourse.

The next section sets out to provide a thorouglrgesn of CDA: its philosophical

assumptions, approaches and methods of data analysi

3.4 Basic Philosophical Assumption of CDA: CriticaRealism

CDA is developed in line with the assumption oftical realism. According to
Fairclough (2005), the critical realist position nsoderately or refined socially
constructivist but rejects the tendency that redube “the social” to discourse. The
critical realism position adopts a dualist episteagy, which gives primacy to
researching relations between agency (processg\ards) and structure on the basis

of a realist social ontology.

3.4.1 Comparing with Other Philosophical Assumptios

According to critical realism, “both positivism anslocial constructivism are
superficial, unrealistic and anthropocentric” (Adgen and Skoldberg, 2000: 39).
Different to positivism in which theories are hurrraade linkages, critical realism
assumes that there is a world independent of hieirgs, as well as deep structures
in this world that can be represented by scientifeories. Critical realism has been
presented as a possible successor to social cotstism (Alvesson and Skoldberg,

2000).

Critical realism approach is different from that pbsitivism, which seeks to
establish predictable patterns and the exact oaldtetween cause and effect. In the
understanding of critical realism, relations aramptex and causality exists on

different levels. According to (Bhaskar, 1975), rthare “tendencies” which are
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“generated” rather than inevitable, specific andasugable conditions. Critical
realists, therefore, examine the different mechasig/hich generate different effects
and events, as well as the forces and charactsrigiat mechanisms produce;
meanwhile, they examine the intricate connectionserayst different structural levels,
that contribute to the complexity of causal forcasd that make possible the
treatment of these as single, isolated factors g#don and Skoldberg, 2000).
Therefore, as Bhaskar and Lawson (1998) arguealigushould not be understood
in terms of universal, predictable patterns, btitegaas contextual and emergent, in
changeable societieB addition, although the change of social reabktylow, it is
still “emergent and varied as a consequence oflifferent processes that are part of

producing it” (Bhaskar and Lawson, 1998: 13).

3.4.2 Ontology and Epistemology

In critical realism, social reality is seen as progdd and social phenomena are seen
as different from those studied in the natural rsmés. Critical realists argue that the
natural and social worlds differ in that the laftedependent on human action for its
existence; it is conceived as socially constructadividuals as social actors are
active in the construction of social realities, atid structures that guide the
reproduction and transformation of social actigtEhould be studied in their own
right (Collier, 1994). According to critical reatis despite the fact that the social
reality is pre-constructed, human beings might Haudged or mistaken knowledge
of the social world and its socially constructeduna. Bhaskar (1975) claims that
critical realists should distinguish ontology fragpistemology, and the “epistemic
fallacy” of confusing the nature of reality withqqae’s knowledge of reality should
be avoided. Moreover, Bhaskar (1975) assumes atifsgd ontology” which sees
processes/events and structures as different sbfatacial reality with different
properties. There are distinctions among the “ragbE “actual”, and the “empirical’:

the “real” is the domain of structures with thessaciated “causal powers”; the
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“actual” is the domain of events and processes;déh®irical” is the part of the real
and the actual that is experienced by social a¢Ritaskar, 1975). The “actual” does
not straightforwardly reflect the “real”: the extelm which and ways in which the
particular causal powers are activated to affettiacevents is contingent on the
complex interaction of different structures andsayowers in the causing of events

(Bhaskar, 1975).

3.4.3 Critical Realism and Critical Discourse Analgis

Critical realism claims that the relationship betwestructures and processes/events
needs to be accounted by mediating entities. Thesdéiating entities as “social
practices” refer to articulations of diverse soa@téments. Such elements include
discourse which is durable and stable (Fairclo@§l95). Based on critical realism,
Fairclough’s critical discourse analysis is notyofdcusing on languages and orders
of discourse, but also concerned with texts asretds of) processes, and with the
relations of tension between the two (Fairclougd03). As such, critical discourse
analysis bases itself on a dialectical-relatiomala ontology: in the one hand, such
ontology sees objects, entities, persons, disceursganizations and so on as
socially produced “permanences” which arise ouprafcesses and relations; in the
other hand, the “permanences” constitute a prestsired reality with which social
actors are confronted, and sets of affordances landations on processes
(Fairclough, 2005). He further points that elemeftsocial events and practices are
interconnected with other elements. According tchswuiewpoints, the focus of
discourse analysis is not only on discourse permse,also the relations between
discourse and non-discoursal elements of the soiiabrder to reach a good
understanding of these complex relations. Furthptbese elements are not discrete,
since other elements of the social in being sociedinstructed through discourse,
come to incorporate particular discursive elementlout being reducible to them.

In conclusion, the relations between them are di@l@ (Chouliaraki and Fairclough,
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1999; Fairclough, 2003).

3.4.4 Epistemological Differences between Discourséheory and Critical
Discourse Analysis

While Laclau and Mouffe view the social world asingewholly constituted by
discourse, CDA, in line with critical realism, digjuishes between discursive and

non-discursive social practices. As Phillips andjdnsen (2002) conclude:

“Viewed on a scale, if the historical materialisihMarxist theory occupied the
extreme position of discourse being entirely caattd by economic materialism,
Laclau and Mouffe would be at the opposite end]JeMGDA would be somewhere
between the two.” (p. 20)

Following Mouzelis (1999) and Coombe (1998), Chanalki and Fairclough (1999)
have argued that Laclau and Mouffe emphasize oodhengent nature of discourse
but overestimate the ability of social groups tingprabout change through the
rearticulating of elements into new social ordersddurse Theory in Laclau and
Mouffe’s perspective therefore “is unable to exiphaihich social forces have greater
capacity to effect articulatory changes and whyhd@iaraki and Fairclough, 1999:
125). Chouliaraki and Fairclough (1999) furtherusrghat not all groups have equal
access to key discourse genres that make suchpasterh hegemonic intervention
possible. Social actors are restricted by exteraatexts, and such constraints do not
only emanate from the discursive level but alsomfrstructural relations of

dependency, such as gender, class, and ethnicity.

3.5 The Features and Theoretical Assumptions of CDA

Although the precise method of conducting CDA dgfeamongst some of its
principal architects — mostly notably, Teun vanki3ij(1993) socio-psychological
model of, Ruth Wodak’s (1996) discourse-historimadel, and Norman Fairclough’s
(1992; 1995a; 2005) textually-oriented three dinmmms model — each method is
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based on a number of common features that chaisectiie approach of CDA as a
whole. Such features also distinguish CDA from otingalitative methodologies and
other discourse and text analysis approaches, heck tare several theoretical
assumptions and specialties which need to be redewhese features can be

summarized as bellow:

3.5.1 Language and Society — a Dialectical Relatiship

The first feature of CDA is that, as discussed abd@v‘is not interested in language
per se but in the linguistic feature of social and cudluprocesses and structures”
(Titscher et al., 2000: 146). According to Van Lean (1993), discourse is seen as
the instrument of power and control and as theuns¢nt of the social construction

of reality. Therefore, CDA analyses “language ie"u® investigate interpretation,

reception and social effects of discourses (Titsehal., 2000: 146).

CDA sees language as a form of social practices¢fér et al., 2000; Fairclough,
1995; Fairclough and Wodak, 1997) and holds theraption of mediation regarding
the relationship between language and society (M&@01). Put simply, language
determines society but is also determined by soeglity. Similarly, Wodak (2001:

66) argues that discourse “can be seen as comggitabn-discursive and discursive
social practices and, at the same time, as beingtitated by them”. Via discourse,
social actors are able to constitute knowledgejasiins, social roles as well as
identities and interpersonal relationships amoggsial actors (de Cillia et al., 1999:
157). So, there is a dialectical relationship bewvea particular discourse or
discursive events and the their context (situatsmejal structure, institutions, and so
on) (de Cillia et al., 1999; Fairclough, 1995; Elugh and Wodak, 1997). The
dialectical relationship emphasized by CDA approaeims that both discourse and
its social context need to be examined in thisystal corporate green advertising

discourse.
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3.5.2 Ideological Discourse and Political Involvenme of Discourse Researcher
As noted earlier, language is a medium of domimadad social force (Habermas,
1977), and power relations are legitimated throlagtguage (Wodak, 2001). In a

similar vein, dger (2001) sees discourse as:

“the flow of knowledge — and/or societal knowledgered — throughout all time
(Jager, 1999; Wodak, 2001) which determines individuahd collective doing
and/or formative action that shapes society, thxasagsing power” (p. 34).

So the second difference between CDA and otheodise analysis approaches is
that CDA assumes that language repeats and letgsmajustice and inequality
(Titscher et al., 2000), and discourses are noy empressions of social practice
(Jager, 2001), but also ideological (Wodak, 2001). CDBy revealing the
contradictions and the discursive means used tcertrakhs acceptedider, 2001),
seeks to uncover the web of domination, power,raiiscation and control existing
in language (Wodak, 2001). This particular assuomptof CDA should prove
particularly useful for the study of discourse wiowerful ideologies, yet with
hidden effects and hidden power relations (Mey@912. Such discourse is not hard
to find in advertisings, both in types of politicadeologies (i.e., to promote
neoliberalism) (e.g., Havey, 2005) and commerdablogies (i.e., to promote green
consumption and consumerism, for example in cotpayeeen marketing campaigns

and green advertisings) (e.g., Banerjee et al5;120903; Ottman, 2011).

Based on this assumption that discourses are qaldnd ideology embedded, CDA
researchers adopt an explicit political stance (&4pd2001:5). So, the critical
discourse analyst plays an advocatory role fordarmsgfering from social problems
(Meyer, 2001: 15; Titscher et al., 2000). In adxfifithe CDA research findings are
expected to have practical applications (Meyer,120odak, 2001; Titscher et al.,
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2000); and the researcher should act as a faoilitat change and ultimately be seen
as “a guide for human action” by revealing the peots (Wodak, 2001:10). This
orientation of CDA towards political involvement carapplication of the research
findings can be witnessed in the fields of, for repée, gender, media discourses,
identity, prejudice, racism, anti-Semitism and sexi(Wodak, 2001; Titscher et al.,
2000). Because CDA makes explicit power relatiorsciv are frequently hidden
(Meyer, 2001:15), it can make people aware of mddkenating forces (Wodak,
2001; van Dijk, 1993; Fairclough, 1989) and, throuhis awareness, empower and
emancipate them (Titscher et al., 2000:147). In,siame of the goals of CDA is to
‘demystify’ discourses by deciphering ideologiesiddak, 2001:9). Thus, the
ultimate goal in studying corporate environmentacdurse and their advertising in
CDA is to understand, and expose, the intentiodssairategies of companies as they
purvey ideals that frequently exclude problematiat bongoing corporate

environmental practices.

Because of the political orientation, being notueafree is accepted in CDA
researches. Therefore, the readers should be maude af the authorial contribution
as researchers inevitably influence their findirfgéatson, 1994). In CDA, value
judgments are acceptable in the choice of objedtrestions of enquiry, but are
forbidden in the “context of justification” (Meye2001:17). The way in which the
researcher using CDA arrives at the conclusionst esmade intelligible and
recognizable (Titscher et al., 2000). Besides, askadging the “biography” of the
researcher for this research project is necesdang gresenting research findings.
The “biography” of my own will be presented in aldwe section as “Research’s

Journal”.

3.5.3 Linguistic Categories

Another fundamental difference between CDA and rotliecourse analysis methods
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is its focus on specific linguistic categories. Whother methods do use linguistic
categories, CDA pays special attention to lingoigtiements such as deixis (e.qg.,
demonstratives, adverbs, pronouns), of prime inanoe for the critical approach
(Meyer, 2001), because their analysis highlights ¢haracteristics of cohesion and
coherence in texts and discourses. CDA holds Heabperationalisation of discourse
depends on linguistic concepts such as actors, mode, tense, argumentation
(Meyer, 2001: 25), because they are the basic worEbmponents constituting texts

and discourses (Titscher et al., 2000).

3.6 Approaches and Analysis Frameworks of CDA

CDA as developed by various scholars is not a h@mogs model, nor a school or a
paradigm, but a shared perspective on doing litigajs semiotic or discourse
analysis (van Dijk 1993:131). There are differeppr@aches in CDA. Among such
approaches, there are mainly two models informimg study. The first one is
Wodak’s discourse-historical approach, and the rsmcone is Fairclough’s
three-dimensional model approach. Applying discednistorical approach, scholars
have studied the organization of the European Uean, ledema and Wodak, 1999),
or the discursive construction of national ideest{e.g., de Cillia et al., 1999; Wodak

et al., 1999).

Although my study is mainly following Fairclough’CDA approach, both
discourse-historical analysis and three-dimensiomgproaches can inform my
research and help frame its data collection antysisaThis is because there is not a

standardized CDA approach and different CDA apgrea®verlap in certain extent.
The discourse-historical approach combines in itslysis with historical,

socio-political and linguistic perspectives, whiclan definitely brings a more

comprehensive insight into the researched greenerasing discourse: the
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advertising discourse can be seen as a result tefaction of organizational,
socio-political, and historical influences, themefdhe research data, including both
textual and contextual data, can be collected daegly. In addition to the method
informed by discourse-historical approach, the ekdi@nensional/level approach
provides a data analysis framework in which thdectéd data will be described in
textual level, interpreted in discursive level, agxplained in a social level. The
following sessions go on to review the CDA appraschand their guiding

frameworks.

3.6.1 Characteristics of the Discourse-historical pproach
There are three essential and interrelated chaistate of the discourse-historical
approach. They are interdisciplinarity, triangwati and fieldwork and context of

discourse.

Firstly, the discourse-historical approach is cbemazed by its interdisciplinarity.
For example, in their analysis of the discursivestnuction of Austrian nation and
national identities, de Cillia et al. (1999) comdxihhistorical, socio-political and
linguistic perspectives. The content of an utteeamust be confronted with
historical backgrounds and organizational fact®nder to highlight intertextuality.
Texts must be interpreted by specialists in othejexts, to stay true to the principle
of interdisciplinarity, which is an important chateristic of the approach (Wodak et
al., 1990:57). In my study, an eclectic mix of aygmhes is used, for example besides
discourse theory, institutional theory (e.g., Sce@01) lays a framework to explain
the institutional contexts in which green advenis are produced, and Fei (1992)’s
sociological theory on Chinese society is drawadoount for the feature of Chinese
green advertisements, as well as Havey (2005)'#iqal economy argument on

neoliberalism for the MNCs’ green discourse chamastic identified in the study.
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The second characteristic is the principle of gidation. The validity of the
favoured interpretations of discursive events ningstheoretically justified (Wodak,
2001:65). This is another reason why Wodak (20@i/peated triangulation in the
discourse-historical approach, where, through difie approaches and methods,
along with varied empirical data and backgroundnmfation, bias is minimized.
Triangulation permits exploration of the intercoateelness of discursive and other
social practices as well as structures (Titscheal.¢t2000:157). Thirdly, the study
should always incorporate fieldwork to study théjeat of the research from the

inside, as a precondition for any further analgsid theorising (Wodak, 2001:68).

Informed by the requirements of discourse-histéraggroach and considering the
importance of context in the understanding andrjpmétation of the discourse, my
study also contextualizes the advertisings and r themalysis within their
socio-political and historical contexts. In my sgudesides the main data from online
advertisings, | have conducted fieldwork in companto collect interviews and
documentary data. Other supplementary data soareassed in order to improve the
validity of my analysis results as well as compleméndings. For example,
documentary data is analyzed to study the meanirgustainability”, a concept
which is prominent in MNCs’ green advertising digts®e; interview data is analyzed

to understand the institutional context in whichegr advertisings are produced.

The emphasis on context of discourse in discouise+ital approach is consistent
with Fairclough (1995)’s three-dimensional methddliscourse analysis which sees
a piece of discourse is embedded within socio-calljoractice at different levels: “in
the immediate situation, in the wider institution arganization, and at a societal
level” (Fairclough, 1995:97). This CDA approach vak reviewed in the following

section.
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3.6.2 Fairclough’s CDA Approach: A Three-Dimension&CDA Framework

Fairclough’s CDA approach focuses on studying disge events; an event is an
“instance of language use, analyzed as text, dis@ipractice, and social practice”
(Fairclough, 1993, p.138). Therefore, a discursasent involves both texts,
discursive practices (production and interpretatbrihe text), and social practices

(including situational, institutional and sociepactice).

Based on this idea and within a critical discouradition, Fairclough in his several
influential works including Language and Power (@R8Discourse and Social
Change (1992) and Critical Discourse Analysis (39pBoposed a three-dimensional
framework that could be employed to relate micneele of language use to wider
aspects of social practice. Social practice caramayzed using the construct of
“order of discourse”, which refers to the sum dfdikcourses that are in practice
within a specific social domain or institution (buas the media, or the university, or
in this study, the corporate advertising) (Fairgiou1993). Every communicative or
discursive event consists of three dimensions t, @iscursive practice and social

practice - and should be analyzed accordingly:

1. Text: the linguistic features of the text, incluglinexicalisation, grammer,
cohesion, and text structure.

2. Discursive practice: processes related to the mtomiu and consumption of the
text, including the “force” of utterances, coherencintertextuality and
interdiscursivity.

3. Social practice: the institutional and organizagiorcircumstances of the
discursive event and the constitutive effects e€durse.

(SeeExhibit 3.1)
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Social Conditions of Production

Process of Production

Text

Process of Interpretation

Social conditions of Interpretation

Exhibit 3.1: Fairclough’s Three-dimensional Model(Fairclough 2001: 21)

Drawing on systematic functional linguistics (Hd#ly, 1978), in Fairclough’s
three-dimensional model the textual dimension fesusn how discourses are
realised linguistically. Discursive practice anayshow producers of texts draw on
already existing discourses to create a text, andhaw recipients of texts apply
available discourses to interpret them and rentlemt meanings. This level of
analysis mediates the relationship between textsaedl practices. The dimension
of social practice itself examines how texts repiedor challenge wider aspects of
society, particularly how they relate to the “protan, reproduction, or
transformation of relations of domination” (Fainegh, 1992: 87). Fairclough’s
method is based on the three dimensions of desgrjptinterpretation and

explanation.
For Fairclough (1992; 1995), the three dimensiofisdiscourses respectively

correspond to three analytical traditions: the distcs tradition with close textual

and linguistic analysis; the macrosociological itiad with an emphasis on social
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structures; and the interpretivist or microsociatagitradition that stresses individual
action and agency. A synthesis of these three dioes is characteristic of
Fairclough’s CDA approach and he aims to addressabakness in each domain.
Meanwhile, such theorization locates his CDA in theerent sociological debate on
structure and agency (Giddens, 1984). By arguirgg thiscourse engages in a
dialectical relationship with situations, institutis and social structures, that is, it is
shaped by society and goes on to shape it, he takesstructivist position which
emphasizes that social reality is constructed Isgalirse. However, his ontological
perspective tends to be more realist than idedlgterent to Laclau and Moulffe,
Fairclough assumes that discourse is only one aggeong many others of any
social practice. Such difference between discoars® non-discourse represents a

moderate version of constructivism. As Faircloughdh,

“We need to distinguish ‘construction’ from ‘cons#f, which social
constructivists do not: we may textually construepfesent, imagine, etc) the
social world in particular ways, but whether oypresentations or construals have
the effect of changing its construction dependsnuyarious contextual factors —
including the way social reality already is, whoasnstruing it, and so forth”
(Fairclough, 2003: 8-9).

The emphasis on the dialectical relationship betwgiscourse and society, structure
and agency provides two important insights for ermogi analysis. First, examining
the impact of discursive practices of discoursetarms of constructing social
realities and meanings, and social relations regquiooking at its interaction with
preconstituted reality. Second, subjects are notptetely constituted and controlled
by discourses; on the contrary, there are podsd#isilfor them to act as agents and to

engage in resistance and social change.

3.7 Applying CDA to This Study

My study applies Fairlough’s three dimension dissewanalysis model on linguistic
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level, discursive level and social level. Furtherejon line with Fairclough (1992)'s
argument that discourses are constrainted by anated in social contexts and both
reflecting contexts and constituting them, the alisse-historical approach places
emphasis on the contextual factors of discourseaddition, according to Wodak
(2001), in order to comprehend how language is used given context, it is
necessary to conceive contextual factors incluttied‘history” of past events, and to
understand the social structures, cultural normd,@hysical legacies that discourse
occurs within. Based on such arguments, my reseapginoach is developed. In
addition to the main data from online advertisingsis study also draws on
interviews and documentary data to triangulatefithging from discourse analysis.
Analyses on such empirical data provide a more cehensive understanding on the
studied advertising discourse in a historical pecspge and on the socio-cultural
contexts in which the corporate green advertisiisgalirse is both constructed and

constructing.

The main focus of this study is on discourses aabw corporate websites, and aims
to find out in what ways do companies use bothstexid visuals to represent their
green products and themselves as environmentaporeible This responds to the
overarching research question as presented irchagtter -How do firms construct
the corporate greenness through green advertisirsgodirse in their corporate

websites?

As few is known about the nature of environment@caurse on corporate
advertisings in the websites, Fairclough’s appraadtelpful to guide me to analyze
bot textual and visual informations discursively.itthh the framework of
Fairclough’s CDA approach, the other two reseautirquestions can be answered in
correspondence with the three dimensions of diseouthe similarities and

dissimilarities can be examined through linguistescription dimension and
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discursive interpretation dimension analyses. Tiaysis supposes to find out the
common and different structural factors/featureshef corporate green advertising
discourses. Specifically, it focuses on the objestdbjects, and relations in green
advertisings discourse and the meanings of corpaeenness constructed by such
discourse. In addition, the reason behind the ifledtsimilarities and dissimilarities

will be discussed with social explanation dimensaoalysis.

The following sections of this chapter will presermdsearch design and data
collection methods, protection of subjects, sangp(including sample descriptions),
sample rationale, criteria for scientific rigouhetrole of the researcher, and the

researcher’s journal.

3.8 Research Design and Data Collection

To investigate the language that companies usertstict corporate “greenness” on
corporate websites, the qualitative research pgmads appropriate. The qualitative
research paradigm is well geared to understanccdnéext that affects the social
practices and meanings that are socially constlugyeparticipants and institutions
like companies (Fairclough, 1995). One featureu#ligative research process is that
it is often iterative. According to Creswell (2003ualitative research is emergent

rather than tightly preconfigured” (p. 181).

Analysts using online data can be seen as “int&five bricoleurs” and such
research is an interpretative process (Denzin, 20Qd4 the aim of CDA are to
understand the multiple dimensions and social sbné language use as social
practice, research employing CDA is rarely linegaifclough, 2001). Informed by
this, data collection for this study takes mangiobnnected paths (Janks, 1997).

Online data were collected at different times: ®eto2011, July 2012, and January
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2013. The data were collected in these times becdnese are the months when the
researched firms began to release “green innovaporducts” and actively

broadcasted their new “green campaigns”.

Besides collecting online website data as the ndata, as informed by the
discourse-historical CDA approach, | also conductedield interviews with studied
firms and archival data as subsidiary data (8ggendix A). The reasoning behind
the multiple data collection sources is twofoldpérmits the researcher to examine
motivations behind representational language arab@rconstruction, and to check
the consistency between the researcher’s intetfmetaf discourses and company
interviewees’ interpretations and understandingshefr firms’ green products and
practices. By providing multiple sources of datal dnangulating the data, these
methods strengthen internal validity (Flick, 2009%Besides the subsidiary
background data, all of the online data used ia ghudy are available on publicly

accessible websites.

3.9 Human Subijects Protection

The analyses units of this research are green t&&lngs from corporate websites,
supplemented by company interview data. The Welegpdgpm corporate websites
are all available for public consumption. Therefdhee online data are not collected
through interaction with the individual and do nmtovide identifiable private
information. Therefore, the data does not haveriatierisks to human participants.
For the on-field interviews data, all participanterviewees’ information has been
concealed and interview practice under purviewhefResearch Ethics Procedures at

the University of Edinburgh.

3.10 Selection of Cases

A purposeful sampling technique is adopted in tlisdy. Purposeful sampling
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allows the researcher to select samples with iilmlenSuch selection method allows
the researcher to focus in great detail on a ceitsue, subject, or phenomenon
(Flick, 2009; Patton, 2002; Silverman and Marvag008). According to Patton,
2002:230): “the logic and power of purposeful sangl lie in selecting
information-rich cases for study in depth.” Pre\dastudies (e.g., Creswell, 2003;
Flick, 2009; Gee, 2005) have proved that the idéagppurposeful sampling is
appropriate for investigations on online materiadsorder to select the most suitable

samples, companies are selected according to llbeviieg four criteria

1. The company should have a series of green pro@oiiducts are communicated
as having environmental protection features, sushpallution reduction or
energy efficiency enhancement), and should haveclad its green campaigns
for advertising their green products in the Chinesarket. Furthermore, this
campaign and advertising information should be ftbuabundant in their
corporate websites in the Chinese language.

2. The firms should be from resources-based industieish have received the
most environmental pressure and have had promieewronmental impact.
Such industries can be real estate developmentmaliile manufacturing,
chemical industry or machinery manufacturing.

3. The company should have a strong environmentabpaehnce in its industry and
should have been rated as the top green firms inaClor consecutive years
(from 2010-2012) according to China’s Green Compatind. In addition, the
ratings of corporate environmental protection pcactand green innovation
indices in the rating evaluation should be congeelyt higher than the average
rating.

4. The green products/services of the firm should todéitable and thus successful

® The rating is established by the China Entrepreneur Club as a private non-profit organization committing to
nurturing entrepreneurship and business integrity while paving the future of sustainable economic and social
development. The rating criteria can be found at
http://www.daonong.com/cec/green/2012baigiang/2012baigiang.html 2013/10/5
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in the market.

Sample SelectiorA manageable sample is necessary in CDA for conuyiet close

analysis with indepth (Askehave, 2007; Pitts, 20@¥)cording to Rogers (2005),
researchers utilizing CDA should repeatedly andingeely reexamine data in an
effort to fully analyze the obvious and embeddegresentations in language and
image. Four companies are selected in this stuldg. dompanies are all from the

2008-12 China Green Companies list.

The selected companies are placed into two categgerMNC subsidiaries operating
in China and Chinese indigenous firms. Such sanmolestruction allows the
researcher to examine similarities and differenap®ng researched companies.
Similarities within each category pertain to theasition in green ranking (China’s
green companies ratilgcompany type (transnational, indigenous) and green
impact of their green product/service in Chineserketa (market share, market

position, and profit from green business).

The studied websites are from four companies in ¢ategories. The companies in
Category One (C1) are: GE and Unilever. Those ite@ay two (C2) are Landsea
and BYD. In the selected companies as researclttogethere exist a number of
variances. The two multinational subsidiaries shawany characteristics in their
corporate sustainability strategies and green &direg, as do the two indigenous
firms in China. Yet, the multinational subsidiariasd local firms are two vastly
different kinds of organizations. It is possiblatMNCs in their green advertisings
use language and image regarding environmentatssguite differently. However,

there are few studies explicating this assumption.essence, the selection of

companies within each type was purposeful due éo #gmvironmental performance

7 Ibid
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admitted by third-party evaluatibnThe companies were categorized to examine

how the text and image in use on the websites wipemies compared among each

type.

In C1, the two firms have an equivalent level ajrhienvironmental performance,
and are essentially the flagship green pioneemash industry. Additionally, each
shared competitive market shares and has veryreggmarch activity in their green
innovation products. Both companies in C1 also Hagé brand recognition in the
market. Besides, both of the large MNCs have laeddheir sustainability projects
and integrate the greenness into their corporatelolement strategy. These green
projects have also been localized into their Clargserations. For example, having
developed its business for decades in China, GEexianded its operations ranging
from healthcare to finance. It has launched a cagnpéhat is aimed to invite more
outsiders to join the company’s green path in Chara coined the word
“Ecomagination”; this is a revolutionary strategpsofar as it encompasses
improvement along the profit margin as well as ewhay GE’s environmental
performance of products and services. Similar w@k, Unilever also has a
prominent image in China market and is activelyalelsshing its green image. In
2010 Unilever demonstrated its commitment to soatality when it launched its
“Unilever Sustainability Living Plan” (USLP) (sedppendix B). This plan
committed the firm to a ten year journey towardstamable growth. According to
the China’s Green Company ratindpoth firms have been rated as the top ten green

foreign firms in China for consecutive years frof12-2012.

The differences within C1 relate to industry andnleecountry background, with one

from the US and one from UK. The second area démihce deals with marketing

& The third party is China Entrepreneur Club (CEC), a non-profit organization established in 2006 and consisting
of some of the most influential business leaders, academics and diplomats in China. Its aim is to nurture
entrepreneurship and business integrity to pave the future of sustainable economic and social development.
9 .

Ibid
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models. GE is mainly of B2B branding, while Unileve B2C branding. However,
GE now also takes a B2C approach for advertisingr tigreen products and
enhancing their brand recognition in the China rearkor example, both TV and
social media channels have been used in GE’s niagkand advertising. In addition,
in the context of communication and marketing,hesdocial media has been widely
applied, there has seen a convergence betweetidnadliB2B and B2C marketing
strategies. For example, GE has launched its nes@rfagination” program on its
website and the potential audience was plannedetddih business corporation
customers and mass consumers. In the same timkeveinis actively collaborating
with other corporations such as Walmart and Caureiio its “Sustainability Living
Plan”; the advertisements of this newly launcheelegrcampaign can be found in

Unilever China’s corporate website as well.

The C2 includes two Chinese indigenous companiedd Band Landsea. BYD
mainly specializes in automobile manufacturing amelw energy technology
development, and its business is subordinated byt i$ committed to developing
new green energy and green products. For examphasithe largest market share
for Nickel-cadmium batteries. It has launched fh& flual mode electric car product,
pure electric vehicle product, and pure EV taxie<hina’® Landsea is a Chinese
leading green-tech building developer and operdtoengages in green housing
technology development and has thirteen projecishwiiave won the highest green
building certificate — Three Star Green Label frone Ministry of Housing and
Urban-Rural Developmert. Both BYD and Landsea have been ranked among
“China Top 100 Green Companies” and recognizedeasngpioneers among Chinese

local firms.

Sample advertisement content is available on atidoted from websites of these 4

0 http://www.byd.com/aboutus/profile.html 2013/9/10
1 http://en.landsea.cn/About/Introduction.aspx 2013/9/10
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companies. Data has been collected from the welespagcluding advertising
information on the corporate websites:

1. Advertisement from Corporate Home Page (etip://www.unilever.com.cn/).

2. Advertisement as the “About” page that describescttmpany (including About
Company and About Our Business, i.e., locationnéig year, mission/vision,
size of employees/business, brief introductionroivled products/services) (e.g.

http://www.unilever.com.cn/aboutus/).

3. Advertisement from Web pages describing the compangsponsibility to
environment, and “green” strategy/philosophy. Sualeb pages include
CSR/Sustainability page (such as GE’s Ecomaginatpayge; Unilever’s
Sustainability Live Plan page; BYD’s new energy @a@iandsea’s corporate

citizen page) (e.q. http://www.unilever.com.cn/sirsible-living-2013/).

4. Advertisement from Web pages describing “green”
products/services/technologies (e.g., GE’s windbihg, BYD’s eco-car)

(http://www.bydauto.com.cn/energy.html).

The central inquiry is not focusing on the confagpion of the corporate websites but
aims to describe, interpret, and explain the congsadiscursive practices on their

corporate websites.

3.11 Description of the Corpus

The selection of green advertisings is informediymyr et al. (1995)’s definition of
green advertising and Banerjee et al. (1995)'sgoaiteation of green advertising. In
addition, in the process of data collection frompooate websites, as the websites
include discourses more than green ones, the “gteems in Chinese (Se&able
3.1) are used as a coding guideline in identifyingegradvertising discourses. The
coded and selected green themed advertisingsheitl be translated into English and

discursively analyzed according to Fairclough’s etidimensional analysis
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framework. For example, in the About Page of Laadse green words imbued

paragraph as below has been selected for analysis:

“Landsea takes ‘an everlasting green company’ asvision and ‘green innovates
future’ as its mission. In accordance with the esuof ‘Advocate humanity,
Respect innovation’ and the spirit of ‘Landsea als/@n the way’, Landsea will,
progressively get itself transformed into a diviesi green conglomerate taking
green-tech capacity as the core and integratingegreechnical services, green real
estate development, green old-age care servicegyarah finance services in the
coming decade according to changes in our resowendowment, especially
external environment. That is exactly our greeatsigy.”™?

Lexical Categories| Examples

Nouns Greenness# ff1), environment¥£3%), environmental protection GA£)
ecology (E75), nature @#4), sustainability ] #%2& J£), conservationfg

1), biodiversity ¢ FE1E).

Adjectives Green g4 1)), environmental¥f R 1), environmental-friendly3 {1 1),

ecological (EZ51), natural @ #4117), sustainable ] #££:1]), bio-degradable
(PR ).
Adverbs Environmentally #{£75), sustainably i £F£:15).
Verbs Re-cycle (E¥F), protect (£4"), preserveff¥), purify (41k), reduce [E1%).

Table 3.1 Green Terms
(Each term should have its corresponding Chinase)te

Besides the data in textual form, visual data $® @lollected from the websites for
two reasons: firstly, visual information is alwayseparably presented with textual
information. Secondly, visual information such &gyres/images in advertisement is
a distinctive feature of advertising and help toespade the audience (Phillips and
McQuarrie, 2004). Thus, information in visual forimas also been collected. For
example, the below picture is from Landsea’s HoragePand is constituted by both
textual and visual information. It is selected hemaits green feature is distinct:
besides the word “greenness” appears in the capfitine picture, a clear blue sky

and a pitch of clean green grassland both setheuadvertised building products in

22 http://www.landsea.cn/About/Default.aspx 2014/4/2
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central position and represent the greennessESebit 3.2).

Exhibit 3.2: A Visual Advertisement Sample from Lardsea’s Home Page

(Transcription: Landsea, greenness creates theeftju

The green advertisements composed by such aboweniatfion are collected from
each type of corporate websites. The unit of atemtents should be either an
advertisement introducing a green product or teldgy in several textual
paragraphs, or an excerpt from a Home Page newst iegusing on the company’s
new green achievement, or an advertising presehtednultimodal discourses
including both textual, visual, and vocal inforneatti(such as a video clip embedded
in the web site), or one paragraph introducing tmempany’s environmental
responsibility and its overall green businesseshsas the above example from
Landsea’s About Web Page), or simply one screerghtitre presenting an array of
corporate products, activities of corporate actansg links to additional content
single picture (especially from Home Page) or angewith inserted texts (such as
the above example from Landsea’s Home Page)T@ele 3.2. In sum, there are 76

advertising samples collected for analysis.

B http://www.landsea.cn/ 2014/3/2
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Firms Forms  of Sources/number of the advertisings Total
advertisings number:
76
HOME ABOUT/ | CSR/SUSTAIN | PRODUCTS
INTRO
GE Textual 1 3 1 6 11
Visual 0 2 1 4 7
Multimodal | 1 0 0 3 4
Unilever | Textual 1 1 2 2 5
Visual 0 0 0 4 4
Multimodal | 2 0 1 1 4
BYD Textual 1 1 0 0 2
Visual 0 2 0 0 2
Multimodal | 1 1 4 8 14
Landsea | Textual 0 0 1 2 3
Visual 0 0 0 5
Multimodal | 4 3 0 7 14

Table 3.2: Advertisements Collected from DifferenfTypes of Websites

The data set is large enough to allow the ideiatifon of patterns but small enough
to reveal multiple, rich levels of meaning. For exde, Fairclough’s study on the
privatization of the public universities, in additi the two categories of data source
allows me to have a comparative approach which addsduable perspective to our
understanding of the sample advertisements (Be&f&krl) and help to develop

conceptual themes in the green advertisements.

Drawing on Fairclough’s three-dimension CDA modébjs study employs a
multi-staged data analysis approach: it firstlyammges the data sample by describing
the data content according to data sources whielddierent types of web pages
(e.g., Home page, CSR/Sustainability page, Prolhiici and Advertisings page, the
web page type is used as categories to sort thert&ings), and then, using
interpretive analyses to identify the discursivepmses informed by the description

of both textural and visual data, and in the enkl the interpretations with context of
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broader social and cultural themes in explanatralyais. The descriptive analysis is
consistent with the content analysis approach waicts to identify the main layouts
and linguistic features in advertisement datahmfirst stage of content descriptive
analysis, | firstly code textual elements for theclusion of words such as
“environment”, “green”, “energy/fuel efficiency”,na “pollution reduction” in the
web site page content. Three main advertising lsyaue then identified: (1) A
narrative layout (normally found in Home/intro pagied CSR/Sustainability page)
(2) Sale and instrumental advertisings that fealtpréecing and financing information,
and consisting of small image with large body oft teusually found in product
advertising web pages); (3) Images with taglinemamimal text (usually found in
product advertising web page) and. All the thregolss are used among the
corporate web site advertisings discourse thegetbajuide the descriptive analysis

of the data.

The analysis does not stop with traditional conterdlysis, because content analysis
is incapable for capturing meanings or nuancesitargtraightforward reading of the
signs and symbols could not support interpretaatyatin identifying intention and
sense-making in discourses (Schroeder et al., 200@refore, to complement the
content descriptive analysis in which advertisirglements are presented, the
analysis goes further to interpret the aims of, lamds between elements to see how
different elements work together to achieve ceréams in the discourse. Such aims
represent the themes of the studied discourse.prbess of data analysis involves
developing descriptive write-ups for each categand then, as categories are
grouped, it employs an interpretative approachelicit connotative meanings and

layers of meanings, for each theme (Charmaz, 2006).

3.12 Analysis Method

Data set is large enough to allow the identificatad patterns but small enough to
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reveal multiple, rich levels of meaning. Despite #&imount of data | collected and
analyzed, the data analysis chapters only selguesent a number of the advertising
discourse samples, and two criteria are used termete their selection — the
accessibility and the representativeness. Accdisgilefers to the principle that all
the corporate advertisings should be updated omlnmeopen to all internet users in
China; the advertised products by the companiesldhme present in Chinese market.
By representativeness, | refer to the type of athemnents that display certain visual
or textual features which are also observed inro#fuivertisements of the similar
category. For instance, the GE wind turbine dewedopnder “ecomagination” (see
Exhibit 4.1) portrays the green product in the place of a mhtlandscape. Its
nature-protruded feature is shared by many othegrgadvertisings issued by these

two MNCs.

CDA:s strength is that it is capable to show theveprelations of apparently neutral
discursive artefacts in both textual and visuahier(Luke, 1996). The next part

decribes the research tools relating to both téxoe visual analyses for this study.

3.12.1 Textual Analysis

In order to make the analysis of textual data syatec, Janks (2005)’s linguistic

analysis rubric is utilized in this research. BasedFairclough’s CDA approach,

Janks (2005) provides an analysis framework whigh be used to examine the
discourse on organizational websites and allowyatglto recursively converge on
the signifiers that make up the text, the speclfitguistic selections, their

arrangement, layout, sequence, and juxtapositiank§] 2005). The coding process

also follows selected aspects of Janks’ (2005ulistee rubric (sedppendix C).

3.12.2 Visual Analysis

In addition to textual analysis, visual data islgped. Visual analysis in this study
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follows Kress and van Leeuwen (2006)'s analyticnfeavork. The framework
developed by Kress and van Leeuwen (2006) provalesystematic means to
examine discourses in visual form. According to gdnd Kress (1988), images are
always open to different interpretations; therefamalysts need to apply approaches
that fit specific research questions. Visual dagacded for analysis based on Kress

and van Leeuwen (2006)’s rubric (s&ependix D).

3.13 Research Process

This study firstly selected Web pages containirgegradvertising information. Such
pages are then printed and followed by a paperga@mdil analysis of the website
advertisings, which are then aggregated electryi¢dtrong and Gilmour, 2009).
For preserving the representations of these andlgdeertisings and for a recursive
analysis (Bergman and Meier, 2004), the relevaiotrmation and appear online and
data are saved in HTML form. Some visual informati® recorded by web page or

video snapshot.

In the analysis process, it is often found thatuais information occurs
simultaneously and in conjunction with textual imf@tion. This is a feature of
studies examining advertising discourse, which gags a combination of both
textual and visual artifacts (Kress and van Leeyw2006). In addition, the
interpretations in this study need to be made basdabth analyses of language and

images (Janks, 2005).

3.14 Criteria for Scientific Rigour and Validity of CDA

CDA has origins in the recognized traditions ofcdigrse studies, and draws strength
from critical linguistics. Regarding the validityf €DA, Gee (2005) provides the
most current discussion. According to Gee (20@5earch with any kind of methods

has an agenda and thus validity is a social coctstiuline with constructivism, Gee
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(2005) claims that critical discourse analystsrngka reflexive position admit that
researchers’ interpretations can be varing depgnaimthe interpretive frameworks
and lens, and therefore the meaning-making fromresearcher may be different
from the others. This, however, does not admit timy subjective conclusions can
be drawn by CDA, instead, the research processbeafacilitated with multiple

interpretive tools by CDA (Gee, 2005; Rogers, 200d)the end, the value of the
result of CDA can be achieved by systematic analysdormed by existing

theoretical and analysis frameworks. In additiorthis research, in order to ensure
rigour, both Janks’ (2005) linguistic analysis figband Kress and van Leeuwen
(2006)’s visual analysis framework are used inrigearch process. Moreover, the

process of research has been recorded and docuimetgournal.

3.15 Limitations: Conversation Analysis and Criticems of CDA

There are several limitations to this study. Fitee nature of qualitative research
limits a great level of generalizability. Howevbegcause the studied advertisings as
units of analyses are from a variety of corporatebsites and from different
categories of leading green firms, this exploratsydy is able to provide valuable

insights to different stakeholders and inform fetstudies in this field.

The second limitation of this research is thatfhas study is exploratory in a new
research context, only a few green pioneer compamée selected. However, CDA
theorists (e.g., Fairclough, 1992; Wodak, 2001)ehswggested that analyzing with a
small size of data is realistic for CDA research@ronduct a close and careful
examination of language. Thus, some other typefsrat were not selected to the
research samples (e.g., SOEs, and firms from m#rer andustries). It is expected
that future scholarly investigations will includedafocus on other categories of
firms. In addition, my work is presenting a compan between firms from MNC

subsidiaries and Chinese indigenous firms, whilkeirks studies can focus on the

132



relationship between green discourse and firmshtguorigins as well as their

industrial backgrounds.

In qualitative studies, the researcher is positioag the primary instrument of data
collection, analysis, and interpretation (Cresw@ll03). In discourse studies, as
discourse is socially constructed and constantlgnging, it is impossible that

researchers can be immune to the influences frain slurrounding discourses and
other social constructions. Therefore, it has tadmitted that the research findings,
as well as the interpretations and conclusionsimittan be limited to some extent.
Nevertheless, the reflexive and rigourous methoflsCBA inquiry enhance

researcher’s ability to generate valuable integtiets and explanations (e.g.,

Fairclough, 2001; Fairclough and Wodak, 1997; ldali 1985; Rogers et al., 2005).

Besides, there have been critiques of CDA whiclgssagthat its methods of inquiry
remain largely exploratory and compared with quatiie methods they lack
“genuine analytical procedures” (Flick, 2009:24B)is true that CDA methods are
still evolving; however, this should not preverg tiesearch with CDA methods. The
ongoing application of CDA is crucial to the refment of such analytical
procedures. In this sense, this current reseanmctnelp develop CDA and contribute

to its methodological development as well.

In addition, most of the criticisms directed agai@PA come from conversation
analysis which is considered as social scientifipraach (Meyer, 2001). According
to Arminen (1999), in conversation analysis, disowg interaction, such as talks and
dialogues, is treated as a sufficient object falysis, rather than as a window onto
wider social processes. According to Schegloff B)9CDA does not consider
seriously the discursive material of its analykle.argued that conversation analysis

should be carried out first if CDA wants its criticanalysis to be linked to data.
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Otherwise the analysis is merely ideological (Stbigg1998). The perceived
ideology-laden stance of researchers adopting Cbgep problem and provides

ammunition to the opponents of the method.

Furthermore, Widdowson (1995) critiques that CDAngstoucts a biased
interpretation. He views the bias of CDA as fromsearchers’ ideological
commitment, which inevitably results in purposefdlection on texts that will
support researchers’ preferred interpretations @éficson, 1995). To respond to
Widdowson’s critique on CDA, Fairclough (1996) aeguthat Widdowson’s opinion
does not take into account that, within the CDArapph, researchers are always
explicit about their positions, contrary to othercisl research methods, such as
content analysis in which, according to Titscheraét (2000), the underlying
assumptions held by researchers are often morecimpk simply not determined in
advance. By contrast, in the CDA framework, “thétical analysts must make
transparent their choices in the research proc@a&dak, 2001: 65). My own
position as the researcher in this study and mysgoed experiences will be

illustrated. The following section will present tRele of the Researcher.

3.16 Role of the Researcher

3.16.1 My Stance, Experience and Motivation

The role of the researcher is crucial in qualiatresearches (Strauss, 1987). The
researchers rely on their own in the whole procésgualitative research from data

collection to analysis, and they are the main umgnt for data interpretation (Guba

and Lincoln, 2005); thus, the researchers’ persasalmptions, bias, and member
resources need to be disclosed, especially in GBe®( 2005). To analyze discourses
in a critical paradigm, as the interpretation ishbderived from data analyses and

influenced by researchers’ members’ resourcess mecessary for researchers to

acknowledge their subjectivities (Fairclough, 2001)
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My personal perspectives, as well as my professioistory and academic interests,
shape my subject of inquiry of this current stulty.my individual experience,
environmental issues have always been drawing teptain. My father worked as a
director of an Environmental Protection Agency ig hometown, a city locates in
northern China. | remembered him often telling rhewt how difficult and puzzling
his work was. On the one hand, he needed to ful#l duties of his job to fine
polluting companies or shut down factories whicholaied environmental
regulations/laws. On the other hand, as a locaremwmental protection bureaucracy
closely tied to the economic interests of the mipaicgovernment, he always faced
conflictual situations when the local governmentrpoted industrial growth while
the central government demanded environmental gfeatde said his work
progressed with difficulty because it received vdirgited support in the local

context.

During my summer internship in the municipal Enmmeental Protection Agency
years ago, | had the chance to consider the cafisey father’s dilemma. From my
personal observation | understood that for the gowent in my hometown, its
primary focus was on economic welfare, not the rmmental for its own sake.
Most large local businesses had maintained vergectes to government officials
including very high ranking people who supervised &hecked the work of the
Environmental Protection Agency. Their backroomwuoek thus protected the
business and constrained the implementation of@mwviental protection regulations

and laws.

During that period (2004-2005) of my experience kimy in Environmental

Protection Agency, | was aware that the centraegawment had managed to increase

the power and influence of the Environmental Prodec Agency, passed or
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strengthened new laws to protect endangered spegmeved the quality of air and
water, and cut back on extractive industries likpgy making and mining. Striking
as these changes were in the aspect of policy makexamining actual
implementation of these policies exposed a muchentmmplex and ambiguous

situation.

Local governments may connive with business byilupkhe other way as factories
pollute water and air. Furthermore, the hardshifoél environmental improvement
and protection derived from the poor communicatain and education about,
environmentalism in China. In my memory, | vividigcall the heavily polluted and
stinking river flowing across my hometown for yedfowever because of the poor
knowledge about environmental protection and theeabe of environmental
awareness, people kept living with pollution andydmecame used to it; few took
serious actions against the pollution or to fix theblem. Then too, people,
including myself, at that time believed that thdlygmn of the river did not cause
any serious problems to our own lives. Therefolah)@ate legal provisions seemed
to have little effect on making people realize ittgportance of environment and the
harm caused by industrial pollution. Even a massie®ernmental propaganda
campaign appeared to reach few people. Besides atmgdsupervision, the local

Environmental Protection Agency did not have theespriptive role in

communicating awareness/knowledge on environmeptatection, although its

experts and officials had detailed information abtine enormity of the pollution.

The environmental discourse stemmed from the state hardly able to permeate

into civil society.
My father’s working experience and my own interpsat Environmental Protection

Agency afforded me insight into the background bin@’s environmental protection

system and the context of Chinese environmentahuwamication.
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My motivation:| then came abroad to the UK pursuing my degrbBsoverseas
study and living experience made me aware of tlferdhces between Western and
Chinese understandings of the natural environnfemt.example, the much cleaner
air and rivers in a developed country also let negim to worry about the
deteriorating environment of my home country. Aosty wish began to grow out
from bottom of my heart: to let my compatriots atsalize the critical situation and

change their insensitivity to the environment.

From my working experience in Environmental PrateciAgency, | was aware that
a major polluting source was from businesses, @lpeC€hina’s high labour density
and low efficiency industries. At the same time,tlas legal system put more and
more pressure for sustainability development andefb firms to both develop
environmental friendly products and enhance the&ivirenmental performance,
companies began to pick up their responsibility take proactive stance towards the
environmental protection. | found that the compaigyed an essential role in
bridging Chinese people with environmentalism disse. In the commercialized
society, commercial organizations themselves migimg a solution to the problem
they cause. Therefore, the manner in which compamiarket their green products
and themselves as “green” players is worthy ofrrexploration, especially in the

context where “environmental awareness” was larlggging behind.

My multiple-perspectiveDuring my time working as a research assistantaandse
writer at the China Europe International Busineskd®l, a leading business school
in China, | had a good platform from which to knemwd access various companies.
Here, | experienced the numerous ways in which diraitempted to market
themselves as “environmentally responsible” and ghre@ducts “green” or “eco”. To

write cases with these companies, | collected gatpapinions about environmental
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responsibility and produced a range of cases basembmpanies’ told stories. Such
working experience provided me with a position talerstand and interprete studied
discursive phenomenons. In addition, | had beenkwgr as a management
consultant with one of the “green” companies stddighis experience instilled in me
further knowledge and afforded an “insider” viewtlbé managerial aspects involved

in the corporate green ideas.

Both the understanding of the pollution problemd anmprehensive collaboration
with commercial organizations ignited my interest anotivated me to investigate
how firms establish their green identity and repnéstheir green products as a
solution. The working experiences in a governmeagdncy, as well as providing
firms consultancy service and working closely witims for case writing, uniquely

brought me multiple perspectives, positioned me faletled my desire to examine

how companies use language to communicate therfgess” on corporate websites.

Formal contact with the fields of semiotics andtw@k discourse analysis came
during my doctoral experience. Due to the lack efearch examining how

companies in China harness their online green &idiveys, the current study offers a
contribution to the exploratory work on the subjanot may serve as the foundation

for future research.

3.17 Researcher’s Journal

The researcher’s journal plays an important rolequmlitative research. The
researcher’s journal can help the researcher keegreaess of his/her biases.
Specific to CDA, analytic decisions and be recorded documented by using a
research journal (Rogers, 2004). Moreover, resgargimal plays a necessary role in
the explanatory stages of CDA as it helps to ensesearch reflexivity (Fairclough,

1995b). In this current study, the researcher’srjalis used especially as a record of
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guestions and problems encountered and decisiods mathe research process. It
also allows me to organize and review data analgslisist and revise interpretations,
review understandings in different stages of tlseaech process, and mitigate factors
that shape preconceptions regarding the themes shah from the data

(Chiseri-Strater and Sunstein, 2006). Overall,rtgla researcher’s journal represents

an effort to ensure validity, trustworthiness amel tigour in social research.

3.18 Conclusion of Chapter 3

This chapter reviewed both the theoretical backgdouand philosophical
assumptions guiding the research process and ttreodwogy adopted. It discussed
and compared influential approaches to the study dafcourse and their
ontological/epistemological differences. It hasrbaegued that the CDA approaches
including historical-discourse CDA and Faricloughtsee-dimensional CDA are
able to provide a conceptual framework as wellraaralytical construct for guiding
this study. In particular, the three-dimensionahlgtic framework by Fairclough’s
CDA approach and the constructs informed and mlébeLaclau and Mouffe’s
concept of articulation, as well as key discourseotetical terms such as nodal
points, elements/moments, floating signifiers, #rallogic of equivalence/difference,
can be employed to enrich my own discourse anabfsierporate green advertising,
linking the advertising discourse in a micro orangational level under study both
with other texts and with wider macro-level diss®s and social practices and
contexts. The following chapters will present tladadanalysis process and findings.
From Chapter 4 to Chapter 6, the results of detseeiffextual analysis,
interpretative/discursive analysis, and explandsogietal analysis will be

respectively presented.
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Chapter 4: The Descriptive/textual Analysis

4.1 Introduction

The purpose of this study is to understand how @mgs use language, both textual
and visual, to represent themselves as green andgo market their green products
on their corporate websites. The purpose of theptdr is to provide a detailed

analysis of the ways firms use texts and imaggzégent corporate environmental

responsibility. The analysis is in descriptive/teadtlevel.

The findings focus on the emergent themes frond#ta. Previous research on green

marketing and germane linguistic features from ftiterature on corporate

advertising informs the analyses of the themes (Hespter 2). The presentation of

these findings is organized around evidence froon §pecific Web pages within the

corporate websites:

1. Advertisement from the Corporate Home Page.

2. Advertisement as the “About” page that describescttimpany.

3. Advertisement from Web pages describing the compamgponsibility to the
environment, and its “green” strategy/philosophy.

4. Advertisement from Web pages describing “greentpots (and/or services and

technologies).

4.2 Preview of the Structure of Analysis

Examining advertisings from the four types of cogte web pages allows for a
cohesive presentation on how companies use adugrtlanguage online, with
particular reference to the similarities and diéfeces that occur among them, and the
definitions and representations of corporate gresanThe chapter firstly introduces

the case companies. Then it reviews the data amalsamework offered by
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Fairclough’s CDA model which helps to describegeiptet and explain the data.
Following the framework, and different levels ofalyese overlap in practice, a
preliminary analysis will be presented of both tbetual and visual representations.
That data will then be interpreted and explained. éxtended analysis of data
findings in discursive and societal levels and oeses to research sub-questions will

be developed in Chapter 5 and Chapter 6.

4.3 Review of the Cases and Research Data
The websites examined in this research are from dompanies in two categories.
Case companies in Category One (C1) are: GE anléunj those in category Two

(C2) are Landsea and BYD.

Similarities within each category pertain to pasitin green ranking (China’s green
companies rating), company type (transnational, indigenous) andgtieen impact
of their green product/service in Chinese markedrket share, market position, and
profit from green business). The C1 includes twoltimationals subsidiaries in
China: General Electric and Unilever. Both of thege MNCs have launched their
sustainability projects and integrated environmlentasponsibility into their
corporate development strategy. For example, habeen developing its business
for decades in China, GE has extended its operatianging from healthcare to
finance. It has launched a campaign that is aimnedvite more outsiders to join the
company’s green path in China for which it coinbd tvord of “Ecomagination”;
this makes GE revolutionary insofar as it encomgmagsprovement along the profit
margin as well as enhancing GE’'s environmental gperdnce of products and
services. As with GE, Unilever also has a prominardge in the Chinese market

and is actively establishing its green image. Ii@®@nilever demonstrated its

Y The rating is established by the China Entrepreneur Club as a private non-profit organization committing to
nurturing entrepreneurship and business integrity while paving the future of sustainable economic and social
development. The rating criteria can be found at
http://www.daonong.com/cec/green/2012baigiang/2012baigiang.html 2013/10/5

141



commitment to sustainability when it launched it$nflever Sustainability Living
Plan” (USLP) (seé\ppendix B). This plan committed the firm to a ten year jayn
towards sustainable growth. According to China’s€er Company rat& both firms
have been rated amongst the top ten green forgigis in China for consecutive

years from 2010-2012

The C2 includes two Chinese indigenous companiedD Band Landsea. BYD
specializes in automobiles, new energy and ITs [committed to developing new
green energy and green products. For example sittha largest market share for
Nickel-cadmium batteries. It has launched the fihsal mode electric car product,
pure electric vehicle product, and pure EV taxie<hinal’ Landsea is a leading
Chinese green-tech building developer and oper#itangages in green housing
technology development and has developed 13 psoyelsich have won the highest
green building certificate — Three Star Green Ldiwgh the Ministry of Housing and
Urban-Rural Development. Both BYD and Landsea have been ranked amongst
“China Top 100 Green Companies” and are recognaedreen pioneers among

Chinese local firms.

Corporate green advertisings are divided into thrategories according to the
different functions they perform: 1) product proimat 2) image enhancement; and 3)
image repair (Cox, 2010). Product promotion adserngs use environmental claims
and eco-labels to add a symbolic edge to produws dre otherwise similar in
guality. Image-enhancing and image-repair advedsattempt to change the overall
public perception of a brand or a company, becaug®sitive public image can
provide a general platform from which to sell vasoproducts. In website green

advertising, the first two categories of green aftisiegs can be identified.

" bid

' Ibid

7" http://www.byd.com/aboutus/profile.html 2013/9/10

8 http://en.landsea.cn/About/Introduction.aspx 2013/9/10
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Specifically, the product promotion green advemtysi can be found in the “product
introduction” web pages, whilst the image enhanaengeeen advertisings can be
found in “introduction”, “about”, and “CSR/Sustalnlity” web pages. The last two
categories of advertisings do not have an immedig@ to sell any particular
products but they represent the corporate undelisignof environmental

responsibility and thus play an essential roleanstructing corporate greenness.

4.3.1 Review of Fairclough’s Analytic Framework

Before | analyze the data, it is helpful to revidwe analytical framework based on
Fairclough’s (1993, 1995, 2001) CDA approach. Basedrairclough (1972; 1992)’
theoretical perspective, the constructive effe€digscourse can be examined in three
dimentions or levels, whereby each dimension inetua distinctive type of inquiry:

textual (descriptive), process (interpretative)] ancietal (explanative).

The first dimension of Fairclough’s approach to C¥Atextual analysis and it
focuses on the texts and visuals. The objectiviextiual analysis is to describe the
properties of representations in both textual ailsdal forms. For textual data, the
analysis focus is on aspects such as, descriptagg, (selection of wordings,
construction of sentence), selection of verbs (egistential, material, relational),
use of voice (e.g., active, passive), selection nobdality (e.g., possibility,
uncertainty), and sequencing of information (Fawugh, 1993, 1995a, 2001,
Halliday, 1985, 1994). Based on such foci, Jank30%2 developed a Linguistic
Analysis Rubric (seeAppendix C), which serves as a textual data analysis

framework for this study.

For visual data analyese, the focus is at the ghse level and at examining

general attributes (e.g., actions of actors, locatand setting), types of actors (e.qg.,

company employees, consumers, female, elderly pgojphage composition (e.g.,
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angles, colors, focus, framing, vectors), and pdesign (e.g., layout, navigation,
graphics, background, header/footer, spatial iahips) and so forth (Kress and
van Leeuwen, 2006). A visual analysis frameworklaseloped for this study based
on Kress and van Leeuwen (2006)’s visual analydisic (seeAppendix D). The

goal at this descriptive level of analysis is teeatain the formal properties of the
data (Fairclough, 1993, 1995a, 2001). The texteatidptive analysis results will be

presented in this chapter.

The second dimension of CDA is process analysis antbhasizes on the
interpretation of data. The analysis objectiveoisihpack the message, which refers
to identify the constructed “social identities”, otsal relationships”, and
“knowledge” and “concepts”, and to understand antkrpret the relationship
between the data and its producers (Fairclough?;18801). In this process analysis,
the focus is on the interactions among the varmsgects of discourse such as its
production (e.g., design), distribution (e.g., Vilowwide Web), and consumption (e.g.,
listening, reading, viewing). Interpretations anert made based on the relationships
evident in the message, and what discourse practpeak to larger societal
structures are identified (Fairclough, 2001). Ae tprocess level of analyses, an
interpretive framework should be enacted by systeally determining the
dimensions of the content situated in the datar¢faigh 1993, 1995a, 2001).
Informed by such framework, this study will respeely focus on the (a) content of
the language, (b) its subjects, (c) the relatiomgbeétween subjects, and (d) the
connections between the role of language and th&tgr social structures it reflects

and supports (Sermble 4.1).
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Content Subjects Relations Connections

What's Going on? Who's Involved? In What What'’s the Role of
Relations? Language in
What’s Going On?
Activities, Topics Subjects (e.g., | Composition | Themes and Genres that
and Purpose (e.g., companies, (e.g., angle, connect to
verbs, modalities, products, position) larger social structures
voice) consumers) and

Features (e.g.,
function, price,
environmental

benefit)
Table 4.1: Fairclough’s Interpretive Analysis Frameavork
Adopted from: Fairclough (2001)

The third dimension of CDA analysis is at the stadidevel. Societal analysis
focuses on explanations of larger cultural, histdrand social discourses and aims
to find out how the interpretations of the dataew#edded into those discourses. By
moving through this framework, analysts can userodievel linguistic analyses to
inform larger macro-level discourses. Looking itite above three dimensions, CDA
can provide the means to examine everyday language effort to discover the
unspoken/suppressed. By doing so, it help raiseremgas about issues of

problematic social constructions (Fairclough, 198895; 2001).

Inevitably, there are overlaps amongst the levéldata analyses. For example, as |
attempt to identify the linguistic features, cantpiatterns and structures of discourse
types can emerge. Therefore, in the textual/dasegi@nalysis of each type of web
page, some preliminary interpretations or explamatiwill be presented, which help
to lead to further analyses in subsequent chapf€tgapter 5 of the interpretative
analysis will present the formation of discourspety leading to the construction of
genres or themes. These genres or themes serwe@ahing units of analysis at

the societal level, which we discuss in Chapter 6.)
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4.4 Textual/descriptive Analysis

4.4.1 Green Advertising Discourse from Corporate Hme Page

4.4.1.1 Descriptive Analysis

According to the definition of advertising in thesudy (Chapter 1), any discourse
aiming to promote the company product/service aigencan be seen as corporate
advertising. Thus such information from the corp@raome page can be seen as

advertising discourse and collected as researeh dat

The company website is generally introduced byradmmage. The Home Page can be
seen not only as a new medium but also as a nexe génich has emerged from the
World Wide Web (Nielson, 2002). As most websitersssee the homepage as the
first thing on a given site, it has a very impottamction. It aims to provide relevant
information about the content of the web site.sltalso designed to attract the
audiences’ attention and make it stay to exploresmfs a point of entry, it gives the
audience the first impression of the overall infation. It also has a navigational
feature. The green advertising discourse on the éiBage focuses on the array of
corporate products, activities of corporate actarngl access to additional content. In
essence, a company's Home Page functions as aivgrbillboard for its current

achievements and to establish its identity.

Representations feature a prominent corporateiposand a series of products and
company accomplishments (in both green and trawditiareas; and in the past and
present), and corporate recognition. For exampieleler trumpets an achievement
by its green projects,a“ hundred million of Euros have been saved by teery
projects”*® Similar constructions appear in BYD as the homgepstates, BYD's
electric-automobile products come with an ultragod-year guarantee perigd®

Likewise, GE and Landsea announce their commendaiio their green business.

19 Retrieved from http://www.unilever.com.cn/ 12/09/13
20 Retrieved from http://www.bydauto.com.cn/ 08/10/13
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Landsea states,Landsea’s deep greenness has successfully accé#ssechpital
market in Hong Kong®* And, from GE, GE provides energy solutions which are
the cleanest and most advanced in the world...atquaf the world’s electric power
is supplied by us?? These items feature near the top of the Home Bagdunction
as the primary content on the page, often appeasng caption for a large primary

image.

Secondary content, in the form of, news, and, eveappears and functions as
complementary evidence to showcase the breadtdegpttl of the activities going on
in the company. Frequently, these items describeva launched green product or
green project involved with multiple stakeholdeasd are accompanied by positive
comments about green practices made by, for exammasumers and the
community. For example, on the Unilever page,ftil®wing appears: Unilever
has established collaboration with China's Scien8eademy, to join hands
supporting the research on sustainable chemicaldpets’®® Landsea’s website
home page includes press reports suchLasdsea’s Green Island Housing project
passes Level-A Housing Certificatitif One of BYD’s homepage news release
includes BYD’s independently researched new eco-car wins tBaergy
Breakthrough Award"®> The association of the notable works, awards andygts
of the company, with prestigious industrial and kearrecognition, functions as
tangible evidence to distinguish the company frampetitors; a company’s green
practice is said to help achieve these results.gamies draw referential power from
the “green accolades” as supporting materials us#te construction and promotion

of corporate green identity.

The data also reveals representations of how copaengage in a range of

2L Retrieved from http://landsea.cn/ 10/10/13
22 Retrieved from http://www.ge.com/cn/ 07/07/13
2 Retrieved from http://www.unilever.com.cn/ 04/09/13

2% Retrieved from http://landsea.cn/ 04/09/13
% Retrieved from http://www.bydauto.com.cn/ 08/10/13
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activities, which often are “Research and Develomtthen green technologies and
business environmental responsibility practicese&lihemes emerge from the green
discourse on the Home Page: to describe the gregaeour of the companies, the
corporate writ large (as mentioned above), the ihgpdole in developing new
technologies and implementing these technologi@stiveir green products, and the
business concern to environmental protection, ampgozate commitment and belief
to sustainability. An example from Unilever repretsethe broad theme of ongoing
green endeavours by the compatiynilever has long strived to expand existing
knowledge in the field of sustainability developtmen China's market. For us,

sustainability is integral to how we do busine$s.”

Representations on the GE Home Page best illusteate environmental
technology-leading and environmental responsiblen:fi “GE developed the
innovative and highly efficient airplane engine @fhhelps China’s aviation to reach

a new height.?’ Sample data as an example of corporate envirominent
responsibility at Landsea followsFor ten years, Landsea has been walking on its
green road. Facing new challenges, Landsea beligvesnness creates the future
and we focus on the ‘deep-greéf®. Such use of language demonstrates a conscious
effort to make the audience understand that coneparare about the environment.
Not only does the Home Page content show the firavisn concern for the
environment, but it also attempts to convince autks by stating that the firm has
the ability to change. All sample case home page® Ipresented that the firms are
not only dreaming and striving for a green futuret are also capable of change. An
example appears as a concise caption to a primeagée on the GE pageto“think

about it, and to do it?° while the original version of this corporate sayin

26
27

Retrieved from http://www.unilever.com.cn/ 04/09/13
Retrieved from http://www.ge.com/cn/ 07/07/13

%8 Retrieved from http://landsea.cn/ 04/09/13
® Retrieved from http://www.ge.com/cn/ 07/07/13
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transplanted from headquarter website is even imoiceand concise:GE works. *°

In the form of hyperlinks, the text on the Home @&gquently provides access to
other Web pages on the corporate website. Mucheofanguage is very concise and
appears in a word (e.g., Our Business, Our Compldews Release, and Talent

Development).

Different ways of presenting and lexicalizing cdesoabe found in words such as
“Introduction”, “Brand”, “Technology”, “Quality”, “R esponsibility” and “Honors.

These words serve as the captions to images omany cases, hyperlinks to
additional content on the topic. Writing in “headi style” invites the audience to

explore the content in more depth (Richardson, 007

In addition, a great extent of information on thenik Page is presented in visual
form; a vivid organizational image is constructed both textual descriptions and
pictures such as corporate buildings, products,swmers with the company’s

products, and employees in uniform working in alalory.

4.4.1.2 Preliminary Interpretation and Summary ofdfine Page

The content on the Home Pages for the corporatiotise sample can be seen as a
way of advertising corporate greenness becausdatigeiage exhibits promotional
discourse by repeatedly touting the distinct acd@hments of current companies in
green products development and environmental grotepractices. The prominence
of the firm’s green technology and products prosidaeas of distinction and
enhances the profile of the firm. Concurrently, rswecognition provides tangible
evidence that firms can use to build identityadsarys. The use of short, descriptive

phrases that link to other parts of the corporatbsite works to generate awareness

%0 Retrieved from http://www.ge.com/ 07/07/13
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or exposure to an element on the Web page (Kru@6;20/nch and Horton, 2009).
Repetition of corporate characteristics, such as rtlame of the company, its
products/services, and the companies’ achievemeeatsonstrate an attempt to build
brand identity (e.g., Anctil, 2008; Toma et al.08Q. In essence, the Home Page is
the place where companies repeatedly showcast th&inctive and prestigious

activities in environmental responsibility and prees.

4.4.2 Green Advertising Discourse from About Web Rze

4.4.2.1 Descriptive Analysis

The About page gives an overall introduction to ¢benpany background in aspects
such as the firm’s history, products and serviees| founding values and missions.
The self-promotional language contained in thisepextends the notions of prestige
foregrounded on the corporate Home Pages. The d&geguspeaks to the

environmental contributions of the firms. The datatains numerous examples of
past accolades functioning as tangible proof opomte achievements especially in
the field of environmental protection practice amdponsibility. The companies use
prior achievements and green records as capitalwthlaserve as currency for its

green credibility establishment. The discourse wswees the firms’ unique abilities
to provide the green products which represent nbt as environmental friendly but

also and more importantly as leading technologyettasSuch green products in
advertisings seem to be able to not only solvectireent environmental problems
but also enhance product performance and thus fueet energy challenge. The
research ability presented in the description whdi “R&D” often relates to green

experiences and green credentials of the firm ,(egards-winning of the green
products, extensive collaboration network with othstakeholders in their

green/sustainability projects, and result and reftom these projects). For example

GE states:

“The environment and the energy have always beewithl focus for GE. For the
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past century, GE has devoted itself to the mostleriging fields and provided
extensive solutions with outstanding talents andoreading technologie®®*

MNCs mainly specify their status as a “world-leddar their extensive impact and
prominence. In comparison, the indigenous Chinegsesf not only promote their
relevance on national and regional levels, but alsess their leading position as
experienced green players by referring to theirpéida of international standards
and recognized legitimacy, despite their shortestony and comparatively weak
research resources. In the *voice” selection, ativacvoice is always used to

construct firms as doers. For instance, Landsaassta

“Established in 2001, Landsea is one of the top rHa) estate developers in
China. By integrating and localizing thveorld-leading technologiesLandsea has
developed 13innovative green housing projects which win the top-level

certification — Green Three Star Badge — granted Qlyinas Department of

Housing”*?

A similar excerpt from BYD Home Intro Page writes:

“BYD is theworld’s largestmanufacturer of batteries with mass production of
Nickel batteries and mobile phone batteries. INn28Y¥D moved from IT into the
automotive industry and quickly became the fagiestiing Chinese domestic car
manufacturer with leading edge electric car teclogyl”

This kind of wording and voice selection helps tomote their relevance not only
on national and regional levels (national rankingut also substantiate their
international standards. It is interesting to fthdt MNCs only state their extensive
and international influence, whilst the Chinesealoirms not only stress their
“international standards” but also try to emphadizeir contribution in pushing
forward the “Chinese standards” into “internatiostndards”; this signals Chinese

desire to be admitted into the Western mainstreanenvironmental issues. An

31 Retrieved from www.ge.com/cn/company/history/1878-1904. 12/08/13
32 Retrieved from www.landsea.cn/about/introduction.aspx. 12/08/13
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example can be found in BYD emphasizing th@&hiha wants to be a green
technological leader [...] It is 180,000 people’s ib&d and 1.3 billion Chinese
people’s drearh The comparison in this language representatedtects the local
firms’ will to be recognized as “world-leader”, get® their smaller influence at an

international level.

The firms position themselves as the primary confiwi a green future, while not
giving detailed explanations for reasons why tharkishould be green. It seems that
the companies and their websites’ viewers alreddyesthe same assumption that
going green is a necessary path. In the meantima,promising view, greenness is
about companies’ technological advancement and asode for changing to be
greener. And the discourse of corporate traditinod anvironmental responsibility
places companies as the central role in leadirgggteen trend. For example, BYD

states,

“Others are chasing the current profits, we are king of the future. As a

reputable car manufacturer company in China, BYPBple understands its social
responsibility...We work for the planet earth, fore thuman beings, for the
future[...]BYD has both captured the zeitgeist dvad farsightedness, it navigates
its business for the bright and green futtif.

The discourse is seemingly environment-centeretl,thel emphasis is not on the
environment itself, but on the company: insteathefothers, such as the government,
NGO, or civil society, it is the company that sexvas the environmentalist
revolutionary leader: it provides a good naturaliemnment and bright future, brings

opportunities for change, and coordinates and diffisrent parties.

4.4.2.2 Preliminary Interpretation and Summary o&ut Page

In the statements in the About Page, each compempts to expand on the notions

3 Retrieved from www.bydauto.com.cn/introduce-responsibility.htm 02/09/13
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of corporate greenness and enhance their roleva®ementally responsible leaders
by focusing on the past and the future. When d&ngghe past, companies typically
mention their founding value, mission and visioesHles, their green achievements,
such as green innovation products/technologieswel$ as their environmental
impacts in global, national, or regional are mem. This type of self-promotional
discourse is common in representations by corpadtertisings (e.g., Stuart and
Jones, 2004). The language works to establish tbepanies’ records of

environmental responsibility and accomplishmentsrimironmental protection.

The discourse then turns to a discussion about thewtechnology developed by
firms paves the way toward green ends. The termShafst advancéed “highly
efficient, “high quality, and ‘innovatiori frequently appear with greenness terms
such as énvironmental protectidnand “green solutioih Such discourse helps to
link technology and rationalism to environmentalismm addition, the terms of
“leading”, “leader, “leadership, “world-leading, “global’, “internationd” and
“environmental responsibilityfrequently co-exists in one sentence or a statédme
paragraph; such discourse is found not only in MK@tsalso in Chinese local firms
even though the local ones’ claim that internatioebevance should be considered
doubtful. Evidence of national pride and natioredponsibility is also found in the
local firms’ self presentation. One example canfbend in BYD’s patriotism

statement:

“As China’s reputable automobile manufacturer, By understands its social
responsibility...We aim to make the national brant ia world-leading brand,
revitalize China’s national automobile industry abdild a great company belongs
to Chinese peoplel*

These multiple discourses function to establisimgir legitimacy, and claims to

corporate greenness are staged by those otheudsissaMunir and Phillips, 2005).

* http://www.bydauto.com.cn/introduce-responsibility.html 2013/11/7
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In the end, the corporate self presentation langudegm the About Page shapes a
perspective which hones the viewers’ focus on tirparations’ capacity to navigate
a green future. The discourses which appear okltime Page and About Page come
together to present a broad view of the continudirdistinct and relevant elements
of the companies’ history. Furthermore, the comgarare naturally represented as
sincere green players with consistentcy in taking nesponsibility for the
environment in the past, and a commitment to tharéuwith corporate leading

technologies and green products.

4.4.3 Green Advertising Discourse from CSR/Sustairdity Page

The reason for choosing Sustainability as a cajegorbecause the company’s
discourse involves the sustainability talk as orietr® main strategies for its
environmental discourse. In addition it expreskas tompanies’ main goal, which is
to be known as a global benchmark for sustaingbHior the same reason, the CSR
webpage discourse is selected for research. C8ie srategy whereby the company
explicitly displays its green discourse. The CSRt&mability webpage serves as an
important advertising medium to shows the enviromi@lepractices and it is also

where the green discourse is organized.

4.4.3.1 Descriptive Analysis

The companies studied for this research have aigded web pages titled and
themed as CSR or/and Sustainability. These pagesspecially to introduce
information of companies’ social responsibilities sustainability projects and
practices in history and in current time. Such gagelude GE’s Ecomagination

Pagé®, GE's Corporate Citizen Pafje Unilever’s Sustainability Action Paife

% http://www.ge.com/cn/company/ecomagination 2013/11/7
% http://www.ge.com/cn/company/citizenship 2013/11/7
¥ http://www.unilever.com.cn/sustainable-living/ 2013/11/7

154



Unilever's CSR Pagd® Landsea’s Corporate Citizen Pafje and BYD's

Responsibility Padé.

The information from the corporate CSR/Sustaingbpiage resembles the one from
corporate social and environmental or sustainghalitnual report, but the discourse
from the website is more concise and tries to temtahe viewer with promotional
language, compared with the descriptive languagia the annual reports. Based on
the lexicalization analysis, it can be found thah$ from both categories present in
a active voice their contributions to environmentabtection, using positive
adjective and adverbs to indicate a high degrgweasdfented objectives, such as in the
excerpt: in GE we]...]have passed thstrict auditing and reachedrery high
international standards.largely enhanced environmental performance.”BYD
similarly states;'Relying on ouradvancediron-battery technology, BYD is able to
solve theworldwide problem...We innovataudaciouslyand exploreactivelyin the
field of new energy][...]with our progress, we areeaty lead the green development

internationally.” *?

Such wording represents a promotional discoursé witprominent agent, high
certainty and authority. The promotional discoursan be seen as a firm’s
communication strategy to highlight its promineacel credentials as a green leader.
In addition to this, the “green credential” is camspd by firms drawing upon their
honor certificates awarded from third-party evalua. Interestingly, although all
studied firms have obtained their green certifisatuch as “China’s Green
Companies” for consecutive years, only the Chinéisms have a detailed
introduction to green prizes such like that: onirtli&SR/Sustainability web pages,

these firms establish a link directing web visittwsanother independent web page

% http://www.unilever.com.cn/aboutus/unilevercsr/ 2013/11/7

http://landsea.cn/About/Citizens.aspx 2013/11/7
http://www.bydauto.com.cn/introduce-responsibility.html 2013/11/7
http://www.ge.com/cn/company/citizenship 2013-12-30
http://www.bydauto.com.cn/introduce-responsibility.htm| 2013-12-30
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titled as “Honour and Prizes”. Different to the dmapized description on third-party
awarded “green prizes” and green certificationsGinnese firms’ web page, the
MNC subsidiary firms’ websites have rather briefonrmation on such issue, for
example, GE only mentions that its Chinese factoaiee hominated as the “Global
Star” prizé®, while Unilever does not list any of its prizes ®8R/Sustainability web

page. This implies that MNCs already deem themseasethe authority on green
credential recognitions; in comparison, Chinesmdilare striving to gain their green

legitimacy through such green prize discourse.

Text on the CSR/Sustainability pages speaks of @gdhrough a discourse
constructed around the tent poles of eco-efficiensgpcio-efficiency, and
economic-efficiency. MNCs address all poles whilgirése local firms do not
present on economic efficiency. MNCs integrate these into a version of
sustainability reporting, whilst the Chinese locaimpanies show CSR report version
and present their philanthropy activities which aoé directly making business sense
(e.g. tree planting, money donating to primary sthdn remote and deprived
regions in China). Both categories of cases shaw ttoncern for the environment.
However, the MNCs present a more integrated greenoach to their development
strategy and stress the economic return and sicatagortance of becoming green,
whilst the local Chinese firms treat environmentgponsibility with less business
interpretations. The green discourse from Chinesal lfirms’ CSR/Sustainability
text appears to be alluring but largely rhetorigé&hllio, 2006). For Chinese firms,
their green discourse reflects a higher level gusm. By comparison, the MNCs
green discourse always makes connections to bgssese. For example, GE put
“green is greeh which means the environmental value as the figseeri brings
business value as the secomieeri (U.S. dollar is in colour of green). Unilever

claims that its sustainability plan is to doublg ltusiness. So for MNCs, what is

3 http://www.ge.com/cn/company/citizenship 2013-12-30
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done for the environment is also done for the c@tan. The business-centered
green discourse from MNCs supports the fact thaththsiness advocates wish to
slim down the “ethical fat” from business activei¢Eden, 1999; Fineman, 2001),
thus wanted their operations to be founded rathetsolid” rationality and science
than “fussy” morality and emotivity. This point Wilbe further discussed in

Discussion Chapter.

The discourse also stresses the continuous growthodsiness, as well as the
continuous improvement in technologies. Additiopathe discourse treats green
technology as a panacea for all problems incluéimgronmental problem. This is
expressed, for example, in Unilever’s Sustaingbiliiving Plan discourse, which
sets its goal to reduce their environmental impgdtalf and in the same time double
their business. This attracts skeptics since coatis growth seems to be impossible
in a finite world; even though green technologiesven been advanced, the
consumption of human society is hardly to be chdndéthough the “sustainability
development” is doubtful, it has been advocatedfioys and accented in the

corporate green advertising discourse.

The difference between the MNCs category and thedgSk indigenous category on
CSR/Sustainability webpage is that MNCs have Soahdlity Development web
pages and CSR web pages respectively establisheoduning sustainability
development as making business senses (such asinabdity business
models/products/services) and CSR as fulfilling eotlsocial responsibilities in
addition to environmental responsibility, while @ése indigenous firms only have
CSR webpage in which the idea of sustainabilityaidebriefly mentioned here as a
concept without any explicit business practicearémg to it. Besides, although the
notion of sustainability is deemed as complex,dift to understand and sometimes

disengaging (Kallio, 2004), there is no detailefbimation on the definition of this
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concept in the web page of Chinese firms’ websites.

In the CSR/Sustainability web page, all four comeamublicize and advertise their
community involvement and their promotions go ferthhan encouraging product
purchases. Furthermore, on their websites, thevigrcopportunities for both local
community involvement and industrial developmemgnpote actions to protect the
environment, and search contributions to consematiefforts. In the

CSR/Sustainability web page, there are common wdhdé show a business
perspective to bring (the best standards), proyoggortunities for development),
understand (the local needs), and benefit (for bothpany and environment), which
shows a corporative paternalistic perspective. Therspective implies that

corporations are responsible for providing someghinsociety and even to nature.

In the discourse on CSR/Sustainability page, moowa are presented for the
company’s adoption and practice of sustainabilitd £SR: GE’s main cause is to
push forward aviation industry development in Chikmilever raises funds for
conservation of the wilderness and ecosystem im&iTibetan region; BYD
invests its resources to set up the electricalastfucture for local public
transportation; and Landsea initiates the Greerodason for promoting higher
environmental standards in the real estate induistGhina. Through their emphasis
on community involvement to build healthy commustiand enhance industrial
standards, all four firms analyzed here make caiome amongst business,

corporate practice and environmental activism.

4.4.3.2 Preliminary Interpretation and Summary ofSR/Sustainability Page
The corporate green advertising discourse on C3dBability web pages shows
that corporations are not only profit-driven busaktakeholders driven — they care

about the environment as well as social developmiéns implies that corporations
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are aware that currently society is more aware mfirenmental issues. This
CSR/Sustainability discourse has not emerged suglders the result of decades of
social struggles that involved a very strong greevement in Europe — particularly
in places like Germany, France and Scandinavigirgjan the 1960s (Tully, 1989;
Flattau, 1990; Smith, 1998). The victories thateveon in that struggle resulted in
higher environmental costs for companies in thetiNoFhere were stricter laws and
controls in place that prevented pollution from papng. Hence, many of these
companies have been forced by the environmentaements to clean up their act.
However, intensified globalization processes frdm 1970s and 1980s onwards
have enabled polluting companies to increasinglpcege their production to
developing countries where the environmental statsdand controls are often less
stringent, in order to attract foreign investmenkdany developing countries
welcome these companies because they promise emg@hbyopportunities, and,

economic and social development (e.g., Banerje@3;2B0hm and Brei, 2008).

4.4.4 Green Advertising Discourse from the Produdintroduction Page

The Product Introduction Page provides detailetutdxnformation on firms’ green
products and services. Besides, compared with ¢yipess of web pages, visual and
video advertisements largely feature in the predemt in the Product Intro Page;
visual and textual information should be seen #srdependent in delivering both
implicit and explicit messages. Therefore, the ysed on both textual and visual
data are conducted in the meantime. The visualodise that appears in green
advertisings has been analyzed, using Kress andLeaonwen (2006)'s Visual
Analysis Rubric (seéAppendix D). This rubric pays special attention to visual
constitution factors such as “descriptors”, “actpesd “sequencing of information”

etc.

Each web page introducing and describing the pisdimcboth textual and visual
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information is analyzed and presented in this need he text of the advertisement
videos are extracted word by word and translatéddréelescribing and analyzing.

The visual information is snapshotted and recofdedy analyses.

4.4.4.1 Descriptive Analysis and Preliminary Integiation

The language that appears on the Product Intro pagdlows with discourse that
both emphasizes the products themselves and theumm@n experience. Both the
green products and the potential green consumerpaagitioned and constructed in

the corporate green discourse.

For the green product presentation, the languageahgersuasive and promotional
tone and it shows an inclusive feature of the grpsoducts. Both categories of
MNCs and local Chinese firms not only stress thavii®nmental-friendly” facet of
their products, but also include other aspectshef dreen products to make each
product an ideal choice for customers. For examBle,shows its wind turbine as
something that (p)rovides a reliable, cost-effective, high-perfame solutioh**
Unilever describes its environmental friendly washiiquid OMO as (featuring)
neutral PH value and delicate fragrance without ahgrm to hands and the
environment. With innovative formula, it enhandes tleaning effect by 50% and
can remove 99 types of staitfd BYD highlights its hybrid car by statingBYD's
Dual Mode technology not only reduces the hybridsdaiel consumption, but also
enormously increases its power and improves itsratjpa.”*® The green house
product from Landsea Company is advertisedaahduse that is not only spacious,
elegantly designed and offering all the requirerseot a modern family life in a
perfect location, but also facilitated with ‘gregachnologies’ which provide the

family with a high quality and healthy lif&’

* http://www.ge-energy.com/wind 2013/11/22

http://www.unilever.com.cn/brands-in-action/detail/omo/298629/ 2013/11/22
http://www.bydauto.com.cn/energy.html 2013/11/22
http://landsea.cn/Group/Product.aspx 2013/11/22
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The promotional texts of the product advertisingsoaemphasize the facet of
“hi-technology” in their green products. Such tealogical advancement is always

linked to innovation, improved efficiency and ecarno advantages. For example:

“We are working on the new generation of engineABELC. This project is for
developing thenost advanced technology[]it can be25% more efficientthan
the current engines!* We dont talk about innovation, we live on innowati and
our products speak for themselves and the techgadmgl solutions we provide
help to solve our customers’ green challentfs“The most energy saving plane
engine,most innovative and efficientrain engine locomotive, the best turbine, all
of them are leading green technologies in the itrguend thus we are the greenest
company'*%(GE)

“We are doing research on mew technologyon product packaging and waste
disposal. We believe such technology can bringdrigéturn of investment and a
more sustainable business mod&.{Unilever)

“Battery power for an electric car must meet theegsary requirements in terms
of safety, energy density alwv cost[..] Compared with a normal motor, the rear
drive axle system in the BYD eco-bus has no gearrmtransmission shaft, and
no differential mechanism. The power from the m@atirectly transmitted to the
wheels, so thasignificant improvements are achieved in transmissiefficiency
and reductions in noise and vibratioR™” (BYD)

“We are not going to compete with money-saving plgim cheap materials; our
products represent tha-tech in housing:*%(Landsea)

Besides the emphasized aspects of “hi-technologyiproved efficiency” and
“economic advantage”, additional functional facaftgreen products are often found
in the green advertising discourse, such as “safatgnvenience”, and “coziness”.

For example, BYD advertisements state:

8 http://www.ge.com/cn/company/research 2014/1/30

Ibid 2014/1/30

http://www.unilever.com.cn/brands-in-action/index.aspx 2013/11/18
http://www.bydeurope.com/innovations/technology/index.php#motor 2013/11/18
http://landsea.cn/News/Default.aspx 2014/01/17
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“A high ceiling and wide open space inside the Imiake fora comfortable
journey for standing passengers...A wide aisle with stepth® raised rear
passenger area has handrails installed to enswafe movement for
passengers. ...Battery power for an electric car mosget the necessary
requirements in terms shfety energy density and low cost>*

Similarly, as one of GE’s green products developader China’s ecomagination
project, the airplane engine is features noiseatalu which can bring an enjoyable
flying experience to passengers. Unilever in itgeegr advertising stresses the
convenience of its green packaged products. Lafgdsepeatedly advertises its
green housing products as providing indo@oristant temperatute “constant
humidity’, and “constant oxygén and is thus seen to contribute to a comfortable
living environment. Such presented green prodwatufes might be indirectly related
to environmental protection, but they are more dadiyelinked to functional and
pragmatic qualities (i.e., efficiency, cost-saviagfety, convenience, coziness) and of

the product itself.

In addition, it can be found that new green wordsehbeen coined by the MNCs to
name their green products/service or green projéotsexample, GE coins the word
of “ecomaginatiohand Unilever brings forward itsSustainability Living Plah In
the Product page of GE's website, all green pradace introduced as a subfield
category under the main theme ofecbmaginatioh GE launched their
“ecomaginatioh campaign in 2005 in order to promote their enegfficient
technology products and services, and to consthnectompany’s public image as a
leading socially responsible company. According3®’s Ecomagination Repdrf
this campaign became highly successful: GE reapgsl Killion in revenue in 2010

by providing its “green” locomotive production, wdnurbines, clean water solutions

>3 http://www.bydeurope.com/innovations/technology/index.php#motor 2013/11/18
** http://www.bydeurope.com/vehicles/ebus/index.php 2013/11/17
> http://www.ge.com/globalimpact/ecomagination.html 2013/11/17
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and other energy saving facilities and servi%e$he success of this campaign
served as powerful proof of how its advertisingcdigse chimed with the general

expectation from the market.

In comparison, the Chinese firms are less innogativwconstructing words for “green
vocabulary”. In their advertised product names, tireen factors are literally
presented by existing green words and the greedsnare more directly linked to
the aspect of being environmental friendly. Forregke, the advertised green cars
from BYD are named asptire electric car €6 “DM dual-mode electric carand

“K9 pure electric bus’’. Landsea simply named its green housing products
according to their different market sectors, susligreen house for first-time house
buyers and “green residence for the aged pedpieln the following section, both
the textual and visual discourses in companie€my@oducts and advertisings page

are to be analyzed in more detail.

GE’s green Products Intro and its advertisings @esented under the theme of
ecomagination. The slogan of the campaign is iatnig. It welds together the
popular term &cd and the word imaginatiof — one of those i” words
(“imagination, “ideas”, “innovation”, or “inventiorf) that regularly appear in

environmental corporate discourse.

*® http://files.gecompany.com/ecomagination/progress/GE_ecomagination 2010AnnualReport.pdf
2013/11/17

> http://www.bydauto.com.cn/energy.html 2013/11/23

*% http://landsea.cn/Group/RealEstate.aspx 2013/11/23
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Exhibit 4.1 “Wind Turbines” Ad 1 for GE

Websites addressesttp://www.ge.com/about-us/ecomaginafion

http://www.ge-energy.com/wiid

Slogan:“Imagination at work.” (Ecomagination products argblutions are at

work — building, powering, moving and curing theridoNot just imagining.

Doing.)

Copy: Wind Turbines. Product evolution. It's one of tiengs GE does best.
Especially when it comes to the next generatiowindl turbines. Building on a
strong power generation heritage spanning more thacentury, our onshore
wind turbines deliver proven performance, availapiand reliability—creating

more value for our customers. As one of the worde&ding wind turbine

suppliers, GE Energy’s current product portfoliocindes wind turbines with
rated capacities ranging from 1.5 MW-4.1 MW andpsuwpservices extending
from development assistance to operation and naamiee.

 Accessed 2013/11/18.
8 Accessed 2013/11/18
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Exibit 4.2: “Wind Turbines” Ad 2 for GE

Websites addressesttp://www.ge-energy.com/about/indexj5p

Visual Description

Visual description: the “Wind Power” features asdeup shot of a beautiful view of
nature. In the foreground, clean and trimmed gssstanding in the grassland,
waive gently in the breeze. In the background, gke is blue and clear. The two
wind turbines stand on the horizon and the linavbeh the grassland and the sky.
All the features combined together in this advergssignify a harmonious
relationship between the life on Earth and “windwpd generated by human
technology. Besides, as the human made particigambswind turbines) are placed
behind the other visual participants (natural oigjetrees, grasses), this sequencing

of information suggests a sequencing of importgiKcess and van Leeuwen, 2006).

Visual interpretation

(Naturalization and dematerialization): a simplengdic reading would argue that
this ad tries to construct a utilitarian fantasytefhnology putting natural resources
to use. These two wind turbines represent the sitepower which intrudes into the

natural territory and frames it as a resource tonaén use. The sky and the invisible

1 Accessed 2013/11/18
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wind which are made visible through the presentatibgently waving grasses are
presented as a tamed object of consumption, capabl@roviding ‘proven
performance, availability and reliability. It also turns into a commercial and
privatized sense which bringambre value for our customers’ Corbett (2002)
illustrates this point of green advertisement: “&dising commodifies the natural
world and attaches material value to non-matenaldg, treating natural resources as

private and ownable, not public and intrinsic” {46).

However, the green products and technology hetkdaradvertising are structured a
little differently from the usual fashion, espebjatompared with the portrayal of

technology which appears in traditional advertisingr advertisings from C2

companies (which will be presented later). In tnieen advertising, the intrusion of
human technology, the two wind turbines, is plagedn and naturalized by placing
them into the secondary position to the primaryratlandscape in the foreground
and background (SeExhibit 4.1). This is very different from many other new
technology product advertisings in which technologyhe product, as well as their

function description, is usually represented indbetral position of the advertising.

The setting in the GE green advertising also tteesle-materialize the technology
and green product — the wind turbine — by presgnsmplicity in the visual
composition: there is neither sophisticated teabgichl description nor information
about the products. Instead, the wind turbines hi@ picture look like natural
objective. Similarly, another advertising picturé the wind turbine is positioned
together with coconut trees (SEghibit 4.2); the contrast between GE’s products
and the natural trees sends a message to the eeditr® green product is just
another object in the eco-system, same as the gtaeding on the sea, and it causes
no harm to the natural environment. This paralleltegy, together with the overall

campaign theme of “ecomagination”, can be read esrporate defense against the
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environmentalist critique of technology — how cotih@ green technology such as
the wind turbine possibly cause harm to naturé dan exist in such a perfect and

tranquil scene?

A very similar presentation of the green produanfrUnilever can be found in
Unilever’'s green product (Sdexhibit 4.3). The product is even invisible in this
advertising; the purifying effect of the product vssually shown in a purifying
process, and the “U” shape water represents thellmBUnilever. The invisibility of
advertised products further reduces people’'s conadvout the technological
intrusion into the natural environment — how cachtelogy cause harm if it has

nothing but a purifying effect?

Exhibit 4.3: Unilever’'s Water Purifier Ad 1
Websites addresses:

http://www.unilever.com.cn/brands-in-action/detaiifeit/33216 67

The Localization of MNCs’ Advertisings

Some localization features are found in MNCs’ gradwertisings on their products.

Returning back to “Ecomagination” advertisement paign, on the product web

82 Accessed 2013/10/9
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page, the Chinese subsidiary of GE also createg smaginative print advertisings
that promoted GE’s environmentally friendly produend services. It employs a
version of Ecomagination in the Chinese contexeyliised Chinese wisdom (in the
form of Chinese character fortune telling — knowrChinese as Chaizi #77).(See
Exhibit 4.4) This series of GE green advertisings promotesiymts such as GE
Internal Combustion Engine, GE Aeroplane Engineg dmain Operation and

Optimization System (Se&ppendix E).

R RN

@ GESSEDEE SEolE

Exhibit 4.4: GE’s Train Operation and Optimization System

Slogan: “Reduce fuel consumption, to save more ryione

Website address: http://www.ge.com/cn/b2b/transpior>

Such localization feature is also reflected in GBEin@'s “GE Works” digital
campaign which includes four animation advertisingder the mythos ofiake the
past serve the preséntEach of the advertisings links GE’s eco-produutth
Chinese ancient inventions such as paper, silk,, vaaxi china-making. In the
storyline of the animation, Chinese ancient inv@mti have inspired GE to create

green technologies and products. For example, iea oh the four animation

8 Accessed 2013/11/8
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advertisings: GE Works—paper, the rustic atmosphefethe advertisement
animation is created by the traditional Chineseoévater and ink painting. In the
animation, several parallels were presented: phrb#tween an ancient landscape
and a modern industrial world; the parallel betwésn ancient invention of paper
and the modern technology of GE’s healthcare prodie parallel between people’s
need for convenience of paper in ancient time asmple’s need for portability of
healthcare products in modern time. By these msallGE's green products are
connected with Chinese ancient invention and theedidements help to embed

GE’s green image into the knowledge backgroundioh€se audiences.

Similar localization strategy is also used by Uvdleto advertise its water purifier as
a green product. In this advertising, the environtaleproblems, especially China’s
water pollution from its industrialization is presed as a setting. The water purifier
product then comes into sight as a solution to subkalth threat (Sdexhibit 4.5).
The localization feature from both GE’s and Uniléyeggreen advertisings reflects
the intention of advertisers to take in other disses of the local context, such as
Chinese historical discourse. The interdiscursiagy discursive strategy in green

advertisings will be analyzed in next chapter wtbre details.
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Exhibit 4.5: Unilever’'s Water Purifier Ad 2

(Picture is a snapshot from website video advedisi
Website address

http://www.unilever.com.cn/brands-in-action/detailfeit/332166/?WT.contenttype=

view%20brands

The Decoration in Green Advertisings

The promotional nature of advertising discourseikected in its effect of decoration
which glorifies the promoted corporate greennesor Fexample, GE’'s
“ecomaginatioh campaign advertising videos represent the utoprarsion of
corporate green advertisings which are replete witfimagination”, “invention”,
“ideas”, etc. To give another example, Unilever'sist@inability Living Plan
advertisings feature a similar sloga&ustainability needs to be innovative. Through
innovative product and solution, we can develop nevkets, save costs and drive
employees.The BYD ad states\We dare to imagine what others do not dare, we are
able to make what we imaginel...]from energy savinqhventing new energy, from
enhancing power to changing power, our green teldgyochanges the life and the
world.” Similarly in one ad of LandseaGteen invent the future [...] we respect

innovatior.
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Exhibit 4.6: BYD’s Pure Electric Bus “K9” and “e6”

Website address http://www.bydauto.com.cn/energy.html

Exhibit 4.6 shows two advertisings presented in BYBroduct and Advertisings
page, which introduces the pure electric bus, tAgald the pure electric car, the e6.
In these advertisings, the car's physical presetad®s up nearly 1/3 of the
advertisings (the bus takes 1/2) and is in the eentral position. Its chrome outlook
appears shiny and sleek. It is also surrounde@dating “swoosh” lines, suggesting
extreme speed. The fluorescent lines with the ligtgen of the enveloping city
background make the green bus/car look technolthgiadvanced; the green leaves

decorating and surrounding the bus/car replacamission pollution.
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Coupled with the streamline design of the bus,dHhestures suggest futurism — a
significant Western artistic style employed in, fexample, painting, film,

architecture, industrial design, and fashion. Ratarstresses speed, technology,
youth and the triumph of humanity over natureslinarked by a radical break from

the past (Marinett, 1973).

The textual information of the green car advergsinead as:

“BYD: as the very first pure electric car in the Vdyre6 has the most advanced
technologies. Its energy transforming rate reacB8%o, which is much higher
than the one from traditional cars; the battery daa re-charged with more than
4,000 times while still keep its capacity of 86%

Thus, one can see that the environmental valulkeeoélectric is rarely represented in
the product introduction texts. In the abstracttahkeof the background of the
advertising, one sees a slightly green city outhned bright sky; the environmental
protection factor is positioned as a sort of dewomna- nature is down-played and
only presents itself through the scattered lealy@sgf around the bus/car driving in

the highway.

So, in the sequencing of information which appeaarsuch advertisements, the
product itself is presented as “high” while the ieonmental factors are “low” (Kress
and Leeuwen, 2006). In the background, the fietgisketch of the city as the car’'s
embedding environment also help to play down thérenment in the background.
The same tendency to trivialize environmental valoan also be observed in the
product introduction: The BYD is calledhe car of tomorroyw but the ad does not
specify what kind of “tomorrow” it is. Is it the dmorrow” of environmental
harmony? Or economic prosperity? Or technologi@letbpment? The answer is

unclear. But whatever it is, the advertising suggésat it ‘has not stopped amazing

® http://www.bydauto.com.cn/energy.html accessed 2013/11/21
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the automobile world

Here it seems that “tomorrow” is simply an emptgnsiier (Laclau and Mouffe,
2001) that stands for whatever lies ahead on taé od modernity. But whatever lies
ahead is to be judged by the “automobile world’—efmthe affluent, car-centered
character of Western consumerism. “Tomorrow” isspreged as a perfect and
“always getting better” perspective enabling harioos relationships of people to
nature. The advertising continues by describing dhes features that benefit the
individual driving experience ¢§mooth and powerful acceleratiband “quiet and
harmonious driving atmosphéjeand mentions only in passing its environmental
value (low ‘gas consumption and car emissiprPutting individual welfare before
social good is a deliberate choice by the advertige address the rise of
individualism in the Chinese society. This seenyrigklfish” individualistic appeal
is at least open about the true motivation for emesumption, which is to make the
individual “feel good,” instead of hiding the nagsistic nature of consumption under

the name of social good.

The second advertising (s&zhibit 4.7) is for the BYD e6 SUV, an electric SUV,
combining elements seen as both “environmentaignéily” and detrimental to the
environment. Despite the dramatic decline of SUds@ the U.S., they saw a 73%
rise in China in 201%. Other large, high-emission gas-guzzlers alsodfavell in
China. Chinese drivers do seem to love St9\v& Hummer H2 owner told a reporter
from the Washington Post thatn“China, size matters. People want to have a car
that shows off their status in society. No one wantbuy small cafs(Cha, 2008).
His words show that the body of the car functiomsua extension of the driver’'s ego;

owning a large car becomes a statement of powesacidl status.

5 http://auto.people.com.cn/n/2013/1115/c1005-23550190.html accessed 2013/11/24
% http://news.163.com/09/0714/11/5E68R005000120GR.html accessed 2013/11/24
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Exhibit 4.7: BYD’s e6 SUV

Website addresseshttp://www.bydauto.com.cn/energy.hfihl

To address Chinese consumers’ obsession with “higs, advertising displays a
full-sized image of the SUV. The design of this icéh also evokes futurism: it is
silver, has shining windows, and a streamlined shdpfferent from the green
metropolitan background in the BYD car and bus #thiag, the SUV is presented
in a laboratory-like background (the left) and aowhroom (the right). In the
laboratory background advertising, one can seertegior arrangement and motor
system of the SUV. In fact, Chinese advertisingseha general tendency to
emphasize product appearance, a trend which hasateduted to China’s tradition
of pragmatism (e.g., Zhao and Shen 1995, Chan 26@t)example, Chan (2004)
argues that pragmatism makes the consumers caeeahout the utilitarian value of
the product than the abstract idea attached tdhts the advertisings tend to
hyper-represent the appearance of the productemtieonmental aspect of electric
technology which focuses on protecting environmisalf is not mentioned at all in
the image portion of this SUV advertising, but ddeessed in words. The slogan
reads as, The energy consumption is only 19.5 1kWh per kilersgand the energy

cost is just 1/4 of the one of traditional fuel.

7 Accessed 2013/11/3
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Exhibit 4.8: Landsea’s Green Houses: Landsea Coungside-shire

Websites addresseshttp://landsea.cn/Group/RealEstate.&px

The character that protruding product as the cemttale marginalizing natural
environment can also be found in the green reahtestleveloper's product
advertisements (Sdexhibit 4.8). In the visual part of the advertising, it shows
view overlooking the whole architectural complexieTadvertising does highlight
the “environmental value” of the housing compledt the “environmental value” is
not aligned to notions of environmental protectanpollution reduction. Instead it
shows it as an environmental aesthetic value. Thusds are situated at the foot of a
green hill and beside a tranquil stream. Ironigalhe vast mountain covered by
forest and the fantastic view of a clear riverhia aidvertising seems to be unrealistic
for ordinary Chinese consumers living an urban Efighough the housing product in

the ad is targeting them.

In addition, the name of the green building complexandsea Countryside-shide
is also implying an unrealistic sense of a pleabanoblic lifestyle. The slogan on the
top left of the picture —Healthy technology houses suggests the functional aspects

of the product: it can bring health and housinghitetogies. Again, the issue of

% Accessed 2013/10/10
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environmental protection is not mentioned.

By calling on the urban or new urban rich to livetihe not-yet-polluted land of the
rural region or the rural poor, this advertisingaesrbates the already serious
environmental inequality along class and geographliices. It seems the green
house is presented in the advertising as a wagdape the pollutions of city life: as
long as you can afford to buy this “green” houseu ywill live in a clean

environment.

Compared to the last two advertisings, this greemsé advertising contains more
explicit environmental references, in both imaged words. The building complex
is named as Countryside-shireé which explicitly implies its connection with the
countryside, or the bucolic lifestyle. TheHire€’ is originally a noun defining an
administrative district of England. The direct skation and application of this
English word into the name of Landsea’s green prbduemblematic for a desired
“Western lifestyle”. The green mountains, blue sagd the clear river construct a
fantasy of eco-utopia—a “pure world” into which pé® from severely polluted
cities can escape. This eco-utopia contrasts shavith Chinese ordinary urban

people’s familiar, polluted environment.

However, while this advertising addresses the pislincreasing environmental
concerns, it proposes an extremely individualistiution — to run away. Escape into
pristine nature all by yourself, simply through ghasing an advertised “green
house”. In this sense, instead of marketing thesbaas a solution for saving the
environment, the green product is portrayed as aathute” or “escape pod” in
which the urban rich can flee from pollution. Thegn then explore their private
eco-utopia, which is to be enjoyed alone or/andh iamilies. The utopia portrayed

here constructs a fantasy of human nature harnmuogyer the rising social anxiety
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about environmental pollution. And the utopia ivisioned through the expansion

of consumption: to consume more and consume therésied green products.

4.4.4.2 Product Introduction Web Page Analysis aBdmmary

In the product web page, | have analyzed advegtidiscourse in both textual and
forms. Through a close examination of the verbal @sual strategies used in these
advertisings from corporate green product introducpage, it can be concluded that
the “displacing” or “hijacking” of environmental sponsibility is taking place under
a pragmatic mixture of environmental values anditaian values, and a utopian
vision of greenness is constructed symbolically gseen advertising. The
pragmatism mixture is achieved by presenting grgeaducts as not only
environmentally concerned, but also, and more itambly, as functional and able to
meet traditional customer expectations, such assaasng, better efficiency, and
coziness. There have been a number of scholars l(gkg, 1997; Smith, 1998;
Monbiot, 2002) criticizing green consumerism fojabking the effects of radical
environmentalism and channeling public energie® iapolitical, consumptive
activities. In the utopian vision of corporate greess, green advertising constructs a
hopeful and exciting vision of a utopian society which everything exists in
ecological harmony. This utopian discourse is apartant component of what Buell
(2003) describes as the “culture of hyperexuberaacd is also symptomatic of the

green consumerism phenomenon emerging in the maderety.

4.5 Conclusion of Chapter 4

This chapter contains the descriptions of the geehrertisings on the websites and
describes the way the sample companies represemisédives and their products as
environmental responsible. The analyses focus enlitiguistic features of both
textual and visual data and help to address onecagp the research question — how

do firms construct representations in greenness? adldition, preliminary
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interpretation on descriptive analysis reveals themes of different pages and

anticipates the interpretative discussion in thd obapter.

| can briefly review the themes in green repredemtavhich have emerged from my
descriptive analysis: The Home Page for the conggafocuses on present events
and serves as the hub for information about cotpasacial responsibility for the
environment. The green advertising discourse onHbee page functions as a
billboard to announce its prominence and distimctio environmental responsibility
and achievement, which enhances the green prdfiteeofirm. Concurrently, such
recognition provides tangible evidence that firraa ase to build their green identity.
The green advertising discourse on About Pagesnebspan notions of prestige by
detailing the companies’ long record of accomplishis and noteworthy
achievements. Each company attempts to expand ennttions of corporate
greenness focusing on the past and future. Theu#syeg works to establish the
companies’ records of environmental responsibilapd accomplishments in
environmental protection. The companies used padgbkto position themselves as
well-suited to address the future based on thdfgignt endeavours ingrained in the

tradition of the institutions. The language is &spi and self-promotional.

The discourse also links technology and rationakdements to environmentalism.
In addition the discourse shapes the firms as goemreers and leaders. Evidence of
national pride and national responsibility is alemnd in the local firms’ self
presentation. Moreover, the corporate self pretientdanguage shapes a futurist
perspective which places viewers’ focus on the @@fions’ ability to navigate a
path towards a green future. The discourses wipplear on the Home Page and the
About Page come together to present a broad vietveo€ontinuum of distinct and
relevant elements of the companies’ history, and tompanies are naturally

represented as green players who have consissgangbility for the environment.
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The green advertising discourse from the CSR/Shatdity web page utilizes

language to communicate corporate social respdigipractices and sustainability
practices. The corporate green advertising diseoarsthe CSR/Sustainability web
page shows that corporations are not only profitesir but also stakeholders driven —
they care about the environment as well as so@aeldpment. This implies that
currently society is more aware of environmentadues and their power of
transformation, thus influences and steers firmstalrse. In the meantime, the
discourse shows a corporate paternalistic peryeaind implies that corporations
are taking the directions and responsible for mhog something to society and
nature. It is described as part of their role: firprovide the planet and it is not the
other way around. Through the constructed greerodrse, the firms try not only to

gain social acceptance and legitimacy but also €gain their position as a
benchmark for measuring environmental issues. Feomritical perspective, the

objective of the multinationals’ sustainability @ffs and logics, reflected in their
green discourse, is to achieve a position of glelbaironmental governance (Lister,

2011).

The Product Intro Page applies both textual andaidorms of information to
represent the corporate understandings of greenmbssgreen discourse not only
presents the “environmental-friendly” facet of canpes’ products directly, but also
includes and stresses other aspects of their gnetucts, such as “hi-technology”,
“high-efficiency”, “cost-saving”, “safety”, and “@ness”. Some of suctunctional
aspects are indirectly related to environmentalceans, i.e., “high-efficiency” and
“cost-saving. But some of the advertised aspectgyreen products are solely

utilitarian, i.e., “safety” and “coziness”.

Although the functional or utilitarian greenness h@en found in both categories of
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firms’ online green advertisements; a utopian aaaronious vision of greenness is
found specifically from C1l’s green advertisementhe peripheral position and
decentralization of products invites the audience think the green
technology/product as a dematerialized solutiorth® environmental challenges
instead of a technical and corporate intrusiorthia way, green advertisings help to
conciliate the tense relationship between humand mature, and signify a

harmonious relationship between man-made productstee nature.

Following the textual and visual features foundhis chapter, the next chapter will

present discursive analysis.
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Chapter 5: the Interpretative/discursive Analysis

5.1 Introduction

Following the textual level analysis in the presathapter, this chapter proceeds to
a discursive analysis of CDA. This interpretatiddiglcursive analysis is based on,
and expands, the findings from the preceding detbeei analysis on textual and
visual data. The purpose of discursive analysts islentify the narrative themes of
the online green advertisings discourse. Spedyicahe organization of the
interpretative analysis and findings will proceedhim the framework provided by

Fairclough (2001)’s interpretive framework (Seable 4.1in Chapter 4).

5.1.1 Fairclough’s Interpretative Analysis Framewok

Before an interpretive analysis of the data, théctisn reviews its analysis
framework. According to Fairclough (2001), the mptetative/discursive analysis
framework includes four interconnected aspectsdhatysts can use to interpret data
and decode the tissues of meaning in the narratwstruction. These are: (a) the
contents of the language (What is going on? Aadisjttopics and purposes), (b) its
subjects (Who is involved? Subjects and charaties)s (c) the relationship existing
among the subjects, and (d) the Themes and geWiest (s the role of language in
what is going on?). In the following subsectionsdescription of interpretative
aspects will be provided, as well as sample exasnplech demonstrate the utility of

Fairclough’s CDA at its interpretiative analysigéé

Contents of the languag@&he “contents of language” relates to the answgeof the
guestion: “what’s going on?” (Fairclough, 2001: LZPhe purpose of a message is
formed by both activities and topics, and certaptivdies serve certain topics.

Components of language which represent these @esivand topics, such as verbs
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and modality, help analysts with their interpreiat (Halliday, 1994; Fairclough,
2001). For example, on advertisings presenting ¢hepanies’ environmental
responsibilities and practices, one expects toaseapable organization which can

and is willing to solve environmental problems.

Subjects:the analysis of the subjects of the message ithanalimension of the
interpretative framework. At this level, the anatys for answering the question of
“who is involved?” (Fairclough, 2001: 122). Differetypes of actors and identities
are used by message producers for specific purpbagslough claims, that “(t)he
institution ascribes social identities to the satgevho function within it” (p. 123).
In this study for instance, green advertising shawsisumers who use green
products to guard their families from pollution. $uch a way, the consumer is
assigned with two identities: that of green consismeho have environmentally

responsibility, and as family carers who are comeéwith their families’ health.

Relations: Another dimension of the interpretative framewaskabout relations.
Here subject positions can assist analysts to statet power and social relations
reflected and enacted in discourse. In this stuady,preliminary analysis from
Chapter 4 demonstrated, two types of relation betmgreen products and nature can
be identified: product centralized and nature @zed. These two relations
represent two different kinds of intentions whidturalize green product or decorate

green products.

ConnectionsThe final stage of the interpretive frameworkdsahalyze connections
and its aim is to answer the question of “whats thle of language” (Fairclough,
2001: 148). Essentially speaking, the manner inclwhiexts appear in situational
contexts and how they relate to larger discourserege can be reflected in

connections. For example, representations of gpeducts as multiplicity more
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than concerning environmental protection signify atempt to shift consumers’
attention away from environmental activists’ notiohdeep ecology, a standpoint
which argues for consuming less OF the environmamg more FOR the
environment (Muhlhdusler and Peace, 2006). Thush sanguage plays a role in

promoting consumerism.

According to Fairclough (2001) the value of textlyobecomes real when it is
embedded in a social background, and differentstax¢ produced and interpreted
with member’'s resources (MR) (See Chapter 3, Rdldhe Researcher), or a
background of cogent assumptions. The idea of MBsdo the social, linguistic,
and visual attributes a discourse analyst can gesaehe analyses and interpretions
of identities and meaning (Fairclough, 2001). Esg#dly, a researcher’s background
knowledge and dispositions are constituted by MRs hecessary to use analysts’
MR in their data analyses (Fairclough, 2001). Meszp analysis process with MR
inevitably needs judgments. Nevertheless, my expege with various institutions
are diverse and relevant to this investigation (Skapter 3, Role of the Researcher).
In addition, in order to ensure rigour, this reshainvolves the systematic analytic
frameworks along with triangulation method and rpigt points of data collection.
Moreover, he Role of the Researcher and Reseascheurnal have been disclosed

in Chapter 3. | also admit there can be alterngilaesible interpretations.

5.2 Content of the Language

The purpose of a message can be analyzed with fmtuke contents of language
(Fairclough, 2001). The verbs and voices are ingmbrelements in the contents of
language. Analyses on verbs and voices thus bnaghts into the intent of the
message producer (Fairclough, 2001). This sectarsiders definitions of “verb”

and illustrates the uses of verbs with examples.
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5.2.1 Activities

Verbs

Verbs and the use of verbs play an important ralghie content of messages
(Halliday, 1994; Fairclough, 2001; Janks, 2005)e 8ense of being (relational),
doing (action), and sensing (mental) can be emittedhe verbs (Halliday, 1985,
1994). The use of a number of action verbs haven egealed after the data
carefully examined. For example, méet/achieve/build (the international
environmental standards)’cHange/transfornfthe lifestyle/habits), Solve(pollution
problems)”, ‘ftead/commit(to the green norm establishment)”, anehake/bring
(greener products/green future)”. Such frequensgduverbs help to position the
companies as a powerful actor. The action verlys lad$p to enact the promotional
feature by presenting a number of capabilities tthiative from the corporate
greenness. Below is one example from Unilever’stéugbility Living Plan

advertisement illustrates the point:

“With Unilever's Sustainability Live Plan, we are iggp to make our
environmental impact reduce by half and in the niea double our profit...We
continue tomake good progress in transforming into a sustainablevgh
company and by focusing on sustainable living needscanbuild brands with a
significant purpose. By reducing waste, ereate efficiencies and reduce costs,
which helpsto improve our margins. Bgaking a long-term view, we can reduce
risk, for example, securing raw material supplydtingh sustainable sourcing. And
we have found that once we start looking at prodiestelopment, sourcing and
manufacturing through a sustainability lens, it apeup great opportunities for
innovation”®

Such message serves to construct the company @gamzation which is not only
responsible and aware, but also has the abilitynike a difference to the

environment.

5.2.2 Purpose

® http://www.unilever.com.cn/sustainable-living/uslp/ 2013/11/24
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Recolouring the Greenness:

In essence, achievement is norminalized by theewyaand multiplicity of green
products from the company. Via the lens of CDA, pames are constructed as the
provider of the achievement, thus they obtain power control what is

needed/desired for green consumption and greerugais.

Verbs and the aims of the practices the verbs septevork together to construct the
message of corporate greenness, and greennessdrmasdnstructed by the purposes
of corporate advertising. First, green advertisiaigs to re-colour the greenness. The
studied firms are all found to communicate greea more-than-green way and their
green products are not only marketed on their geadliness (to protect the planet
earth) but also on attributes such as products’pgnyg of pleasantness,

high-technology, fuel efficiency and the likelihoad reduced fuel costs. A few

guotes mention the eco-benefits for the environmand in many cases the green
discourse blur the boundary of between conventiandlgreen product; this in order
to give more breadth to the idea of commercial gness, and to fit green products
into an hi-tech, and holistic designs which arende@ more about nature than just

their ‘greenness’. For example:

“We work orthings that matter’ (GE)
“We found out whathe world needsand proceed to invent it.” (GE)

“Our housing products bring customersoziness, health, and cost-saviig
(Landsea)

“Around 16 per cenfuel efficiency, solid number, you cannot lie on things like
that. And 16% more fuel efficiency which transfer® less emission andoise
reduction” (GE)

“To us green meansustainability and healthy developmentwe also focus on the

health issue we are trying to change peopléging habit with our green products
as well.” (Unilever)
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“We are global citizen, and wehare the same human destiny in development
That is what we are trying to do with green brargdi(BYD)

“People talk about innovation, or green, but wektaboutintegrity: you do the
right thing; you dont do it just for making mon&u do the right thing for the
people of the country.” (GE)

The explicit unbalance between environmental-ptaiecor eco-benefits for the
environment of the green products and other featumegreen products in the
descriptive texts reflects the discursive strategych embeds greenness in the

context of functionality, or to enrich the meanirggreen consumption.

In addition, by analyzing the green advertisingscdurse, the research finds that it
tries to hide certain information of green prodsetVice. To reach this objective the
communication in green advertising emphasizesdhbetfof “hi-technology” in their
green products. In the meanwhile, the price infdiomais largely absent in the
discourse around green products. For example, @Higertisings on its green

products state:

“We are not going to compete with those cheap nedtbased cost-saving plans;
our products represent the-techand the green technology helps us to save cost.”
“We are working on the new generation of engineABELC. This project is for
developing thenost advanced technologyit can be 25% more efficient than the
current engines.”

“This is a cutting-edge desigim the market, none of our competitors ever applie
it.”

“The most energy saving plane engine, most effidi@n engine locomotive, the

best turbine, all of them areading green technologiem the industry and thus

we are the greenest company.”

“We dont talk about innovation, we live on innoiet, and our products speak for
themselves and théechnology and solutionsve provide help to solve our
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customers’ green challenges.”

The second communication purpose in green advegistan be found in the fact
that while prices for green products might be higbat the costs are outweighed by
the benefits which green products can provide, haciean energy, better efficiency,
cost reduction (in energy) and health protectiorinB green is seen as having

foresight—as the advertising excerpt from Uniles¢tbme Page states:

“... We are havinghe great foresight. People say when they are trying to save
money, they will go to cheap materials; but we sjdhons and billions working
on innovations, working on green-related, environtalty friendly technology
because we knowown this road it will bring benefits for both of s1and our
stakeholders' "

In concurrence with the avoiding, or fading outformation on price, firms
strategically stress the calculated economic bendéfi adopting green products.
There is information about the statistical costcekdtion on green products’

effectiveness across the advertising discourses:

“The green product design makes more sound sensevan try to educate
consumers to lead rational life style with our green products.”(Unilever)

“In the green system of the house, the electri¢ 05 cent per square meters per
day, so a house sized as 100 square meters will0c05*100*30*12=1800 Yuan
RMB, andsaves 3600 Yuan RM#h all.” (Landsea)

“Each day the air conditioner in a guest room works 5 hours and the air
conditioner in a bedroom works for 8 hours, it veidist375.36 Yuaras electric fee
each month, excluding the hardware cost and maamea cost; whilst in our
green housing, the air-conditioning systeonly costs 160 Yuaneach
month.”(Landsea)

“Around 16 per cent fuel efficiencysolid number, you cannot lie on things like
that.”(BYD)

® http://www.unilever.com.cn/ 2013/11/23
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“Our water technology will help customers to saup to 25% more water
resource.” (GE)

“The new packaging caneduce 20% carbon emissioand the costeduces by
0.35 Yuan”(Unilever)

“The green packaging helps our supplsave up to 17 million Yuaf (Unilever)

Shaping the Future:

In addition to presenting the technological contpatness and economic advantages
with statistical data, the advertising discourséemsbly portrays the commercial
greenness as a must-take option for consumers regdsting future standards. In
shaping green products as a necessary solutioronsumer’s problems and a

contributor to everyday life, advertisings are fdwas:

“The economic growthis slowing down, which will bring to an end to the
golden-ten-year growth. And the previous ineffitierodel of economic growth
will be replaced byntensive growth and sustainability developmeirt the same
time, obsolete energy-consuming production and yotsvill give place to green
production and green products(BYD)

“Our green productdook into the distancend think of théuture...” (GE)

“The Chinese government has become serious toemagntal problems andill
be ironhanded towards those who cannot meet the national or ipmal
standards of environmental protection.” (Landsea)

“We are not afraid to say it because what we doyvewuchalign with China’s
next 5 years planFor example, botenergyand healthcare are very important to
China; we areéhand in hand with China for the next five year®hat we do, what
we are facilitating to help, to make the world betive can say that because we
have proven that we have done so in the past 126Q y€GE)

In the above statements, corporate communicatiscodrse strategically poses the
environmental and resource-related challenges dsulnbed upcoming realities and

thus presents their green products as the inegitabbice for the audience. For
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example, in order to meet the government’s risitamdards, GE’s green products
play a role as saviour helping solve clients’ eonimental pressure; by relating to
and stressing the macro environment threats sudheaslow-down of economic

growth, the endangering natural environment, arddipletion of resources, being
green and consuming greenness seems to be theclnige left. The discursive

effect of future tense such awill” , “be going t6 used in the sentences is to centre
the green products and green consumption as ant$spproach for consumers to

achieve this end: choosing greenness means chabsiriigture.

Relating to the Current Situation:

In addition to using the future tense statementkhvBhape greenness as necessary
for the future, firms also strategically place disise which highlights that the

greenness has became a fad in society and draweaohtextual background.

For example, China’s pollution problem has threatepeople’s health and everyday
life. Recently, China’s central government decittedmprove the air qualify. And
soon after this decision, the corporate advertssioggan to incorporate PM 2.5 into
the discourse (selexhibit 5.1). Similar example can be found in Unilever’s Water
Purifier Advertising (se&xhibit 4.5) and Lansea’s Green Housing Advertising (See

Exhibit 5.2).

! the aim of the decision is to bring tiny particulates widely known as PM 2.5 into national air quality
standards.
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Exhibit 5.1: Landsea’s Green Housing System

Website addresshttp://www.weibo.com/landseagroup
Advertisings transcripts: PM 2.5 can cause health problems such as asthma,
cardiovascular diseases and lung cancer. Belowdéscription of deteriorating
environment with PM 2.5 problem, the promotionadt ten the green product is
listed in the ad: Landsea’s house is equipped grten technologies which can
effectively filter the dirty air and bring you aedn and health habitation
environment.

In addition to the contents of the language whidgbvigle insight into the purpose of
the discourse, the types of subjects the corpgraten discourse chooses to represent
at the green advertisings can be examined to ir@etpe meaning in the message

(Fairclough, 2001).

5.3 Subjects
As the subjects of the message can indicate tleatimf the message (Fairclough,
2001), this section discusses the use of subjectgtee subject positions structured

in the sample. In the process of constructing gress and creating green markets,
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corporate green advertising discourse defines thengconsumer subject as well as
the green product object. In defining the subjdwt, texts inform their audience that
being green is not just about being responsibletiier environment, but entails
multiple roles: they are not only consumers, bsbalenvironmentally concerned

contributors”, “responsible participants” and “cagifamily members”.

5.3.1 Making Value Salient and Shaping New RolesrfGreen Consumer

In the studied corporate greenness discourse ariegtheme can be identified, it is
the subversion of objects associated with “the eiptice”. The companies did not
explicitly refuse to define consumers, instead thegid this category by re-framing

targeted consumers as non-commercial. One sulj@tt dompanies particularly

frame and align with consumers is the value-adwdcantributor/participant/patron

of responsible and savvy practices. The semantwepon advertising discourse

leads interpretations that the audiences are rgitgansumers. Below provides a

manifest references in Unilever and Landsea’s gaglertisings:

“In our Sustainability Living Plan, our role as aompany isno longer solely in

marketplacebut also to help society to achieve sustainabiigvelopment...our
green products become a channel to transmit oursagss and consumers by
purchasing our green products c@min us for more sustainabléiving styles” "

(Unilever)

“Our products stand for both green and humanitye treenness bears oualue
on environmental responsibilityand aharmonious relationshipbetween human
beings and the nature’® (Landsea)

The texts present value that distance commerciasesemeanwhile they act to
construct consumer subjects who choose the procscts responsible and caring
citizen and promoter of high-tech, highly-persoredi and highly responsible

value-embedded products.

72 http://www.unilever.com.cn/sustainable-living/ 2013/11/12
3 http://landsea.cn/About/Citizens.aspx 2013/11/8
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Another example is from the online advertisinglfax brand named as5'o Lux, Go

Greeri ™ by Unilever in China. The campaign calls on conetsrio join the green
movement in steps toward a brighter future for @hi®n a mission to provide
China’s consumers with green products, Unilevdizes its widely-used Lux brand

as a tool to reach consumers and create a greexcinihe campaign web site states:

“The ‘Go Lux Go Green research finds out that if tde 1.3 billion people in
China purchaseUnilever's 650ml green packaging products, it veidlve21,000
kilograms of plastics andeducecarbon emission by 23,940 kilogram®.”

In step with informing consumers about environmkeimgact by consuming green
products, the promotional consumption discoursedyres the possibility of an
“ideal self” of consumer culture (Holt and Thomps@004; Thompson, 2004) and
implies to the audience that being a consumer dan be a contributor in
environmental protection, as long as consumerssehtite advertised green products.
And, the more you consume, the more you can cait&ito environmental benefits.
In this way a subject role of “green consumer”asgtructed and the firm is able to
connect green products to its brand. The discursnagegy in the above excerpt also
helps to solve the tension between consumptioncandervation, and the promoted
green product is mythologized to turn consumers auntributors to, and protectors

of, the environment.

5.3.2 Shaping the Consumer as Health Defender ancimily Carer
Another purpose of discursive strategy in greerdpets advertisings is to reify and
present the deteriorating environment, and itsathte health. An example can be

found in the advertising below (sEghibit 5.2).

7 http://www.unilever.com.cn/brands-in-action/detail/lux/299123/?WT.contenttype=view%20brands
2013/11/6
” Ibid
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Exhibit 5.2: Landsea’s Green House
(Pictures are snapshots from website video adirggt)s

Website addresshttp://flash.landsea.cn/green/videolist.aspx 201/8/2

The above advertisings respectively present a hafesevorking in the fuggy and
smoke-polluted environment of a kitchen; an agedemawhose wellbeing is
compromised by arthritis because of the moist emvirent (ad subtitleair humidity

above 85% increase incidence of arthritis by 30&ochild studying and sleeping in
light and noise pollution (ad subtiti¢he light pollution reduces (check original)

child’s degree of visual acuity by 0.6; noise witblume above 80 dB interrupt
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child’s growth). And the last segment of the ad says that aboit 8f people’s time

is spent indoors.

The representation of the family and health disseun the text functions suggests
that the living environment is closely related tonilies’ wellbeing and health. A
sense of threat has been conveyed. However, thedtes not steer the audience
away from the environmental threats and leave thatmout choice, but it actively
directs the audience to the advertised green ptedard provides the green house
product as a weapon with which to resist thoseatsrand defend family health.
Significantly, through the invocation of a healtisa@burse to convey a strong sense
of environmental threat, the would-be house holdesemantically woven into the
metaphorical position of something like a fightefehding his families’ health in a
battlefield; This presented living environmentaletdits act to define the nature of the
relationship between the object of green product #e subject of consumer: by
adopting the green house product, the consumetai@ng the role of a health
defender and family care-giver instead of a persmiving problems of
environmental pollution. A subject position is a#d to the audience of the ad as
someone whose role as a family member is to deflutmm. Consequently, the

green house becomes an idealized object of interest

In this constructed subject position in the adgery, consumer concerns for green
are NOT based on a desire to deal with ecologieskrdction or to protect the
environment itself, but to be ready to live in theuse — the green product — to
escape from the threat of pollutions. The healtbatening “environment” in the
corporate green advertising discourse apparenttybe®n turned into an urge for
green consumption, and the green product has hgeadt into a green protector,
shielding consumers from pollution. In this wayegn consumption has incorporated

into its message, certain other meanings such asligy family member’s health,
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and gaining a healthy lifestyle. Therefore, otrdentities besides the identities of
“responsible consumers who care about the enviratimare created, and the
advertising discourse helps to enlarge the meanfimggeenness and frame subjective

categories: the subject of caring husband to wafete parents/parents to children.

5.4 Relations

The consumers are engaged in a relationship wihatlvertising firms and their
products and services by relational constructiansadlvertising genre discourse
(Fairclough, 2001). In addition, the feature of adising discourse is its use of
multimodal (e.g., text, image) language, therefooéh visual and textual elements
need to be analyzed in advertising discourse sfy#ieess and van Leeuwen, 2006).
This section will examine data in both visual aexttial forms and how relationships

are portrayed in the sample data.

5.4.1 Visual Representation of Relationships

According to Kress (2000), studies examining theysvan which companies use
advertising language to attract and influence comress must pay special attention to
the importance of images. As the previous chapigicates, the visual constitution
of different green advertisings represents diffeesnbetween two categories of
companies. Based on Kress and van Leeuwen’s (2808Jysis framework on
reading images, special attention has been pditetaspects of “angle”, “distance”,

and “size”.

The relationship with the image viewer can be riagay the angle of a subject. For
instance, as Kress and van Leeuwen (2006) stétedhetight of an angle can indicate
issues of power in an image: “an image shown frdowaangle directs the viewer to
either consciously or unconsciously look up to siubject. Images constructed in

such manner give the depicted actors/subjectsraldelic power’ over the viewer”
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(Kress and van Leeuween, 2006:140). In compariden power over the depicted
subjects can be given to the viewer if an imagehmwvn from a high angle, and an
equal relationship can be demonstrated if the stubgshown at the same level
(Kress and van Leeuwen, 2006). In this study, tlestnappeared subjects in the
samples are at the same level as the viewer @dnipit 4.3 in Chapter 4 and

Exhibit 5.5 as below).

A type of relationship can be signified not only the visual aspect of angle in an
image, but also by the distance between actor@stggnd viewers. For example, an
arm length can describe a close social distances@<and van Leeuwen (2006). In
addition to the distance in images, the intenthsd image producer can also be
revealed by the image size. According to Kress aadl Leeuwen (2006), large
visuals which hold a third of an image or more naigthe producer’s intention to
direct the viewer to focus attention on the imager example, the large primary
images in Exhibit 5.5 (BYD) and Exhibit 5.6 (Land$doth signify a high level of
importance and communicate a high information vgkieess and van Leeuwen,

2006).

Applying Kress and van Leeuwan’s (2006) visual gsialframework on reading the
advertising images from aspects of angle, distaawee size, it can be found that both
categories of firms in their green advertisingsicethe relationship between the
green products and viewers as an equal relation8imigqual relationship is always
found in advertising discourse, which sends a wrlng and friendly message to the
viewers (Kress and van Leeuwen, 2006). Howeveretlage differences existing
between the two categories of firms’ advertisings. indicated by preliminary

analyses in Chapter 4, C1 advertising visuals tendaturalize the green products
while C2 ones tend to centralize the green prodid#suralization is achieved by

both distance and size visual strategies. Withreeg@m distance, the C1 firms either
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position green products and natural objects in gueleposition (Se&xhibit 5.3:
Unilever), or position natural objects in a clopesition than products, to viewers
(SeeExhibit 4.1, 4.2 GE). Similarly, the natural objects appear toabkarger size
than products in C1 firms’ green advertisings. Gogely, C2 firms apparently give
prominence to products instead of natural objegtpdsitioning products in the
middle and closer to viewers, and by presentingdyets in a larger size (See
Exhibit 5.5, 5.6). Such differences also signify the different tielaships between
green products and nature/environment: C1 adwvegssireat products and nature as

equal and relate green products closely to the ralatenvironment while C2

advertisings value products more highly.

Exhibit 5.3: Unilever's Green Advertisngs

Website address http://www.unilever.com.cn/brands-in-action/d€taireit/332166/

Exhibit 5.4: GE’s Green Advertisings
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Website address http://www.ge-energy.com/wind

HEHEEREETACOARLE
WIF | EREUT

Exhibit 5.5: BYD’s Hybrid Cars
Website addresshttp://www.bydauto.com.cn/car-360-F3DM.html

Exhibit 5.6: Landsea’s Green Advertings

Website addresshttp://landsea.cn/Group/RealEstate.aspx
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5.4.2 Textual Representations of Relationships

The application of personal pronouns, such as “yand “we”, can help construct
and form textual representations of relationshipr. &ample, “we” are normmaly
used when individuals are supportive to and otlaetigs agree with the main actors’
actions (Askehave, 2007). In the data sample frda's@comagination statement,
“We are going to develop the new innovation modadghjch will both grow our

business and reduce the negative impacts on emvéeoi”®

Another way green advertising discourse formingtrehships is the use of “others”.
Through the discursive strategy of juxtapositiothvathers, the corporate greenness
is related to other's greenness; this deliberatmpaoison helps to idealize the

corporate greenness.

Previous studies have shown that corporate disesurslp to contrast positive and
negative categories (Caruana and Crane, 2008, 28ddg et al., 2009; Thompson
and Haytko, 1997). Similarly in this study, firm@green discourse constructs a
genuine (positive) greenness, and meanwhile ittoacts an imagined (negative)
other as fake greenness, such as green wash psactihich ostensibly lacks a
long-term goal and integrity, and only passivelyfooms to the external pressures.
This juxtaposition is made to construct the objafcgreen products. The following
passages transcribed from green advertising vidieosonstrate the juxtaposition

discourse:

“People talk about innovation, or greemut wetalk about integrity: you do the
right thing; you don' do it just for making mone&ou do the right thing for the
people of the country; you do the right thing foe tplanet. That is another thing
that peopleare still trying to catch upWhilst we are thinking that we are ‘game
changers’,we are basically changing the whole game of how tdtdiogs. When

7® http://www.ge-energy.com 2014-5-6
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peopletalk about innovationye have done it a hundred years agmeopletalk
about greenwe have done about 20 years ago.”(Unilever's Susthilig Web
Pag€’)

“One of my favourite things about GE is thae are very forthright and honest
about thingswve are doing.We have the saying: ‘green is green’: the first green
eco, the second one means dollars [...]; we are fienest about things, because
we are having the great foresiglfteoplesay when they are trying to save money,
they will go to cheap materials; butve spent billions and billions working on
innovations, working on green-related, environméwntafriendly technology
becausewe know down this road it will become profitable fois.”(GE's
Ecomagination Web Paf®

In these texts, the firm explicitly juxtaposgsebplé as other andwe’ as strategic
thinkers and genuine green leaders, and rebukeg¢stbeeotyped) dther’ people
who seems to onlytalk’ about green. Implicitly, the green advertisingatiurse
aligns firms with new roles and virtues such as+mbker, a market leader with
integrity. In such way, firms are imbued with a mlarharacter. In discourse analysis,
such explicit juxtaposition is called “discursiventrast”. For example, in Roper et al
(2013)'s study, they identified consumers’ disceursleliberately contrasted
themselves with an opposing one. In the discurst@rast, a “discourse marker”
help to make the contrast visible. Such discourseker can be words including
“but’, “howevet, “thoughl, “on the other harg and “whereas. These words as
linguistic devices can serve two main purposesfitise one is to indicate that two
strands of discourse exist. The second purposepsomote one strand of discourse
over the other. In the studied green advertisirggalirse, it is apparent that such
promotion happens and its purpose is to presentcandtruct an upgraded and

subjective view of corporate greenness.

To look further, content and meaning are given he discursive contrast by

sentences such asvé talk aboutintegrity: do the right thing;don't do it just for

" http://www.unilever.com.cn/sustainable-living-2013/ 2013/11/02
78 http://www.ge.com/cn/company/ecomagination 2013/11/02
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making money and “‘we know down this road it wilbecome profitablefor us.
These seemingly contradicting sentences providatéopm for the company to align
with the audience’s interest, not just to be mgrallperior to the “other”, but to be
approachable to consumers and to mingle with tiieetd (making business sense of
green and making money out of greenness). For eeatie Unilever Sustainability

Living Plan introduction web page stresses:

“Our business matters because it would be curingviwdd. But at the same time,
some of our green technology also has to cure thdwn sense of environment,
we are not saying we are great, but we are sayirad we are here to help, to
identify the need and to co-create solutioffs

At the same time, the discourse distinguishes thweréising firm from the “other”
and sends a clear message: “we are the genuinengseefor your choice”, and “we

are the strategic player and game leader who youldHiollow”.

In conclusion, the presented corporate greennessomstructed via discursive
dualisms: we/ (other) people, leader or game chéoewer or stickers,

curer/grabber, spending millions/cheap materiadsedight/buzz. Such constructed
dualisms and built boundaries can be interpretateglaying a role to mythologies

and idealize the greenness in the green produats/{iThompson, 2004).

5.5 Connections (Themes/genres)

Following descriptions and analyses of represargajreen advertisings in different

sectors of corporate websites, the above secticusés on analyzing the data in an
interpretation level. In the production of corpergreen advertising discourse, three
common themes can be identified. The themes adgbdaalyses from interpretation

level to the explanation/societal level and conr@ginizational meso and societal

macro levels. The connections are the final stdgheointerpretive framework. The

”® http://www.unilever.com.cn/sustainable-living/uslp/ 2013/12/6
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connections as common themes encompass the prethoes stages (content,

subject, and relations).

First, the corporate green advertising discourdernms a naturalization process
through enriching or re-colouring the greennessteths not a singular meaning (the
meaning of environmental protection) or a unifiedrsion of greenness. The
objective of green product/service is not preserdedradical environmentalist;

instead it is described with reference to links dmisting products/services.

Accordingly, the components of corporate green dtbieg discourse are found as
not entirely separate. The discursive componentgedn discourse (e.g., utilitarian
functionality, responsibility, environmental chaltge) are always interacting and
overlapped in the discursive process. Indeed, theutsive practices of corporate
green advertising rely on the interaction of theiseursive elements to construct the
meanings of green consumption and make it inteaptetto consumers. Through the
interconnections, the corporate green discourseol@irs the greenness by
dissecting the traditional implication of greenn@ssnvironmental-protection and

conservation and imbuing it with an additional e&yi of components. Compared
with the “deep green” asked for by environmentdivats, the advertised greenness
is the “in-breadth green”, which helps to balanoesumerism with environmental

conservation. Therefore, the components in greedymts are presented both

horizontally via interdiscursivity and verticallyavintertextuality (Se&xhibit 5.7).

In the horizontal level or in the form of interdiseity of corporate green advertising
discourse, the advertising discourse embeds gresnne functionality and links

greenness to utilitarian and functional aspect sag coziness, cost-saving, fuel
efficiency, economic benefits and holistic perfonro@a enhancement. Furthermore, to
expand the greenness into more breadth, the dse@mphasizes green products

features such as safety, health, and propertyeaisaintness.
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In the vertical historical level or in the form dftertextuality, the advertising
discourse constructs a parallel between greennd$s historical context. Such
intertetxuality can be found in that green produts contextualized in firms which
are described as responsible organizations whigk bhways been concerned with
the environment; their greenness is grounded inr thalues and traditions.
Meanwhile, in all firms’ advertisings, the greenvadising discourse shapes the
companies as having a green tradition. Such gresttion or history embodies
corporate green authority. Besides, corporate gneextucts are presented as
future-oriented: not only help to solve current iemwmental problems but also to
meet future challenges. In the corporate green rdgiveys, corporate green
technologies, as well as their advertised greedymis/services, are assumed as a
way to solve current environmental challenges anderowards a greener future. In
addition, some advertisings contextualize the ggreducts in the Chinese historical
contexts. For example, GE’s green advertisingsyappbcalization approach under
the mythos of thake the past serve the preseanhd re-contextualize its green
products in Chinese history by presenting a pdrb#éween GE’s green innovation

and the Chinese characters and Great InventioAs@ént Chin&® (See Chapter 4).

Such process of meaning construction is enabledthiey “intertextuality” and

“interdiscursivity”. Intertextuality means new texare drawn from fragments of
existing, conventional ones; and interdiscurvitfere to texts or properties of one
new discourse include texts from other domainsistalirses. Both intertextuality
and interdiscursivity enable the audience to drgyonureferences from macro
social-historical backgrounds. Such themes echd wiinsumer culture theory
(Thompson, 2004). According to consumer cultureote companies’ brand

branding is consistent to consumers’ need for nmgarAnd the meanings can be

& The inventions of ancient China that GE’s green advertisements draw analogies to its green products are
papermaking, printing, sericulture, and the Silk Road.
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developed by firms through their marketing practice order to convey their own
attributes and relate such meanings to those @intiat consumers as audience. The
green marketing is no different: its aim is to depemeanings to greenness through

discourses.

[ Future oriented]

Hi-tech and property of
Coziness Cost-saving pleasantness

Green Products

Fuel-efficiency Holistic solution

[ Parallel to His}or]
Exhibit 5.7: The Intertextuality and Interdiscurvit y of Corporate Greenness

Secondly, via pacification and topic avoidancetegies (Deetz, 1992), the discourse
tries to hide or minimizes the negative sides o&egr products and green
consumption, such as higher prices and problematte=nness” (i.e., batteries from
electric automobile products). In the meanwhilentphasizes the economic benefits
of adopting green products. Companies would rasktreiss the potential benefits of
the green products with discursive strategy of gmansg statistic data, and convey

the moralistic and strategic choice relating teegreess.

Cultural critics have pointed out the fantasidtysibry nature of advertising. The
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advertising industry as “magic system” is notoriguknown to manufacture
unrealistic promises which are instantly brokerthe buyer’s remorse (Williams,
1980). However, according to Williams, having grownmune to this critique,
modern advertisings openly acknowledge their illysaature and purposefully
exaggerate their diversion from reality. In additito the pacification strategy, a
perfecting strategy is applied. This can be founthe green advertisings shaping a
utopian version of the consumption world in whiatvertised corporate greenness
helps to meet environmental challenges, and copaogeeen product/technology

serves as a panacea for environmental threats.

Thirdly, purposive juxtapositions have been useddnstruct a discursive dualism
and contrasting categories of ideal and problemgigenness. This is to idealize
their constructed greenness (€edibit 5.8). These “staged boundaries” between
the “genuine green” and the “fake green” help tovpgie an ideal category for a
given green product object and green consumer cutgeoccupy, and enable the

advertising firms to promote themselves as greaddes/pioneers:

Ideal object of greenness Problematic other

a) Genuine green VS. Fake green/Green wash
b) Spending millions innovation VS. Cheap materials,

¢) Product with foresight VS. Product in buzz;

Ideal subject of green producer and consumer Problematic other

a) Leader/Game changer VS. Catch-ups/Conformist

b) Active/Strategic VS. Passive/short-sighted

¢) Contributor/Participant VS. Solely commercial

Exhibit 5.8: Ideal and Problematic Greenness

“Greenness” in the advertised green products/sesvis presented as an ideal and

green consumption as problem-free. This is doneutiit purposive tensions and
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contrast with problematic green categories. Suakit@s have also been found in
other fields of consumption and their advertisimgedurses, such as the consumption
of “responsible travelling” (Caruana and Crane, &0Quxury brand consumption

(Roper et al., 2013), and cosmetic product consiamg@Thompson, 2004).

In the descriptive and interpretative analysis ba torporate advertisings, both
similarities and differences can be found among dmeourses from the two
categories of firms. As the above common themesesemt similarities, the
following section presents the differences betwgeen discourses from MNCs and

Chinese indigenous firms.

5.6 Comparing the Discourses from the Categories

The above section has introduced the common thefiteg green advertisings from
both firm categories. This section, based on th&a dmalyses in Chapter 4 and
Chapter 5, will consider the differences betweea thscourses from the two
categories of firms. The results of this data asialpddress one of the sub-research

guestions of this research:

» Are there any similarities and differences betw#es advertising discourses
used to present greenness within the studied ttagodes of companies and

what are they?

The Chinese local firms (C2)" online advertisingsaburse for their green brand
(such as discourse found in Home page and CSR ag®ars to highlight the
companies’ spirit of altruism and philanthropy deeit corporate responsibility
practices, which inform an environmentalism disseurHowever, in the case of
green product discourse (such as discourse founBraduct Intro page), it is

interesting to find that the previously mentionedporate concern for environmental
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protection or the environmentalism discourse hagelg disappeared and been
replaced by other discourses such as the functiamditarian and economic.
Furthermore, the environmental protection valueaporate greenness is placed in
a peripheral position and becomes simply decorativéhe composition of the

product advertisement. In this sense, the discaaesms to be self-contradicting.

Such paradoxical discourse found in the advertstannot be simply concluded as
“greenwash”. In Lyon and Maxwell (2011)’s defintio“greenwash” refers to “the
selective disclosure of positive information ab@utcompany’s environmental or
social performance, without full disclosure of niga information on these
dimensions, so as to create an overly positivearatp image” (p.5). In the example
of this study, however, the corporate green dissmus not found to hide negative
information such as side-effettsof the corporate greenness. Instead, what it Soes
to purposely highlight certain kinds of discoursecertain areas. For example, as
mentioned above, utilitarian and functional facetfs greenness centralize the
corporate green discourse while the aspect of enwiental protection has been
downplayed, even though the green advertised pteduchave
environmental-protection features. This discurgwangement is different from that

found in MNCs (C1)’ green advertisings.

Compared with Chinese indigenous firms, MNCs (@t#en advertising discourse
presents a more consistent approach. Different fiteenChinese firms’ highlighted

and advertised philanthropy practices, MNCs adaopt present the concept of
“sustainability” in their green discourse: this cept not only stresses eco-efficiency
and environment impact reduction, but also emplasan growing business and
increasing consumption. Moreover, the linguistiovelty such as coinage of new

green words and terms (e.g. GE’s ecomaginationegugn’s Sustainable Living Plan)

& An example of “side-effect” can be found in some case that firms reported electric utility reductions in their
greenhouse gas emissions but their actual emissions rose.
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reflects a higher level in sophistication in CInfs which have integrated greenness
into their development strategies. For example,sdEomagination and Unilever’s
Sustainability Living Plan both represent a stradqgurpose which not only talks
about protecting the natural environment but alsakes business sense. Such
linguistic novelty can be seen to demonstrate &ntion for change, a change from
a singular focus on environmental protection toosntj (and more importantly)
concern for business gains and market/consumpti@nty. For instance, GE claims
that their green innovation products/services dged under the ecomagination is
for business growth and market exploitation. lodsldly states‘!Green (stands for
environmental protection) is Green (stands for Ud8llar)”. Unilever similarly
states: Such sustainability development not only promatesvation, but also helps
to explore new market, (market or markets — chegkmal) save costs, and inspire
(inspire or inspires — check original) employ#&$ In addition, in the product
introduction advertisings, the discourse aims tmakerialize and naturalize human
technologies in the composition of greenness, hus the discourse is attached to an

ecocentrism perspective (Thompson and Barton, 1994)

For example, as the data analyses show in botht@isagp and 5, green advertising
purposely peripheralizes green product/technologyits visual configuration,

although the textual discourse reflects a moreraptitentric perspective in which
the company as the green exponent and a resporieddder initiates the green
revolution and directs for changes. Moreover, asa@Zrtising discourse attributes
their environmental responsibility partly to thevgonmental and civil demand, and

thus external political appeals, For example, Laadsgates:

“In the next ten years, facing the macro environalempheavals such as
economic slowdown and growing attention for envinent from both government
and the society, Landsea will rely on its greenutagion and technologies and

8 http://www.unilever.com.cn/sustainable-living/ceo-review/ourapproach/ 2013/11/18
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keep walking on the path of ‘deep greéf”

In comparison, C1 advertising discourse expresagsommental responsibility as
intrinsically motivated. In C1 advertisings, itm®t mainly the outside pressures or
appeals leading to corporate green turn, but aésw more importantly, the

companies’ understanding of the business opporsnit future green market.

In addition, even though both categories try tanagrthemselves as “green leaders”,
the C2 firms present themselves as the first lsatieracclaim and respond to the
governmental appeal for becoming green, while theins present themselves as
leaders establishing and addressing internatiomair@mental standards and
world-leading environmental practices. This signdifferent political orientations:

C2 discourse seeks to gain green acceptance aiionbery, while C1 discourse

establishes their authority and governance by itmgprindustrial standards and

practice codes.

In short, differences exist in green advertisingcdurses and they differ on two
levels (seeTable 5.1): the level of greenness (or sophistication) amel level of
integration. In the level of greenness, C1 is geeehan C2 in terms of its enriched
green vocabulary and its more environment-centeoederned discursive
configuration. In the level of integration, C1 isitegrating environmental
responsibility in alliance with business opportigstand development strategies.
Besides, under the theme of “sustainability”, Cpngactively enacting sustainability
norms and environmental practices in their greemediding discourse. Such
sustainability discourse can be seen as a manitgdttiNCs to take a political and
leadership roles in environmental governance. Impmarison, C2 is treating
environmental protection as mainly a response teegonental demands without

much strategic considerations.

8 http://landsea.cn/About/Value.aspx?id=4 2013/10/10
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In addition, the frequency of the term of “susthifity development” is much higher
in C1 discourse than C2. For example, the terms “fstainability” and

“sustainability/sustainable development” appear tiies 32 times in GE’s and
Unilever’'s studied web pages respectively, but dhlymes and 3 times in BYD’s

and Landsea’s web pages.

In the articulation of sustainability, firms follomg sustainability development are
described as those responsible players who notamagerate with local government
and comply with environmental regulations, but alsoed more importantly, take a
central and leading role who bring in above-locak®mnmental standards and
world-leading environmental practices. The termstainability development” also
appears in the C2 discourse in a few cases, butethe is not well articulated or
interpreted, and it is more like a grafted termmira foreign discourse or an empty
fashion word. Thus it is basically conceptual and \well integrated into the whole
discourse. For example, Landsea’s CSR page stasesdsea is determined to be a
responsible enterprise with business ethics: tordsponsible to the society, its
stakeholders, employees, customers, in order t@eaetsustainable developmefit.”
BYD is even more concisépur technology helps to change the energy supply

structure and thus to achieve sustainability depeient’®®

Compared with C2’s follower role answering the etatenvironmental call, C1’'s
stance is more proactive, to give one examf\ée are not satisfied with meeting
with the governmental regulations and laws in emwinental issues. As market

leaders, we have higher standards for our own pcast”

In addition, a strategy oriented approach towand®my business is found in C2’s

8 http://landsea.cn/About/Value.aspx?id=2 2013/11/14
8 http://www.bydauto.com.cn/introduce-responsibility.html 2014/4/13
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green discourse surrounding the idea of “sustalitygbiThe term of sustainability
development is better articulated and integrated cbysidering environmental
protection and meanwhile making business senseGErsustainability means that
green is green: green business brings dollarsURdever, under the umbrella idea
of Sustainability Living Plan, the advertising dscse interprets sustainability in
one hand as consuming environmental friendly prtsdta@ a green lifestyle, and in
the other hand as opportunity for growing the bess In such discursive approach,
the term of sustainability development is made cmin@nsible and provides

guidance for practices.

5.7 Conclusion of Chapter 5
This chapter focuses on the discursive level amalysgreen advertising discourse
from two categories of firms. This analysis helpsanswer one of the research

sub-questions:

« Are there any similarities and differences betwtgmnadvertising language used
to represent greenness within the studied two oateg of companies and

what are they?

In the interpretative analysis, which focuses omtenot, subject, relations, and

connection, similarities can be identified. (Sable 5.1 and Table 5.2)

Similarities (common themes) Strategies
1. Re-colouring the greenness Intertextuality andréiiseursivity
2. Making sense of the greenness Embedding the grseniméo the existing discourses;

rationalism; futurism

3. Perfecting the greenness Pacification, topic avaidautopian version

4. Comparing with other greenness Juxtapositions Etigeal self and problematic other

Table 5.1: Similarities between Green Advertising Bcourses from C1 and C2
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Themes 1 and 2 are about positioning environmergsponsibility with green
returns (such as functional aspects of green ptejjuand embedding “greenness”
into a broader context and making worldly meaniof§she corporate greenness
(such as economic benefits, people’s health, temiato). In such positioning and
embedding process through intertexutality and diseursivity, people’s direct
concern to the environment is diluted and peoplattention redirected to
consumptions through the all-around green produttems 3 and 4 are for
idealizing the corporate greenness by construatiogian versions of green future.
The corporate greenness discourse in a promotgiylal naturalizes the intrusion of
human’s industrial practices to the nature and efioee seems to guarantee a

problem-free version of green consumption.

In a nutshell, a common connection exists betweatporate green advertising
discourse and a broader societal context. The dis@u strategies such as
positioning, embedding and idealizing are in oftderepresent green consumption as
a feasible way to environmental problem, and activa to the future, or a green
consumption lifestyle. Different to the traditiorehvironmentalist understanding of
“greenness”, which holds the opinion that radid¢srges to the current lifestyle and
economic systems should be take place in ordesvierse environmental degradation
and dimish industrial damages to the nature (Catiod Dunlap, 1994), and
greenness is to protect the environment itselfthim corporate understanding of
“greenness”, being green is re-articulated as aefapnsuming: consumption turns
to be environmental responsible and problem-freédoag as people consume the
green products. In addition, as the advertisingalisse implies, consuming green is
also rational (because it helps to reduce cosipanigct health) and modern (because
it has the advanced technologies and is able te snlrrent environmental threats).

Therefore, greenness in green products is not gimpésponsibility anymore, but an
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attraction for consumers. The green products iredidvngs are more like a new
choice for living a lifestyle, a consumption lifglg. As a means for the ends of

living a green lifestyle, to protect the environrhennot an ends anymore.

This lifestyle is not necessarily related to redgcover-consumptions, but a new
approach to consumption and a way of extricatingh boonsumers and the
consumerism society from environmental worrieshalgh the environmental

threats remain. This can be explained as a rafleaif social ideological thought of
ecological modernization (Hajer 1995; Coffey andrétan, 2013) and is connected
to social change towards post-materialism (IngleH&71; 1977). Such connection
between corporate green advertising discourse hadsocietal context will be

discussed in next chapter of Societal Analysis.
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Dissimilarities C1l: MNCs C2: Indigenous Firms

Level of High Low

greenness Green Coinage of new green termsNo newly coined green words;

Vocabulary | such as “ecomagination”Different vocabulary from
(Linguistic (GE), “Sustainability Living| different web pages: e.g. green
Novelty) Plan” (Unilever); consistent in vocabulary in
different web pages Home/About/CSR pages,
non-green vocabulary in
Product page
Focus To manifest the environmentalo highlight the functionality of
friendliness of the product; | the product (e.g. energy
Dematerializing the product | reduction, high performance);
Marginalizing the
environmental factors;
instrumental view;
More anthropocentrism.

Level of High (strategic, organizationalLow (PR, product level)
level)

Integration Features Sustainability: Responsibility: only
reservation/protection andemphasizes the responsibility
business growth for environment (national pride,

patriotism, promote national
environment, harmony, and
prosperity)
Political Environmental governance Environmental legitimacy
Orientation

Table 5.2: Dissimilarities between Green Advertisig Discourses from C1 and

Cc2

Compared with the MNCs green discourse, it seemtsttie Chinese corporate green

discourse is more oriented toward a culture of bene- emphasizing the

instrumental greenness for the consumers whilergyabe green benefits for the

environment. The co-existing of pragmatist attitahel philanthropy feature as one

of the indigenous characteristics of Chinese catgoenvironmental responsibility is

found as influenced by the emerging market econon@hina, and is closely related

to China’s social and cultural backgrounds (Xu sadg, 2010).
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The differences (se€able 5.2 existing in the studied corporate green discaurse
mark the contextual influences (such as histoacal social differences) shaping the
construction of greenness and the objective of renmental protection. The

explanation for thiswill be presented in the third stage in the datalysis. The

objective of the § stage of CDA is to examine the studied discouse aocial

practice in a macro environment. According to Haurgh (1993), analyese in this
level target to two basic questions: firstly, howsadurses are affected by their
embedded social contexts? And secondly, how disesucan produce reproductive
effects to change or sustain social structures?sgudsion of the relation between
corporate green advertising discourse and its gtudkinfluences is the focus of the

societal analysis in the next chapter.
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Chapter 6: Analyzing the Social Context

6.1 Introduction

In order to understand discourses and their difiegs, the context in which they
arise must be understood (van Dijk, 1997). AccadmFariclough (1995), CDA not
only describe and interprete discourses in so@atexts, but also explain why and

how discourses work.

Having analyzed the text as text and as discugsiaetice at a micro level, the focus
of this chapter now moves to the broader sociatexds with which the discourse
construction process can be explained. In thisestdgnalysis, the social matrix of
discourse need to be identified and discusseddBagh 1992b: 237). As argued by
Fairclough (1992b; 2001), other theories (suchaasakor cultural theory) can help
to understand the kind of institutional and ecormroonditions to which the

discursive practice is subject. A good exampldnat Modernity Theory was applied
by Fairclough to explain the British univeristi@struitment discourses in his study

(Jorgensen and Phillips, 2002).
This chapter provides explanations based on exdammaf the social context of the
studied discourse. Drawing on the explanatory pofwem social theories, this

chapter is able to answer the following researd¢hcuestion:

* What are the influential contextual factors caudmoth of these similarities and

dissimilarities in the discourses?

6.2 Explaining the Similarities in Discourses

As discussed in Chapter 5, there are similaritiesveen C1l and C2’s green
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advertising: discourses in themes of “re-colouring” enriched greenness and
perfecting greenness. In these instances, a consororection between the discourse
and the social context can be identified: corpogaeeEnness is represented as more
of a new consumer lifestyle than a concern for mmnental protection. The
inclusive greenness presented in corporate greeertzing discourse helps to
re-articulate the traditional understanding of emwimental responsibility, dilute the
concern for environmental threats, and re-direcipfess green practice away from
reducing consumption and toward green consump8och discourse is a part of a
social process and it can be explained in the Bmgimal theories of post-materialism

and ecological modernization.

6.2.1 Green Consumption as Lifestyle in Post-mategiism Era

In postmodern society, both practices and meanafigsonsumption become more
diversified (Banerjee and McKeage, 1994). In thetP@dernism era, consumption
practice is driven by freedom of diverse choicas] amphasizing on differences.
Such feature, according to Miles et al., (2002pde marketing practices and
advertising discourses towards more fragmented diversified forms of social
identity and lifestyles. Compared with materialismm a consumer value which
emphasizes the type and quantity of goods consyRietlins and Dawson, 1992),
post-materialist values put more emphasis on idd&fis’ self-expression and quality
of life. Moreover, monetary rewards and economimgare downplayed in such
values. Instead, social goals are highlighted armba@perative approach to social
problems promoted. Therefore, consumers’ growingcem to environmental issues
and green consumption can be seen as a coincidertbe post-materialist values

(Knutsen, 1990).

As environmentalism is globalized and “green” iscdiaing the new *“cool”

(Strizhakova and Coulter, 2013), consumers under pibst-materialism influence
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deliberately begin to consumer for their status lsyi: as well as their lifestyles
(Haanpaa, 2007). Inglehart (1981) explains that ¢éin@ironmental movements
appear not as a concern for the increasing deplefioesources and environmental
pollution, but rather, as a result of a changeuitucal value towards “quality of life”

issues (for example, having more beautiful citiew acountryside views). As

Banerjee and McKeage (1994) claim, in firms greemk®ting practices, advertisers
tend to put emphases on aspects such as sucdésstisaization, and social status,
as this is an easier way to relate environmentatsiihe realm of consumption. In
addition, in contrast to those environmental adsixg campaigns that evoke
negative effects (for example, fear or guilt) amaongsumers and directly challenge
the ideology of consumption with radical environrtaism (Banerjee and McKeage,
1994), this “green lifestyle” advertising approaadtientified in this study, can be

more effective.

Although environmental consumption in the post-maliem era is to consume for
social goals, at a symbolic level, the post-malisrraunderpinning a green lifestyle
in advertising discourse still belongs to the dan@diconsumerism; this is especially
true in China as a developing country. This isa@fd in the green advertising which
emphasizes more on the functional and utilitarseats of green products than their

Western counterparts.

Increased income and modernity have greatly inftedn Chinese consumers’
attitudes and purchasing behaviours, making themremeophisticated in
consumption values than ever before (Xiao and K200)9). Both materialist and
post-materialist values as consumption values Hmeen found amongst Chinese
consumers in the context of drastic economic armmlasechange (Wang and Sun,
2013). In addition, as discussed in previous chiapigreen consumption emerges

along with the globalization process as well asppsE® growing concern for
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deteriorating environmental conditions. Under suchicumstances, as post
materialism mediates the relationship between siafius and consumption values
(e.g., buying for price; buying for pleasure; buyior lifestyle), the new rich and the
well-educated middle class in China, similar toitigestern counterparts, begin to
turn to post-materialist consumption, such as gremmsumption, to express their

new consumer values and identity.

Correspondingly, what appears on the corporatememjieen advertising discourse in
both categories of firms intends to present anditrant a “green lifestyle” involved

with green products consumption: the people whosgore green products are
presented as those who are not only responsiliiEagtbut also health conscious,
efficient, smart, hi-technology facilitated, andeth'new-cool”. Thus, green

consumption in China always represent an attemptafgreen lifestyle, and the
lifestyle oriented consumption is a reflection ofospmodern society and

post-materialism era.

6.2.2 Green Consumption as a Solution and the Ideagical Influence from
Ecological Modernization

In corporate green advertising discourse, greedymts and green consumption are
represented as a solution to environmental prohlanms companies with their green
technologies and green products are describedagigla leading role in providing
such solutions. This discursive representationlmmmexplained as a consequence of
the ideological effects of ecological modernizati&gtological modernization was
first developed as a social theory on the enviramtnaad modernity. Muhlhausler
and Peace (2006) see ecological modernization \&iaty of macro level green
discourses. Ecological modernization holds the ittedt although environmental
issues are structurally embedded, solutions are @blbe found within existing

institutions (Coffey and Marston, 2013).
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As Mol and Spaargaren (2000) argue, there are ttineeacteristics of ecological
modernization theory. First, ecological modernmattheory assumes science and
technology play a central role in brining ecologicaform. Secondly, ecological
modernization believes the economic growth and stamkcentives, together with
innovators, entrepreneurs and other economic agangsall essential to form a
dynamic which leads to ecological restructuringirdlly, ecological modernization
disagrees with the solution in which the state $akecentral role in environmental
reform: the state should turn from centralized ¢égeahtralized in the environmental
governance, and the market should take more refiilitiess in environmental issues.
Meanwhile, private economic actors, such as firgan be actively involved in

environmental reform (Mol and Spaargaren, 2000).

As discussed above, it can be concluded that tkeodise from econoligcal

modernization rejects radical restructuring in cege to the environmental problems
caused by industry. Instead it advocates a gradtteege in which the business
should be leading. From this perspective, enviramtaleproblems are decoupled
from industrialization, pursue of economic growdahd consumption. And the current
model of capitalism seems to be capable for enmental problems (Hajer, 1995).
As Backstrand and Lovbrand (2006) claim, ecologicabdernization is a

technocratic and neo-liberal economic discourseé dioes not challenge the status
quo or involve any fundamental reflective thinkiafpout the current model of

business and its production and consumption. SilpilaHavey (2005) sees

neoliberalism as a timely antidote to threats ®dRisting capitalist social order and
as a cure to over-production and over-consumpath pro-business/consumption
opinion, in line with ecological modernization adeveloped under the influence of
neoliberalism ideology (Havey, 2005), naturally svsupport from companies and is,

therefore, reflected in their green advertisings.
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In China, although the economic political systenstigte-dominant (Havey, 2005)
and the environmental protection system is initlaad led by the government (Tsai,
2001; Child, Lu and Tsai, 2007), the neoliberaksbrm process since the 1980s has
established a special type of market economy andaGhauthoritarian centralized
control begun to incorporate neoliberal elementav@y, 2005). Such a system of
political economy influences the discourse of Ceenérms’ green advertising. On
the one hand, as with their Western counterpahts, €hinese firms advocate
corporate power and believe in green consumpteging green products/technology
as a viable approach towards a greener future.h@rother hand, as discussed in
Chapter 5, the Chinese green advertising discaeftects a follower’s stance to the
government’s requirements in environmental resgoiitees and is philanthropy
focused, and thus is different from MNCs' greencdigse which integrates
environmental responsibility into business growldthe differences between the
categories of the firms’ green advertising disceamwill be explained in more details

in the next sections.

6.3 Explaining the Differences

Although the transnational advertising industrgdrio spread a universal version of
green consumerism around world, this universalizictgeme is found to be localized
by local firms in their green marketing and adwenty (Li, 2010). This shows that

advertising, in spite of its dazzling visual poveerd excellent outreach capability, is
not fully transferred across borders. Instead, gheen advertising discourses are
embedded in a society’s particular cultural-higtariand institutional conditions and

thus cannot be universalized.

Although common themes are identified in the greewertisings, by comparing

MNCs and Chinese local firms’ green advertisingig &bove analysis shows the
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differences in two general ways: the first onehis kevel of greenness; the second
one is the level of sophistication of green disseum terms of vocabulary, the
integration of environmental responsibility intornfi strategy, and political

orientation.

In the first general difference, the MNCs’ greervextisings discourse is greener
than the Chinese one. For example, while most Mii@en advertisings intend to
naturalize or marginalize the green products/teldgies in the visual configuration
of green advertisings, their Chinese counterpaxegygerate the existence of the
products. The MNCs advertisings thus representrébsl/associated with a sense of
guilt about environmental pollution and resourcénaistion, whilst the Chinese
firms’ advertisings show an individual status syintich downplays the green
products’ value in environmental protection anddjgno the society. Ironically, it is
known that Western culture stands for individualisvhile Chinese society is
typically a collectivistic culture (Hofstede, 1984} seems that the two types of
green discourses contradict their contextual imibes. Why, then, does the Chinese
green discourse keep its focus on products whike MNCs focus more on

environmental protection?

To solve this problem, the study needs to probehéurinto the contextual
backgrounds. The following sections will first, dran an institutional theoretical
framework (North, 1990; Scott, 2001; Scott and MgeyE992) to explain the
difference in level of greenness, and then relyhenperspective of the MNCs’ new
political role for business (Scherer and PalazZi,1? to explain why difference

exists in the level of integration.

6.3.1 Explaining the Differences in the Level of Ggenness: Institutional Theory

In the previous chapters, it has been argued tleketnergence of Western green
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marketing was strongly shaped by three social meveésn— the environmental
movement in the political realm, the neoliberal mment in the economic realm,
and the New Age movement in the religious and caltwealm. In comparison,
Chinese green marketing started much later andinflagnced by a different set of
institutional factors. According to institutionahdory, organizations all exist with
their external constraints and the activities ofjamizations are inescapably
influenced by the external institutional environme®uch external constraints from
institutional environment can be rules, laws, irtdustandards, best established
practices, social influences, and conventional emsdKatz and Kahn, 1978; Scott
and Meyer, 1992). Institutional theory suggestd firmis as organizations act in
response to the conditions and institutional pressg- both in terms of economic
efficiency and social legitimacy — inherent in thevironment (Baum and Oliver,
1991; Harriss et al., 1995; Meyer and Rowan, 19l&er, 1997). The implication
of institutional theory is that the policies anagtices of firms both face normative
and regulatory constraints from governmental ardasanstitutions (North, 1990).
There are three distinct types of institutional ces both within and outside
organizations: regulative, normative, and cultwadmitive (Scott, 2001). The
distinctive features of Chinese firms’ green adserty discourse will be discussed
based on the understanding of institutional thérgspects of regulative, normative

and cognitive-cultural institutions in China.

Regulative institutionFirst, in the political realm or regulative pillaf institutional

environments, China did not experience a powerfid aonsistent environmental
movement as did the U.S. and Europe. Instead, €hipelitics have been deeply
influenced by Confucianism, which proposes stratial hierarchy and demarcates
the responsibilities of the ruler and the subjélthis belief extricates ordinary
Chinese citizens from concerns about public issues as environmental problems

(Weller, 2006). Under Mao’s reign, the socialisakgrianism and Mao’s call on the
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Chinese to participate in collective actions evaltyucoalesced into a collective
violence against nature (Shapiro, 2001). Post-Mbhimé&3e society relapsed into the
Confucian tradition and citizens again became fadéht toward public affairs. Most
citizens believe that environmental protectionhis government’s business (Weller,

2006; Zhang, 2008).

Also in China, the state regime directs and coatdis institutional change, i.e. the
Chinese Communist Party and the state administrdindies are the rule-makers,
and others bodies such as companies and non-gogetrorganizations follow the

rules (Tsai, 2001; Child, Lu and Tsai, 2007). Tlenthant and repressive role that
the state plays in constructing regulatory pilléws the system of environmental
protection, and the follower’s role played by thairi@se indigenous companies,
helps to shape the discursive features of theiergrdvertising. For example, C2
firms’ green advertising discourse bears a “pditiaccent” (compared with C1

firms’ business strategic orientation) and attaagmegh importance to government

policies and regulations regarding environmentatgution and responsibility.

Normative institution: The normative institution of environmental proteot is
related to the economic context. Factors from t@nemic realm play another role
in restraining the constitution of green norms. Whhe Western consumers have
achieved an elevated place in post-industrial |é@d begun to pursue
post-materialism consumption such as green consomgGer and Belk, 1996),
China’s bourgeoning capitalism has not reachedsthge of mass consumerism
which has paved the road for green consumptionhm West. China’s rapid
economic development polarizes the society intopber and the rich. The poor,
comprising most of the population, are still stiugg to enhance their very low
living standards. As users but not consumers, tbegk to fulfill needs from

commodities’ functions. Although China’s rising rdld class is influenced by the
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imported environmentalism from the West through meohd education, their green
consumption for a green lifestyle is comparablyamearly stage and their demand
for expensive status-symbols such as green produbkitsited. The rich, on the other
hand, can distinguish themselves by any conspicuammsumption and do not
necessarily need to purchase green products to mhekeselves stand out. This
condition of uneven economic development and satetus has led to a lack of
widely accepted norms on environmental protectiod #ne general absence of the
importance of environmental protection in the ndiwea pillar, even though the

environmental conditions are getting worse as a sffect of China’s rapid

economic development.

The green market is at most a niche market in Cliresting studies (e.g., Child and
Tsai, 2005; Weller, 2006) also support this argumEar example, Child and Tsai
(2005) found that despite the fact that China @dig promulgating new laws and
policies, considerable uncertainty still exists daexe of the combination of rapid
legal enactment and multiple overlapping layerguggdiction. Besides, the opaque
nature of the institutions in terms of their conxie and arbitrariness serves
economic rather than environmental aims. Furtheem@eller (2006) has argued
that although China had passed a series of enventahregulations and laws, they
have been loosely implemented because people seerenental protection as less
important than economic development. In environ@epblicy implementation:

“there are policies from above and countermeastrma below” (Weller, 2006:

138). The underground resistance to environmeatallations and policies is rooted
in the Chinese people’s norms about environmentateption. Chinese people, as
well as organizations, normally speak about thels@é the environment in terms of
human gains and losses, or of economic interestdl€yV2006). Such an argument
is supported by company interviewees. Both C1 adfi@ns find barriers in

developing and marketing their green innovatiordpats. For example, Landsea’ s

225



Vice President commented:

“Most people do not buy into the green housing iflestly because of the higher
price and secondly because they think environmentatection or sustainability
factors are too conceptual and not practical. Moshsumers are willing to pay a
green price premium because they think that thencipase has extra benefits,
such as better environment and comfort. So we esigghshese factors when we
design and advertise our environmental friendlyduas....”

Similarly, the Unilever Sustainability Developméditector commented:

“We need to communicate with our consumers abaeiidba of sustainability in
terms of economic gains|...]it is hard to for thenntake sense of consuming out
of environmental protection.”

The lack of environmental norms in China’s instdat means that firms that
advertise their environmental friendly products tesal with consumers’ normative
void about the importance of environmental protagtand help them make sense of
greenness by articulating greenness into existimga and the worldly consumption
values that have been better accepted in Chin&: asiproduct design, function and

performance, and value for money.

Cognitive institution: Specific features in the cultural realm also infloe the
construction of corporate green discourse in Chidastern media often argues that
the world’s environmental apocalypse begins fromn&hbut the Chinese public
lack the Judeo-Christian religious tradition anttifstrange the idea of an apocalypse.
Buddhism, as the country’s mainstream religion,tams a cyclical perception of
time and conceives prosperity and destitution asiiable seasonal change. Here,
Fei’'s (1992) sociological theory of Chinese tramh@il society is drawn to examine
further the nature of Chinese culture and its irfice on Chinese green discourse.

Compared with Hofstede’s general model of cultud@mhensions, Fei's theory is
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specifically focused on the Chinese context ands tmore useful to grasp the
cultural-cognitive institutional feature in Chinaand explain the “selfish

instrumental” feature of green discourse in Chirfesgs’ advertisements.

6.3.1.1 Selfishness and Egocentrism

In addition to the societal influence from econordievelopment as well as the
normative context on environmental issues and figmeen practices, factors from
the cultural realm play another role in shapingegreadvertising discourse.
Compared with the discourse that naturalizes gmeducts and technologies of
C1’s green advertisings, the C2 green advertisingodrse reveals a more obvious
anthropocentric and pragmatic attitude: nature lsame its value only if it can
provide material or physical benefits to humang| green product/service has value
because of its utilitarian, functional and econoadwantages. Preserving nature and
protecting the environment are apparently margiedli messages in this green
discourse. It seems that the advertisings targsieaaes who think only of their own

gain regardless of public resources — nature aménikironment.

In the Chinese understanding, once something imdéeas a public belonging, it
means that everyone can take advantage of it. Haople can have rights without
taking their obligations. This selfishness has ant fcontributed to environmental
deterioration, and to the incompetence in solvingirenmental problems. But the
incompetence in the face of the deteriorating emvirent, has less to do with
individual ability than with each person’s servittg and responsibility for, public
welfare and the natural environment. In compariseimen Chinese people manage
their family’s businesses, earn money, and maksop@t connections, they show a
greater aptitude than people from other countiiég problem defined by this kind
of selfishness is thus actually one of how to dtiagvline between the group and the

individual, between others and the Chinese sensselbf How this line has been
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drawn in China traditionally is obviously differefrom the way it is drawn in the
West. Therefore, if the problem of selfishness (dm the problem of environment)
in China is to be discussed, the pattern of theeesbcial structure has to be taken

into consideration.

6.3.1.2 The Chinese Pattern of Organizing

According to Fei (1992), the way that Western siieseare organized is like the way
people collect straw: the straw is firstly boundbismall bundles and then several
bundles are bound into larger bundles; and thesetimindles are stacked. By
making an analogy between organizations in Westeaieties and the compaosition
of haystacks, Fei (1992) indicated that in Westsotiety the people in an

organization form a group, and their relationshapttie organization is usually the
same. If there are differences among group memtredistinctions among ranks

within the organization, these would have beenejtgoon as part of the rules of the
organization. An individual may join several orgaations, but it is impossible for a

straw to be in several bundles at the same timat iShthe difference between people
and straws. Fei’s purpose in making the analogy e more concretely the pattern
of personal relationships in social life, what renteforth calls the “organizational

mode of association” (tuantigeju).

In comparison to the Western way of organizingegratt Fei (1992) argues that the
Chinese pattern is unlike distinct bundles of sgalustead, it is somewhat like the
circles that appear on the water surface of atsiéee when a rock is thrown into it.
Each person has a social position at the centarsdtfier social circles produced by
his or her own social influence. Meanwhile, eack’®social circles are interrelated.
For Chinese, their most important relationship askip — is like the concentric
circles. This pattern of organization functionsdhinese traditional society and still

largely remains in the modern Chinese mind. Incihee-like networks that make up
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Chinese mindset, a self at the center of each Wedya exists, and the self centred

mindset is not aligned to individualism, but egdacem.

With individualism, individuals make up organizatgin the same way that parts
make up the whole. The balance between parts amfewiroduces a concept of
equality: since the position of each individualan organization is the same, one
person cannot encroach on the others. It also pesda concept of constitutionality:

an organization cannot deny the rights of an imtligl; it controls individuals merely

on the basis of the partial rights they have wigljnhanded over. Without these
concepts, such organizations as these could nsit élowever, in Chinese traditional
thought, there is no comparable set of ideas, Isecthere is only egocentrism for

Chinese.

Similarly, Confucian ethics are linked to the iddaliscrete centers fanning out into
a web-like network. As Confucius wrote, “What thgerior man seeks is in himself;
what the petty man seeks is in others.” With seetite such as these, Confucius
could not be like Jesus, who so loved everyone withdesun, including his enemies.
These actions could not have been motivated byesgosm. It is often thought that
the Chinese would sacrifice their organizationgarties for their own self-interests
or families’ interests, their country for their pgs and organizations’ interests, and
the whole world for their country’s interests. Acdimgly, environmental protection
as a public and outer circle interest is thus fiaed for an individual's personal

inner circle interests. This same idea is founthenclassic book The Great Learning:

“The ancients who wished to display illustrioustw& throughout the empire first
put their own states in good order. Wishing to ortleeir states, they first
cultivated their own self. Their self being cultied, their families were regulated;
their families being regulated, their states weoerertly governed. Their states
being well governed, the whole empire was madegtriand peaceful.”®

¥ The Great Learning, sec. 4. Its authorship is unclear.
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Now it is clear about the boundary between theipudid private spheres: only the
“self interest” is satisfied, he or she can consitienext interests sitting on outside
circle relationship; only the interests of peopiehis or her inner circle relationship
met, he or she can begin to think about the nexteci Scarifying the family for

individual member’s interests, or the lineage fwe tnterests of one’s household, is
in reality a formula. This formula explains the tfélbat the civic consciousness as
well as environmental responsibility is much lesyeloped in China than Western

society.

As a matter of fact, when Western diplomats work ttee benefit of their own
countries in international conferences, they wilinsacrifice world peace and other
countries’ legal rights; these actions are the sasn€hinese. However, the difference
is that Westerners regard the state as an orgmmzstirpassing all smaller groups.
Both international and local affairs can be saoedi for the sake of the state, but the
state cannot be sacrificed for other groups. Instimae logic, the environment is like
the state. In the concept of the modern statepuddources should be protected by
the individuals as a public civic interest. Howewars concept has historically been
absent from Chinese society and culture. This diffeom the West where the state
as well as the environment is an organizationdhedites distinct boundaries between
the public and the private spheres. Like straws lmaystack citizens all belong to the
state and the environment. They have to make thte st public organization
beneficial to each individual. Yet in traditionahi@a, the concept of public and the
environment is the ambiguous “tianxia” (all undeatien), historically whereby the
state and its environment were seen as the emgdamiily and their belonging.
Hence, the private hardly can be concerned withetihgronment. For individuals,

the state and the public are simply remote andtiaddi circles that spread out far.
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In the light of Fei's theory, the anthropocentricdapragmatic feature of green
discourse found in Chinese corporate green adiggtisan be understood as a
reflection of the pattern of organization in Chiae®ciety and the egocentric culture

and mindset.

6.3.2 The Institutional Context Accounts for the laer Level of Greenness

Overall, even though China’s central government lissn aggressive in launching
environmental regulations and laws, in the curstage, elaborate legal provisions
seem to have little effect on institutionalizingvennmentalism in normative level
norms, and massive propaganda campaigns haveditdet on greening people’s
cognition. The majority of Chinese consumers, poorich, place their immediate
personal welfare ahead of environmental degradatexcept under the condition
that environmental degradation has influenced thedividual well-being (no
wonder that the green products such as air pwsiad green houses equipped with
pollution elimination facilities are so popular the Chinese mark¥). This might
also be a reason why the green products currentjfable in China are mainly
limited to food and certain luxury goods, such asdes, home electronics, furniture,
and cars (Dai, 2010). As a consequence and undentfinence of the institutional
context (SeeTable 6.1, the meaning of “green” in China generally reféosa
product’s benefits for individuals, for example,nsamer’s health improvement,
instead of its contribution to public environmenpabtection. This is reflected in the
“light greenness” or lower level of greenness ininéke firms’ green advertising
discourse. The *“light greenness” refers to a pragmgreenness, which means
products’ environmental features are mainly focgson anthropocentric aspects
instead of environmental protection itself, suchcast efficiency greenness, health

related greenness, and coziness greenness.

8 http://www.ftchinese.com/story/001053828 2013/12/9
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Institutional Description Influences on green

pillars discourses

Regulative State-led, top-down environmental A follower’s stance, and
protection system; “political accent”; taking

Poor implementation environmental responsibility

as response to governmental
calls.
Normative Lack of environmental norms Worldly consumption values
Treating Environmental protection in
economic
Selfishness and egocentrism Pragmatism greenndss|an

Cultural-cognitive

anthropocentric greenness|

Table 6.1: China’s Environmental Institutions and Frm’s Lower Level of
Greenness in Discourse

Influenced by a broader social and historical cetntdhe advertising together from
MNCs subsidiary in China and Chinese indigenousdiindicates that there is an
ongoing struggle about how greenness should beemes: the Chinese indigenous
corporate green advertising discourse presentsngese as anthropocentric and
pragmatic (economic advantage, functional benedimd way escaping from
pollution). In comparison, the MNCs subsidiariesGhina shape greenness as a
sustainable development approach (making both @mviental and business sense).
From this point of view, the MNCs’ green advertgsncan be seen as a reflection of
the new political role of MNCs in their global ingia, and a discursive force for
change towards the governance of environmentaessgMatten and Crane, 2005;
Scherer and Palazzo, 2007; Scherer and Palazzb; 30herer et al., 2006). This is
reflected in the more sophisticated discourse cocstd by MNCs. The following
sections will explain the second general differemath a focus on the idea of

sustainability development.

6.3.3 Explaining the Differences in the Level of lregration: Business’ New

Political Role
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The second difference between green advertisirgpdise from C1 and C2 pertains
to the level of integration of greenness: in C2nBt green online advertising
discourse, environmental practice is always rel&becbrporate social responsibility
and corporate environmental responsibility is atdted as a response to the
governmental appeal for becoming green. In compayishe C1 firms’ discourse
integrates corporate environmental practice intsirmss sense, and through the idea
of “sustainability development” it presents a wagwards both a greener
environment in the future and a growing businesdhfe company. Besides, different
to C2 firms’ follower’s stance responding to goveental requirements, C1
discourse presents a more active stance: by inthegu and interpreting
sustainability development, the firms are presentia model of corporate
environmental responsibility and providing guidanfoe business environmental

practices under the theme of sustainability develent.

This proactive stance identified in C1 firms’ discee can be seen as a reflection of
firms’ political role and a politicized corporateveronmental responsibility. Matten
and Crane (2005) suggest that during the past decadrporations have become
more political and made more impacts on the glsbaieties, especially in situations
where the government fails to enact or implemef#céf’e environmental policies.
Scherer and Palazzo (2011) claim that, in the sbmtieglobalization, there emerged
an “extended model of governance with business sfirontributing to global

regulation and providing public goods” (p. 901) eyHurther explain that:

“[...Jmultinational firms operate in complex enviroemis with heterogeneous
legal and social demands so that often it is nearcwhich activities can be
considered legitimate and which are unacceptablii.otder to react to NGO
pressure, to close gaps in regulation, and to eedwenplexity, many business
firms have started to compensate the gaps in ratigovernance by voluntarily
contributing to self-regulation and by producingfitigoods that are not delivered
by governments” (Scherer and Palazzo, 2011: 903).
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As companies have engaged in activities that ioaditly are regarded as
governmental activities (Matten and Crane, 200%1e8&r and Palazzo, 2011), it is
especially true that MNCs start to become more girea in the environmental
issues (Hart, 2005; Marcus and Fremeth, 2009). ifsgaly, empirical studies (e.g.,
Child and Tsai, 2005; Tsai, 2001) have found th&t(@4 in China actively engaged
in the formulation of environmental protection pus. Since business firms begin to
adopt a political role in environmental issues, ¢nesion of the division of labour
between business and government is in accordanttetin more active attitude

noted in MNCs’ green advertising discourse.

6.3.3.1 The Emergence and Adoption of “Sustainatyiliin Green Discourse

It has been found that MNCs largely adopted thecepnhof “sustainability” in their
green advertising discourse. Sustainability casden as a floating signifier (Laclau
and Mouffee, 1985) which is open to different gstions of meanings. But through
discursive activities, meanings are constructedus]Isustainability as a floating
signifier is also a discursive agent which is ubgdliscourse producers to construct
their standards and norms as realities. Such diseuagency is not without limits.
Rather, according to Hardy and Phillips (1999), pheduction and dissemination of
various forms of texts are embedded into a largseudsive context. So, to explain
the feature of MNCs green discourse — the adomtigustainability — it is necessary
to look into the context of corporate sustainapitliscourse, especially its historical

roots and socio-cultural background.

The term of sustainability has become popular naysdboth government and
commercial organizations appeal for a sustainableldpment model. As claimed
by Scherer and Palazzo (2007, 2011), on the ond, lemnthe countries’ ability in
addressing the environmental problems had beenalagv inconsistent, there has

been a need to engage and bring commercial orgmmgaon board because
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environmental and social problems need more aggecasd creative solutions; on

the other hand, the companies always wanted todfibdtter way to control resource
cost while improving their energy efficiency andagging businesses. For those two
reasons, commercial environmentalism and sustdityaldiscourse developed

(Scherer and Palazzo, 2011). In the commercialdyatrlis not hard to find that a

great number of multinational corporations havepaeld the idea of sustainability
and integrated it into their business practices deeklopment strategy: following

Wal-Mart®, firms operating in global market began to haveirtown but similar

sustainability strategies (séable 6.2.

8 http://corporate.walmart.com/global-responsibility/environment-sustainability/energy 2014/4/12
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S D

gy,

Company Sustainability Year Goals
strategy
GE Ecomagination 2005 Growth through clean energwgrcigater and
clean technologies®®
Unilever Unilever 2010 Decouple growth from environmental impa
Sustainability Living halve environmental impact while double
Plan business?
Procter and Sustainability Vision 2010 Design products to maxierthe conservatio
of resources. Focusing our efforts where w
Gamble can make the most meaningful difference
both environmental and social Sustainabiity.
Wal-Mart Sustainability 2005 Achieve zero waste, 100% renewable ene
Commitment and sustainable sourcifig.
BASE BASF Sustainable | 2009 Create chemistry for a sustainable fuftire,
Strategy
Nike Considered Design 2008 Performance without commiigi
sustainability’*
IBM Smarter Planet 2008 Environmental stewardship¢caitsburcing
and community involvement goals by 2005
Best Buy Greener Together 2010 Encourage consumers to reduse, and
trade-in “end of life” electronic®

Table 6.2: The Rise of Sustainability among MNCs

With the evidence of the widely accepted idea atanability, previous study (e.qg.,

Guilbrandsen, 2010; Lister, 2011) had discussedrntip®rtance of corporate power

in shaping the form and content of eco-certificatiBy looking to answer why and

how industry tried to frame issues, lobby governtseand partner with NGOs,

researchers found that companies are constructiagken - and state - led

environmental governance (e.g. Lister, 2011). Laeeper into the sustainability
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http://www.ecomagination.com/ 2014/4/13
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http://unilever.com/sustainable-living/index.aspx 2014/4/13
http://www.greenbiz.com/blog/2010/09/27/behind-procter-gambles-sustainability-vision 2014/4/13
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http://foundation.walmart.com/our-focus/sustainability/ 2014/4/13

Bhttp://www.basf.com/group/corporate/us/en/about-basf/worldwide/north-america/USA/sustainability/susta

inable-strategy 2014-04-13
% http://nikeinc.com/considered-design 2014/4/13

% http://www.ibm.com/smarterplanet/us/en/ 2014/4/13

% http://stores.bestbuy.com/1452/announcement/lets-grow-green-together/ 2014/4/13
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practices presented by the MNC'’s green discourfie thhe above argument in mind,
and refer to further background information abdwg tompanies, it is not hard to
find the other side of the “sustainability storyor example, the companies state:
since Unilever Sustainable Living Plan was impletednin 2010 Unilever’s share
price has doubled over the four years. GE Ecom#gmaeported $21billion in
revenue for the year of 20¥1 However, this does not mean that the increase in
business derived only from corporate sustainabgitategy and practice. Looking
back into the history of Unilever, instead of atausbility strategy, the company has
always realized its profit growth through its higblume and low-cost outsourcing
approach (Dauvergne and Lister, 2011). Such styawtabled Unilever to win
competitive advantage from economies of scale awdprices, and thus contributed

largely to Unilever’s business growth and marketreh

In addition and more importantly, the company’s pefitive advantage was rooted
in the effective way its complex supply chain wasmteolled. Most of Unilever’s
suppliers are from under-regulated regions. Formgte, Unilever had 264
manufacturing sites worldwide and about 50% of s materials that Unilever
used for products came from agriculture and foyeghawan et al., 2010).
Therefore, Unilever took outsourcing to achieve enflexibility, cost savings and
inexpensive inputs. However, outsourcing can forfigiect control and potentially
introduce new risks around product quality andatdé supply. More importantly,
there might be toxic and illegally products prodiioehich could cost MNCs
millions in lost as well as reputational damagee Hituation is similar to GE, a
multinational dealing with business partners andpsars all over the world and
across a number of sectors. The less developedoenwental standards among
suppliers in developing countries apparently possympotential threats to GE’s

operation efficiency and corporate reputation.

 Information collected from corporate internal data and interview data.
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In order to better govern their extending globahiok, Unilever and GE have been
implementing policies and procedures which aregwated into, or under the name
of, their sustainability strategies. For exampl&'<3EHS (Environment, Health, and
Safety) under their sustainability practice pordoland aligned with its

Ecomagination, played an essential role in stabdizand improving production

flows, as well as minimizing financial risks, anlimately helped GE capture more
business value. GE's ecomagination program is Hgtam open-innovation platform

through which GE’s traditional technological anchafincial strength is more
leveraged and localized into customer needs. Thusfashionable way of becoming
sustainable and presenting the discourse of sasliéity, corporate sustainability has
been increasingly adopted by firms as a means vergotheir supply chains and
achieve business goals, and in the meantime, aldresving environmental and
social expectations from outside stakeholders aglyovernment, NGOs and the

“responsible consumers”.

In addition, in order to enhance the efforts ofittlseipply chain management, both
Unilever and GE in China are collaborating with ange of stakeholders from
governments, academies, local communities, and cadyoNGOs. Through this
collaboration, MNCs are able to direct both goveenbhpolicy making and industrial
norms by providing training programs and auditiegvige. This is a more implicit
way for MNCs to exert their influence and diffuseir standards, and the ultimate
goal is to establish their governance and conffbis kind of approach is also

reflected in their green advertising discoursehgirtwebsites.
In the end, defining and integrating sustainabilitfjo companies’ operations,

products and supply chains not only help compasage cost and improve efficiency,

but also and ultimately link sustainability to thbranding. The bigger the corporate
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reputation, the harder it is to protect the brabdmpanies therefore need to go to
great lengths to guard their brands. Without doubg sustainability practices

conducted and sustainability meaning constructetituiever and GE enhance their
brand among different stakeholders and put a safétae on their extensive business

operations.

Based on the above arguments, it can be assumethéhaeal motivation behind
business discourse of sustainability is to achigreen governmentality, a form of
governance on envionrmental issues and global ghgalin management, as well as

advocate for more business growth and more consomgt material products.

6.4 Conclusion of Chapter 6

As the level of societal analysis, this chapteusss on the research sub-question of
“What and how are the influential contextual fastoausing both the similarities and
differences in the discourses?” and draws sociabribs to explain both the
similarities and differences identified in corp@&ajreen advertising discourse, as
well as their interaction with social contexts.dEinin the explanation of similarities,
the inclusive or re-coloured/enriched greennessxained by the post-materialist
value in which consumption is related to identihddifestyle. In addition, the fact
that green advertisings treat green consumptiora aolution to environmental
problems is influenced by ecological modernizatias both a theory and a

neoliberalist ideology.

Secondly in the explanation of differences, basadaa institutional theoretical
framework, the lower level of greenness of Chindisms’ green advertising
discourse is explained in terms of regulative, raiime, and cultural-cognitive
institutional influences. Especially in culturalgrotive institutions, Fei's

sociological theory on the Chinese mindset helpsniderstand the distinctive nature
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of Chinese egocentrism and the more significantldiyorand anthropocentric
features in Chinese firms’ green advertisings. Mweg, a more proactive attitude
combined with the adoption of “sustainability”, repents a more integrated green
approach for MNCs. This difference is a discurseféection of MNCs’ new political

role and their intention in environmental goverrenc
In the next chapter, a critical discussion on thgearch findings will be presented.

And the implications for practice and possible fatwesearch directions will be

followed.
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Chapter 7: Discussion

7.1 Introduction

This chapter will firstly provide an overview of dafindings. It will then engage

critically with the findings, and discusses and legtes them in relationship to
previous research, and in the context of existifigrdture on corporate

environmental responsibility, corporate communaatiand green consumption. The
evaluation of findings in the review then allows rwe critically summarize the

material and address my principle research quesiiothe end of this chapter, the

overarching research question will also be respdnde

7.2 Advertising as Corporate Discursive Strategies

Companies have adopted a range of discursive gieeatand engage in the symbolic
management in order to influence public perceptigosesey, 2001). Previous
studies have indicated that corporate communicas@ble to “create and maintain
systems of shared meanings that facilitate orgdremtion” (Smircich and Stubbart,
1985: 724). Therefore, companies are conceived alapable to manage or control
its “publics” (Shrivastava, 1987; Tyler, 1992). Goumnication theorists have studied
the environmental rhetoric and illuminated the ¢uigve function of language in
framing problems and disputes related to the naamaronment (e.g., Cantrill and
Oravec, 1996; Carbaugh, 1996; DelLuca, 1999; H4j887; Harre et al., 1999;
Myerson and Rydin, 1996; Peterson, 1997).

Companies’ communicative ability is found not omydealing with public relation
iIssues as but also in its use to manufacture nwassimption (Baudrillard, 1998). As
environmental concerns have begun to emerge in aChboth multinational

corporations and Chinese indigenous firms haveestaio target at the emerging
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“green market” and launch their green products; games’ green advertisings as
one kind of corporate environmental communicatidvas/e helped to fuel the desire
for green commodities. Such consumption desire lmansocially generated and
symbolically structured by advertising (BaudrillartB98; Haug 1986; Leis, et al.,
1986). Despite the important role of green adviedisn facilitating corporate green
marketing and communication, existing academicamteon the ways companies
construct greenness lacks a sound theoretical &diomj especially with regard to
emerging economies such as China, where enviromingrgtitutions appear to be

different from those in developed countries (Mdl0g; Tsai, 2001; Weller, 2006).

Moreover, in the digital era, corporate websitegehaecome a vehicle to market and
disseminate advertisings (e.g., Nielsen, 2002; Hwanal., 2003) and corporate
websites have been treated as a type of advertisatgiot only build a brand for the
company but also offer more depth of informatioattbould not be provided in
traditional media-based advertising (McMillan et, &003). Thus, it is worth
investigating the linguistic or discursive feature$ corporate online green

advertisings (Nielsen, 2002).

7.3 Research Question

Due to the dearth of research about the corpormseurdive strategies in green
marketing, this research has focused on types wéraising discourses active on
corporate websites. This study has been organizednd the following key

guestion:

« How do firms construct the corporate greennessutiirogreen advertising

discourse in their corporate websites?

As a discourse is defined as an attempt to fix b efemeanings within a particular
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domain (Laclau and Mouffe, 2001), this researchstjoe bases its theoretical
framework on Discourse Theory and aims to look itite representation and
meaning constructed in green advertising discouase] to identify the hidden
ideology in the commercial greenness. Among thaetsarof discourse analysis
approaches, the CDA approach of Fairclough’s Tid@meensional analytic model
emphasizes on the dialectical relationship betwadiscourse and its situated social

contexts, and guides the researcher to analyzedgegn use in China Market.

Because of limited knowledge on the nature of gradwmertising discourse on
corporate websites, the overarching research quebtis served as a direction for
the investigation. In addition, based on the desee, interpretative, and
explanational dimensions in Fairclough’s modelwedl as literature review on the

Chinese environmental institutional contexts, subsgions have been developed:

» Are there any similarities and differences betwienadvertising language used
to present greenness within the studied two caieg@f companies? If yes,

what are they? (Descriptive and interpretative disn@ns)

» What are the influential contextual factors caudmoth of these similarities and

differences in the discourses? (Explanatory dinmm)si

As the research sub-questions have been address&thpter 5 and Chapter 6, this
section will mainly focus on the overarching resbaguestion by summarizing and

discussing the findings.
7.4 A Summary of Research Findings

This study aims to adequately trace the ways irclvigreen advertising represents

firms as environmental responsible and promotes doenmodification of
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environmental responsibility or green consumpticadiree, 2003; Liverman, 2004).
In doing so, it contribute to critical theory onvadtisings (Tadajewski and Brownlie,
2008). Specifically, the study respectively ana$yzbe online green advertising
discourses from the four types of corporate webepadhe pages chosen are: the
Home Page, About Page, CSR/Sustainability Page Panducts Introduction Page.
The key research findings from each web page wilbhefly reviewed, followed by

a critical discussion in perspective of discoutssnty and in relationship to previous

studies.

Firstly analyzed is the discourse appeared on Heage. Home Page is a new genre
emerging from the World Wide Web (Nielson, 2002yl @nfunctions as a billboard.
Through hyperlinks, it enables the audience tostigate further information in the
website. The language on the Home Page from bd#gaaes of firms exhibits
promotional language by featuring largely visudbrmation and repeatedly touting
the distinct accomplishments of current compantegreen products development
and environmental protection practices. The prontiqpeesentation of firms’ green
products (and technologies) identifies their ddion, which help enhance the
corporate profile. Such distinctive profile offéengible evidences for firms to build
their green identity. Moreover, repetition of corgie information, such as the
company’s name and its products/services, alongp Wit its accomplishments,

demonstrate an attempt to build identity (Tomal.e2805).

On the Home Page, a hyperlink directs its audigioceghe About Page of the
company website. Similar to the Home Page, gre&rnration derived from the
About Page is featured with promotional discoutseaddition, the firms’ history,
values and mission are also described as relegagt\tironmental responsibilities.
In a word, the About Page green discourse can ¥edstas promotional, and

corporate greenness is imbued with prominence. dwerall objective of the
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“About” web page information is to give recognitioh the history of the firms as
responsible organizations. Furthermore, the gresmnoemmunicated is derived from
the companies’ values, mission and traditions, tvleimbed corporate greenness into

its history and help to legitimate them as envirental responsible organizations.

The third type of web pages studied is the web plagepresents information under
the themes of “CSR” and/or “Sustainability”. Therns of “CSR” and
“sustainability” occupy an important proportion ime corporate online green
discourse. Especially for the MNCs’ websites, thardvof sustainability has been
pervaded not only in the CSR/Sustainability webepdoyt also appears across other
web pages, such as Home page, About page, andd®tattoduction page. It acts as
an umbrella term to illustrate firms’ integratioh environmental responsibility into
their business development strategies. Moreover, dhline discourse from the
CSR/Sustainability web page features informatiooualthe green credential of the
advertising firms. All companies investigated preastheir green practices with a

promotional-style discourse instead of a fact-st&tet discourse.

Difference exists between the MNCs category and Ghenese indigenous firms
category on their CSR/Sustainability webpages. MN@we a Sustainability
Development webpage and a CSR webpage establistiedegpectively introduce
sustainability (such as sustainability business efsddroducts/services) and CSR
practices. In comparison, Chinese indigenous fionk/ have CSR webpage in
which the term of sustainability is included butyohriefly mentioned and appears
as an empty and grafted concept. And the concepitiemut any explicit business
practices regarding to it. Such difference embodibe difference between
environmental orientation and environmental strat&anerjee et al. (2003) propose
that corporate environmentalism includes two dinmrs environmental orientation

and environmental strategy. “Environmental oridotatis the recognition by
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managers of the importance of environmental issia&sng their firms, and
environmental strategy is the extent to which emwinental issues are integrated
with a firm’s strategic plans” (Banerjee et al.,030106). As reflected in the
corporate green discourses in CSR/Sustainbaility pages, MNCs subsidiaries take
a position more in environmental strategy and iesnvironmental orientation than

Chinese local firms in their corporate environmésita.

Literature on CSR also suggests that CSR in deweopconomics has been
characterized as less embedded in corporate sastélgan in most developed
countries (Visser, 2008). Besides, the CSR of sraal medium enterprises in
developing countries is more blended with persamnal religious motivations, and it
thus reflects in a spontaneous altruistic philaspic CSR orientation (e.g., Amaeshi
et al., 2006; Jamali et al., 2009). Such altruigticlanthropic orientation is also
found in the discourse of Chinese firms’ webpageanimoducing their corporate
environmental responsibility practices. Besides, @SR discourse in Chinese firms

represents nationalist and political motivations.

Conceptually and taking it through a discourse tégoal perspective, sustainability
can be understood as “contested” (Jacobs, 1999ndfidating signifier” (Laclau,
1990), in the sense that while the concept hasdigpahlic acceptance, its meaning in
corporate advertisings is contested as “competisgodrses seek to fill the term
with their own particular meanings” (Jorgensen Bhdips, 2002: 28). Although the
notion of sustainability is complex, difficult to nderstand and sometimes
disengaging (Carvalho, 2001; Giddings et al., 20R3|lio, 2004), there is no
detailed information on the definition of this cept in the web pagdiowever,in
the presentation of CSR/Sustainability web page#) bategories of firms publicize
and advertise their involvement in community. Indiédn, they produce

opportunities for both local community involvememid industrial development, and
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encourage green practices to protect the naturalircerment on their
CSR/Sustainability websites. In the articulationsattainability and environmental
responsibility web pages, GE’s main cause is tdhvgosvard the aviation industry’s
development in China. Unilever raises funds for semmation of wilderness and
ecosystems in China’s Tibetan region. BYD invesss resources to set up the
electrical infrastructure for local public transfagion. And, Landsea initiates the
Green Association for promoting higher environmestandards in the real estate
industry in China. Through these firms’ emphasiscommunity involvement and
industrial standards enhancement, the corporaengadvertising discourse on their
CSR/Sustainability web pages shows that corporataa not only profit-driven but
also stakeholder driven, and the discourse of gressican be seen as a dialogue

between companies and their stakeholders.

This finding has been supported by existing studies firms’ environmental
marketing and stakeholder theory (e.g., FreemaB4;1€ronin, et al., 2011). For
example, Polonsky (1995) claims that firms’ envirantal decisions and strategies
have been affected by their stakeholders. Othefigue studies also have focused on
the successful approaches stakeholders influemoes f(Agle, et al., 1999), but

limited attention paid on the way firms modifyingcé influences.

The promotional discourse of firms’ CSR/Sustaingpbiteflects firms’ response to
stakeholders’ influences and represents an attéonptodify such influences. For
example, in the CSR/Sustainability web page, tlaeeecommon words that show a
business perspective such laing (the best standards)rovide (opportunities for
development),understand(the local needs), andenefit (for both company and
environment), which shows a corporative paterraliperspective. It implies that
corporations are responsible for providing somethia society and the natural

environment. The narrative is constructed as: fiprevide for the planet, not the
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other way around. Such narrative found in corpoiiteEourse represents firms’
responses to their multiple stakeholders with emvitental concerns, and in the
same time, construct an intention to dominate tationship with and lead these
stakeholders in environmental issues. Thereforféerdnt to the previous research
findings that firms react in a compliance positionmediate passively in face to
stakeholder’s influence (e.g., Fineman and Clatk86), corporate green advertising
discourse functions as counter-influence and agtimeodifies the power relation

between firms and their stakeholders.

It is also noted that the Sustainability statemenadvertising discourse, with its
attempt to sustain economic development, seemse#r lhe conventions of

neoliberalism discourse (Harvey, 2005). Neolibsralidiscourse gives promise on
progress in the future (e.g., the sustainable Isareé¢ tomatoes in Unilever’s

Sustainability Development program in China). Sddtourse is used to shield the
firm from blame for present environmental riskssoalt has devastating effects on
weaker groups who are lack of economic power inagket system (e.g., under the
contract with Unilever, local farmers have no otbptions except planting tomato as
their sole income source). The myth of progress, @@ contradictions within it,

have been concealed and manipulated by this kirabigorate talk of sustainability
development. Behind the sustainability discoursethis companies’ drive for

eco-certification and the implementation of theiuwvno environmental standards.
Existing studies have suggested that corporatiane lan important role in shaping
the form and content of eco-certification (e.g.skk&e et al., 2004; Clapp, 2005;
Dauvergne and Lister, 2011; Pattberg, 2005; 2007).

Such corporate eco-certification and governance emvironmental practices

embodied in firms’ sustainability discourse neetbeccritically treated. For example,

management tools for environmental benefits remamstandardized,; it is difficult
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to say that GE’s environmental standard is not &ximize the company’s interests
such as brand security and productivity. Environtalestandards or practices which
do not make business sense might be excluded fromorporate sustainability

package. It needs to be acknowledged that MNCs ssclBE and Unilever are

proactively pushing forward China’s environmentatem and helping to implement
sustainability practices. However, it is probleroatvhether the MNCs exert too
much influence on policies and rules via their aimstbility standards and hegemonic
sustainability discourse. This might result in ewvaore unbalanced relations of

power.

In addition, in the company self-claimed philosogghind sustainability business,
business needs to think more about how it could gy rather than take away from,
society. In practice, this seems to be not effectivsolving environmental problems
in China as it nevertheless encourages people ¢@eguming and making impact to
the environment. Fundamentally, global sustain@gbis hardly achieved by big
brand sustainability governance on its own. Asneéd by Dauvergne and Lister
(2012), the MNCs’ business model is actually ursuasble: increasing volumes of
cheap goods from developing countries are shipmedssed the world to retail
outlets, in order to satisfy the growing desirecohsumers at discount prices which
cannot fully reflect the environmental and sociabts in production. In addition,
MNCs enact and implement environmental governancetheir own terms for
business value. Consequently, the underlying agcif governance from corporate
sustainability — always more business growth andenomnsumption — inherently

hinders the real reform towards truly sustainalgeetbpment.
Overall, this study suggests that multinationalthwheir sole efforts of sustainability

can hardly solve the environmental problem. Ultiehat effective global

environmental governance has to involve a more ipujistified and shared
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governance approach.

Compared with the above three types of web pagesPtoducts Introduction web
page provides much richer information. The greeredings found in this type of
webpage are developed around companies’ green gsydand both the textual and

visual discourses of the advertisings have beelyzeth

Baudrillard (1998) has argued that capital utilizz#daestheticized commodification
in order to promote the wonders and joys in thesaarer society, and, in this way
controlled the mode of signification and consummptiorhus, Haug's (1986)

“‘commodity aesthetics” was one type of capitallsatglgies to colonize consumer
culture and everyday life, as well as promote congion. A possible consequence
of this is that people are commodified and theyaguying and consumption as the
sole solution to all problems. As a result, constisne becomes a good way of life in
contemporary capitalism societies. In green adsiags, in order to stimulate the
audience’s imagination and construct the “aestizeiic commodification”, the

aesthetic terrain is constituted by visual straegiof “naturalization” and

“harmonious configuration”. In addition, the greesn is related to the “lifestyle”

themes such as “family”, “health” and “efficient'tce which connect corporate
greenness to a broader social context. In this \wagple’s imagination can be
stimulated. Similarly, Garland et al., (2013) arghat advertisings as “aesthetic
objects” are made meaningful by relating otheraatiemes to a broader “circuit of
culture” (Buchanan-Oliver et al., 2010). By crifigastudying the visual strategies
used in these advertisings from corporate greedystantroduction page, it can be
concluded that the process of “replacing” or “hijag” is taking place: under a
utopian vision constructed symbolically by greeweatising, people’s concern for
environment and green practices (such as reduanguenption) is hijacked by the

green consumption practices advocated by corparaen advertisings. Corporate
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green advertising constructs a hopeful and excitiisgon of a utopian society in
which everything exists in ecological harmony; thiegent sense of facing
environmental problems is, therefore, diminished] the environmental pressure on

companies is suspended.

This utopian discourse is an important componenttudt Buell (2003) describes as
the “culture of hyperexuberance” and is also symmgatiic of the green consumerism
phenomenon emerging in modern society. This utopidiscourse and

hyperexuberance greenness that appear in corpomate advertising can also be

seen as a form of systematically distorted comnatitio (Habermas, 1984; 1989).

The idea of systematically distorted communicatien developed by Jirgen
Habermas and widely used in the critical researchammunication. Systematically
distorted communication refers to strategic actidrere “at least one of the parties
behaves with an orientation to success but leawbeser® to believe that all
presuppositions of communicative action are satiéf(Habermas, 1984: 332). For

example in the study of oil companies,

“[...]Jthe ‘sustainable development’ of the oil compasihas not saved us from the
malignant effects of their unsustainable operatguth as the greenhouse effect,
continuous degradation of the ecosystems and ¢ixtmof species|...]Instead, the
oil companies take advantage of the economic acidlgaillars of their concept of
‘sustainable development’ to exploit the huge, tengpcommercial prospects in
second and third world” (Ketola, 2007:172).

The distortion comes from action oriented to bussngoals in terms of profit and
shareholder value. Such distortion from environrakebenefits to business success
influences the adoptions to and understanding efcttncept of sustainability, and
affects the agenda of “discussing the issue ofagaility and how to reach such

development” (Ketola, 2007:344). Thus as a redusiuch distorted communication,
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the issue of environmental protection is implicitharginalized and replaced by the

idea of company profit which has been positionethasentral focus.

Habermas (1970) asserted that science and techynategsources of systematically
distorted communication that prevent the attainneémonsensus on political issues.
Communication about environmental problems andesssi particularly susceptible
to the distortion that follows from the uncriticake of the language of science
because of the technical complexity of most envirtental problems and the
accompanying need to relegate all complex enviranahgroblems to “technical
experts” (Brown, 1987). Brown (1987) explored soofieche more frequent ways in
which the translation of environmental problem®itite language and methods of
science all too often distorts the value questiahsrent in environmental problems
and in many ways questions of value are lost doded in technical discourse about
environmental problems. For example, he argued én& way in which values
questions are distorted in the technical proces#ioh they are relegated is through
the translation of value questions to economic laigg. According to Brown (1987),
when the particular value questions are consideredvironmental decision making,
the values are usually assessed by technical exipeterms of traditional economic

considerations, such as costs, benefits, andeafticharkets.

The distorted communication in the Product Intrdatucweb pages is also featured
by perfected greenness. Social constructionisingdahat discourse builds people’s
understanding of social realities (Laclau and Meuff985). It is also recognized that
some discourses present a higher “truth value” tithers and thus are easier to be
accepted. Sometimes certain discourses are evesideoed as absolute truths that
are not to be questioned (Berger and Luckmann, )19@6echo the systematically

distorted communication theory (Habermas, 1981418&etz, 1992), the corporate

greenness as a constructed social reality is tkstoand communicated with
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discursive strategies such as perfection and patidn. The analyses in my study
show that the green products advertisings leveaag#usioned vision of a nostalgic

and innocent Edenic world.

There ARE different emphases on the visually preskempicture of corporate
greenness, seen for example, in the way that M@ alize the natural component,
and naturalize and dematerialize products, whilen€de local firms emphasize
green products with greenness as mainly a deceréiotor. That said, the green
pictures in corporate green advertisings seem twsan intact, super-real and
harmonious nature. On the surface, this is a fla¥oadical environmentalism and it
reflects the intrinsic value in nature. HoweverstBeemingly pro-environmental
picture is a cover for companies’ anthropocentrarldrview and certain realities

have been silenced in the pacification strategyogborate green advertisings.

According to Fairclough (1993), an analysis of distve silences (or silenced and/or
omitted discourses) is essential. In discourse®thee a number of silences, as well
as omissions and obscure connotations. It is thirdh recognition that whatever
can and cannot be said about something becomesppibie and help to uncover
hidden intentions, implicit assumptions and veiddbiguities (Fairclough, 1993).
There are several discursive silences in corpayegen advertising discourse. First,
the advertisements information on their green gmtubr sustainability development
model does not expose the fact that the use défresources cannot be sustained. It
is quite impossible, in the contemporary productiand consumption model,
renewable resources are able to be renewed fasiglenm match fast-growing
consumption; it is also problematic to think thlaére are adequate substitutes for
what has been used in the resources. The natuwiabement cannot be sustained by

consumption alone.
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Another example of pacification strategy is in teen car advertisings. Even
though the discourse emphasizes the environmertalheficial elements such as
petrol free or low emission and pollution reductidhe green car still produces
certain other pollutants to the environment, esglcits car battery disposal and its
production process. There have been critical vostggesting that the extra energy
cost of manufacture, shipping, disposal, and thartslives of the green vehicle

products, outweighs energy and resource savings the reduced consumption of
petroleum during their useful lifespan (CNW MarketiResearch, 2006). As cars
cannot do anything good for the environment, algitogome can do less damage
than others, Norwegian law has restricted the uUsgreen washing for market

automobiles (Doyle, 2006). Similarly, TziovarasO(d) claims that there are no cars
that are really environmentally friendly. In additi although the increased fuel
efficiency of green cars is considered positivéhia short run, the Jevons paratfox

(Alcott, 2005) however suggests that in the long, ®nergy efficiency can increase
energy consumption. Therefore, scholars believe gheen transport may require a
fundamental move away from hydrocarbon fuels, ancthfthe current automobile

and highway paradigm (Gilbert, 2010; Kunstler, 2012

In the end, corporate advertising green discouage fo mention the feasibility of
their green products, (such as changing the conmsimsensumption habit by
Unilever's green products; developing whole newasfructures for eco-cars by
BYD). Although the green product can help enhamsgérenmental performance, the
comparatively higher price for green product isoat®t mentioned. Though there

exist such debates and paradoxes on the influeficgreen vehicles on the

% In economics, the Jevons paradox/effect is the proposition that as technology progresses, the increase in
efficiency with which a resource is used tends to increase (rather than decrease) the rate of consumption of that
resource. The proposition was put forwarded by English economist William Stanley Jevons who observed that
technological improvements that increased the efficiency of coal use led to increased consumption of coal in a
wide range of industries. He argued that, contrary to common intuition, technological improvements could not
be relied upon to reduce fuel consumption. (Alcott, B. 2008. Historical overview of the Jevons Paradox in the
literature/ in J.M. Polimeni, K. Mayuni, M. Giampietro. The Jevons Paradox and the Myth of Resource Efficiency
Improvements. Earthscan.
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environment, corporate green advertising discoptgposely conceals the negative
effects of the product and only presents the pasgide. Such concealment can be

understood as a result and practice of discursippression (Deetz, 1992).

7.5 Divergence and Localization

As Corbett (2006) suggests, “the social constractibnature or the definitions and
meanings, which people tend to build through saoigraction about nature, can be
quite different from culture to culture”, and fuettmore, all environmental messages
“have ideological roots that are deep and thatrdhéenced by individual experience,
geography, history, and culture” (Corbett, 20068ased on such point, firms are
expected to adjust their environmental messagéiseio target audience, especially
via the use of green advertising. And the reprediem of the “greenness”
constructed by firms operating in China (corporatevironmental responsibility
practices, environmental features of products/sesyiis likely to be influenced by
Chinese contexts. In this study, the analysis figdihave indicated differences exist
between MNCs’ and Chinese firms’ websites. Suckifig supports the argument
that the globalization process of environmentalisomot homogeneous or unitary
(Weller, 2006). And the globalization of environnedism as well as green discourse
Is not simply a diffusion process from a singleectw the rest of the world. Instead,
the green discourse is influenced by external arfaes and bears specific

characteristics.

For example, Chinese firms mentioned the politeatl governmental rhetoric of
“harmonious society” in combination with “sustaiiiaip development”, while such
combination is not found in MNCs' green advertigngin addition, the
environmental responsibility represented by Chirfeses is normally disconnected
from making business senses and are philanthropitature. Such characteristics

reflect the fact that business in China subordm&tethe dominant government who
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plays a role of an institutional entrepreneur inif@als environmental protection
system establishment (Child and Tsai, 2005; Childale 2007). Similarly, the
relationship between advertising discourse andsaisial context can be found in
Chinese firms’ lower level of greenness (the momepleases on functional and
material aspects of green products) and Chinessucogrs’ comparatively lagging
environmentalism awareness, or their different waltcognitive understanding

towards the environment (Fei, 1992; Weller, 2002).

In comparison, MNCs’ green advertising discoursatudeed with its use of
“sustainability”. As discussed above, the term wos$tainability serves as a “nodal
point” surrounded with business meanings and aredao integrate such meanings
into corporate environmentalism discourse. With dhigculation of corporate green
discourse, the idea of “sustainability” has wonidenacceptance in business and in
the globe; “sustainability” related discourse ha®rb shifted fromelementsof the
social into stabilized and relative permansmmentof social practice (Laclau and
Mouffe (1985). It can also be seen as a type othmEmic intervention, because it
reflects an intention of MNCs to gain their govero@ over environmental issues as

well as a discursive tool to secure their inteorai operations and reputation.

The prevalence of “sustainability” is also not waith its ground. As discussed in
Chapter 6, such discourse is rooted in MNCs’ opmnat experience and resources

related to environmental protection practices.

In conclusion, although firms all have their comneation channels to shape their
discourse and influence, the communication dis@ssch as green advertisings, is
subject to external constraints from existing doa#uctures (Chouliaraki and
Fairclough, 1999). In addition, this study addsaoanp besides external influence,

internal resource (such as firm’s experiences gretation networks) also helps a
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discourse turns into hegemonic intervention.

7.6 Responding to the Overarching Research Question

7.6.1 The Discursive Elements in Constitution of Gporate Greenness

Given the findings reviewed here, the researchnmam summarize the findings and

address the central research question — “How dusficonstruct the corporate

greenness through green advertising discourseeingbrporate websites?” The brief

answer to the question is that, in representingr theeenness, firms apply both

textual and visual languages to discursively camestcorporate green hegemony and

maintain their power by developing a corporate emrnental discourse.

Fairclough (1992:9) claims that “Critical’ implieshowing connections and causes
which are hidden; it also implies intervention, gstample providing resources for
those who may be disadvantaged through change’in Sbe CDA approach, the
hidden things (such as meaning, ideology and pomedation) in researched
discourses should be exposed, since they are mgrgvand thus cannot be fought
against. In order to both respond the questionraneal the hidden things, this study
has conducted three dimensions of analyses: theiplige analysis is to describe
the representations of corporate greenness; tleepnetive analysis is to interpret
how meanings of green consumption are construetedithe explanative analysis is
to explain contextual socio-cultural influencesaamporate constructions. Each level
of analysis is interrelated and together contripute the critical discussion of the

ideology and hegemony embedded and embodied im@iggreen advertisings.

The descriptive analyses suggest that firms shhpengelves as environmental
responsible and authoritive, and represent therasehs taking a green leader’'s
position. In the description on their history, vedyuand CSR/Sustainability practices,

advertising firms are always willing to lead theegming process and capable to
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provid environmental benefits with their green tealogies and projects. Based on
the interpretative analyese, the themes as the rimgatissues” of green
consumption have been identified. Firstly, a re@agrtheme in corporate greenness
discourse is the subversion of subjects: the catpadiscourse reframes consumers
as non-commercial. A particular subject that congmiframe and align with their
targeted consumers is the value-advocate/contrifpaidicipant/patron of
responsible and savvy practices. The semantic powastvertising discourse frames
audiences’ interpretations that they are not justsamers, but also having other
subjective positions. In such way, the promotioc@isumption discourse produces
the possibility of an “ideal self” of consumer auk (Holt and Thompson, 2004;
Thompson, 2004) and implies to the audience theigb& consumer can also be a
contributor in environmental protection, as longcaasumers choose the advertised
green products. Secondly, the object of “consungrgen” is structured as being
morally superior to the “other”. Such constructeltsms and built boundaries also
play a role to mythologies and idealize the greesna the green products/firms
(Thompson, 2004). Indeed, the discursive practafesorporate green advertising
rely on mixture of these elements to imbue the mre@nsumption with meanings

and make it interpretable.

In conclusion, compared with the “deep green” adved by environmental activists,
the advertised greenness is the “in-breadth greeviiich helps to balance
consumerism with environmental conservation. Tlweefthe components in green
products are presented both horizontally via insexdsivity and vertically via
intertextuality. Such process of meaning-making basn enabled through both
“intertextual” (e.g., newly produced texts are frofmagments of existing,
conventional ones) and “interdiscursive” (e.g.tseare drawn from texts from other
domains of discourses) properties of discoursehleaahe audience to draw upon a

wider range of social-historical backgrounds.
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In addition to the representation and meaning coasons, this research has also
revealed the hidden constitution features of cafgogreen advertising discourse, or
the discursive elements of representation and mgami corporate environmental

responsibility and green consumption.

The review on Discourse Theory implies that the wmrcial green advertising
discourse as the object of this study does not geneut of void, instead, it has
legacies or discursive elements from existing disses. Therefore, in forming the
overarching research question, three main greecoulises have been reviewed.
These discourses all articulate the relationshipwéen humans and the natural
environment, and the environmental problem solvifigiey are ecological
modernization, green governmentality, and civiciemmentalism. Corporate green
advertising discourse is in form of inter-discuisivand it recruits discursive

elements from the above meta-discourses.

When comparing the studied corporate green adiwegtdiscourse with those three
meta-discourses, it can be found that the adwegtidiscourse overlaps with green
governmentality and ecological modernization in isnagerial approach to
environmental problem-solving. The advertising digse supports the optimistic
rhetoric of ecological modernization and represemgert-driven and technocratic
measures to counter environmental threats. Howeter,civic environmentalist

discourse, especially in its radical version, hatsheen reflected in the advertisings.

To be more specific, similar to ecological modeatian discourse which emphasizes
on sustainability development, and green governatignidiscourse which believes
in scientific environmental management, corporateeqg advertisings discourse

presents the firms as a leading role who are kribyelele and capable to bring out a
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more  sustainable development model and more addancgreen
products/technologies as solutions to environmethtaats. To be noted, the green
governmentality discourse is mostly reflected in @ green advertisings, but not

Chinese indigenous firms.

Besides representing the firms as an authoritatde in eco-knowledges (Luke,
1999), a strong message from corporate green alagrtis that as long as
consumers choose green consumption, the enviroamprablem can be solved,
with the help of companies’ green products whigbresent the right knowledge and
the needed technology. This message, as well aglifweirsive constitution in
corporate green advertising, is in line with th@legical modernization discourse
and green governmentality discourse whose logicbeaconcluded as that economic
growth decouples ecological degradation and indudig@tion can be more

environmentally friendly.

The green advertising discourse evidently beardikeursive elements from these
developed country originated discourses. HoweverChina is still a developing
country with its different stage in industrial pess and distinct demographic
features from the West, it is problematic to apthlg technocratic and neo-liberal
economic logics in solving China’s current enviramtal problems. This is because
these dominant and influential Western green disasu envision a broader
participation by societal actors in sustainableeftfyment, encapsulating the notion
of “ecological democracyDryzek, 2000), however, the ecological democracyghmi
not be as effective in China as in the Western aeatiz societies. As this study has
suggested, both of the egocentrism of Chinesereuétnd the government dominant
political structure conflict with the logic of eamjical democracy, and thus make the
corporate green discourse less effective in bropgis claimed outcome. However,

the ideological impact from the West representsiratispensible force. Through
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green advertising discourse, it not only reprodticésconsumer capitalism, but also
brings the corporate environmental practices deeslo from the West into
developing countries as “universal standards”, #ng fuels the maintenance of

capitalist hegemony.

In addition, the corporate environmental discouirseonline green advertisings
emphasizes on practicality. In the perspectiveiséalirse theory, such emphasis can
be almost hegemonic in its consequences. By stgssi this version of practicality,
the corporate green advertising discourse impospsweaerful “discursive closure”
(Deetz, 1992) on other viewpoints from alternatigavironmental discourses.
Therefore, it can be argued that the real probleseg by pragmatics of corporate
green advertising discourse is that it remains fieidint to other variants of

instrumental rationality (Habermas, 1971; Prasatitmes, 2005).

The instrumental rationality has been criticized Frpnkfurt School. Such critique
points out that instrumental rationality treats eatire world only in an economic
lens, instead of sees it as a constituted of beamdlysources of divine inspiration.
The critics have argued that instrumental ratiapakconstitutes the environmental
agenda on the foundations of economic logics aedptieservation of the existing
order (Dryzek, 1995). Furthermore, the “practicihet of instrumental rationality
has problematic implications when actually impleteenin the material context of

dealing with the natural environment itself (Praaad Elmes, 2005).

7.6.2 Deciphering the Hegemony and Ideology in Graaess

Gramsci (1971) used the term of hegemony to desdthié discursive construction of
consciousness and identity. “Hegemony” is also &y weseful concept for the
analysis of corporate marketing approacti&®i and Béhm, 2011). Similar to the

hegemony within society to manufacture popular eab$or the unequal distribution
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of power and wealth, hegemony is constructed bpamations to maintain capitalist
production and consumption models, and to gain eongs’ governance of

environmental issues.

According to Wodak (2001), by deciphering ideolagi€DA is able to demystify

discourses (Wodak, 2001: 9). In this study, it baen found that the hegemonic
discursive practices consist of two major and nefated ideological components:
ecological modernism and neoliberalism. | can nownsoder each of these

components in detail, drawing on examples from shisly and previous research.

7.6.2.1 Ecological-modernism Discourse — Slimminifj the Ethical Fat

Previous research, such as Menon and Menon (129@)e that environmental
problems of corporate environmentalism are beingremsingly reframed as
economic problems. Elmes (2005) also has traceddéwelopment of corporate
environmentalism discourse which integrates elemefiom both ecological

modernization discourse and governmentality dissmurand has identified

practicality as a striking feature of corporate egrediscourse. By examining
corporate green advertising discourse, this rebedw@s found that companies
discursively construct ideas into a form that appational and progressive, and thus
persuasive. Three “attachments” to the ecologicadlemism discourse have been

identified in corporate green advertisings: ratlmma, pluralism and association.

Rationalism Greenness

In modern society, a certain legitimation can beegito something if it is described
as rational (Des Jardins, 1993). The corporaterenrientalism discourse reflected

in the green advertisings is bound to rationalism.

Since the appeal to rationality produces legitimdoyns always rationalize their
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own interpretations of environmental issues. Theadtes of the green consumption
in corporate green advertising discourse thus wiearclothes and incorporate the
language of techno-rationality (Eden, 1996; Gladeiral., 1995; Fineman, 2001,
Crane, 2000), a particularly influential form ofstrumental rationality. Those who
want to remain on the inside of this particularcdisive universe must endorse a
techno-rational, “scientific’ world-view, and abamd expressions of radical
environmental values. Such therapy can be seen aseasure of discursive
suppression. The analyses from this study sugbestcbrporate green advertisings
have refined this “rational-scientific’ approach damtilize abundant scientific
evidences in an expert stance to market their gsedutions, despite the fact that

their advocated approach has not been proved iefect

This techno-rational approach above is addresssal ial Crane (2000)’s study of

firms’ “amoralization” process in which environmahtissues become amoral and
only “real” scientific facts need to be considered management and decision
making, so the decision can be based on reasonerragmotion. Such
techno-rationalism parallels the general societaémes of “scientification”
somewhat like a modern religion (e.g., Lyotard, 498 no one can argue against

science (Eden, 1999).

However, the *“scientification” and rationality ohd corporate environmental
discourse come under scrutiny: for the other gremivocates such as
environmentalist NGOs, green solutions and sudbdityadevelopment are not just
environmental matters; there is a more comprehengjuestion of how the
relationship between business and its stakeholdeght to be and should be
organized. As Dyllick and Hockerts (2002) statea)t(the business level
sustainability is often equated with eco-efficiendpwever, such a reduction misses

several important criteria that firms have to g$gti$ they want to become truly
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sustainable” (p. 130).

Pluralism Greenness

Besides binding corporate greenness with ratiomadiad technocentrism, pluralism
is found in the “re-colouring” or “enriching” prose in which the traditional
implications of greenness in environmental-protectiand conservation are
positioned with, and in some extent weakened bglitiatal components, such as
coziness, cost-saving, fuel efficiency, moderrshife and family health care. On the
side of consumers as audience, Baudrillard (197§)es that individuals living in
consumerism society are seeking commaodities as sifysocial position and prestige.
In addition, consumers have a sense of the higyastlsonsumption, which means
certain objects are with more prestige and are rdestred, and therefore provide
certain social gratification. So the recolouringdad pluralism in, greenness help to
infuse green products with such significance sush family health, advanced
technologies and environmentally responsible comsudentities. In this way, green
advertisings build the meaning of green consumptiasm well as promote the

commodification of self, human relations and ndtaral social issues.

Fineman and Clarke (1996) have also noticed thatgtieen discourse is featured
with pluralism. For example, green discourse cantreeupon: corporate social
responsibility to save the planet earth from desibn; the minimal impact on or use
of natural resources; avoiding waste; recyclingumng “end of pipe” pollution; and
care for indigenous populations. Similarities acurfd in the corporate green
advertisings. There are attempts to shape greeniog form that includes multiple

meanings for consumers.

Association and Slimming off the Ethical Fat

Besides the common theme of plurality, green adieg discourse apparently
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downplays aspects of environmental responsibility direct concern for the
environmental protection. Instead, aspects suchresn technology and a greener
production model are emphasized and presenteceas golutions which are seen to

contribute indirectly to the environmental proteati

This finding echoes previous research on the gngeprocess in management and
commercial organizations (e.g., Ottman, 2008; @rs2009). Such studies have
argued that among the business greenness practiocegntious terms such as
corporate social responsibility, are mostly dowgpth for the consumers and
practitioner audience. The green message in busige=en discourse is slimmed

down, and turns to be rhetorically pragmatic an#&intabusiness sense.

Such discursive strategy in corporate green adiegs aims to tie greenness to
different consumption fashions, and thus providgitimacy and enhancing

acceptance by association. For instance, the wieriigraced consumer values of
“health”, “efficiency”, “coziness” and “style” arstressed as the cornerstones for
environmental values. These values are all wedigrdated into the current business
world and consumer society. So in a word, the a@fgogreen advertising discourse,

as a new type of discourse, is presented in ai@nidrmat to consumers.

In concert with this feature of association, keynte can be distilled such as

“efficiency”, “emission reduction”, “energy”, “rec}ing”, and “waste management”.
Along with such terms, there are “business berfeéitecapsulated in the ideas of
“new market/business opportunities”, “reduced cosénd “improved corporate
image”. This skeletal representation of corporategness is economical in form

and emanates from ecological modernism.

Ecological modernization theory interprets the iéechnology in favourable terms.
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This is sharply different from other articulatioatthe relationship between natural
environment and society relationships, which vieshnhological development and
economic growth as threatening to the environm8chiaiberg and Gould, 1994).
Therefore, based on the ecological-modernism apjra@rporate green advertising
discourse believes environmental risks can be vedodith managerial and technical
improvements. Facing such challenges, companiesepreaheir green technologies
and sustainability strategies as their solutionictvithey then communicate in green
advertisings. This mentality represents the vieat thdustrial processes can become
cleaner and more environmental friendly once theyrafined and better controlled
(Gouldson and Murphy, 1998), and companies can tiondevelop their
environmental technologies, tools and green praesdto clean up their act, and

harvest the business-benefits and enjoy the winrasnlt (Schmidheiny, 1992).

In sum, ecological-modernism in corporate environtake discourse has a
reformative voice and gives a seductive scriptlfosiness greenness. Greening has
been made fashionably good for business as it sctiothe wider social concerns
about the natural environment. In such way, theirenmentalism in which
environmental protection is the focus has beersfcamed into a form of corporate

sustainability in which a market-based economy@mtsumerism are stressed.

Furthermore, ecological modernization is technecraind entails a neo-liberal
economic discourse. As discussed ealier, neo-liserdhelps maintain the status quo
and does not involve any fundamental rethinkingadietal institutions. Therefore,
companies’ marginal adjustments towards ecologindl social issues are acceptable
(e.g., Hajer, 1995; Welford, 1997; Kallio, 2004)utBas Giddens (1998) argues,
“ecological modernization skirts some of the malmalienges ecological problems
pose for social democratic thought” (p. 58) and, aagesult, the ecological

modernization theory seems “too good to be true5{).
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Another major criticism of ecological modernizatieiates to the applicability of the
theory. For example, researchers (e.g., Cohen,;188Ber and Freudenburg, 2001;
Hannigan, 1995) have argued that the ecologicalemmizhtion approach might be
applicable to some nations while far less appropriar other countries. And the
logic of ecological modernization might only wonk ‘ideveloped” countries (Frijns

et al., 2000). Besides, this technocratic greemhgdustrial production has been
silent on equity and poverty issues. As Backstrand Lévbrand (2006) state, the
predominant focus is on flexible and cost-effecterevironmental problem-solving

rather than social justice.

7.6.2.2 Neoliberalism Discourse — Acquiring Greemithority

The corporate green advertisings, based on ecalogiodernism, view business as
part of the solution rather than part of the problédiere, the relationship between
business and the environment is regarded as umpnalic, such that business is
considered good for the environment. In additidre green advertising discourse
suggests that companies have a central role inomeépy to the environmental

threats. This reflects and promotes a neolibestialirse.

Neoliberalism is first a political economic theorit. proposes that liberating
individual entrepreneurial freedoms and skills witran institutional framework
characterized by strong private property rightse fmarket, and free trade can best
advance human well-beings (Harvey, 2005). In adidjtheoliberalism plays a role as
a potential antidote to threats to the capitalisia order and as a solution to ills of
capitalism (such as over-production and over-comgiom) (Harvey, 2005). The
relationship between neoliberalism and the enviremnhas attracted considerable
attention (e.g., Castree, 2008; McCarthy and Pnmgha004; Castree, 2008).

Neoliberalism exposes state-controlled aspecthehatural environment to the full
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force of market rationality and capital accumulatiand restructures the state so that
it can offload responsibilities to private sectdieynen and Robbins (2005) further
argue that neoliberalism is linked to the environtakissues in four domains:
environmental governance is being rebuilt alonglibewal lines; government
authorities are turning natural resources oveirtosf and individuals; the capture of
common resources through the exclusion of the comities to which they are
linked via the establishment of property rights;dawmaluation through which
invaluable and complex ecosystems are reduced numaalities through pricing

(Coffey and Marston, 2013).

The market is depicted ideologically as the wafosier competition and innovation,
and it becomes a vehicle for the consolidation ainapoly power. And the
neoliberal freedoms have produced immense condemisaof corporate power in
the media. Corporations with disproportionate iefloe over the media and the
political process, have both the incentive andpbeer to persuade consumers that
they are all better off under a neoliberal regirh&@dom. For example, advertising

can be seen as a tool for companies to activelgtoaet the consent of consumers.

Firms operating in the market not only competeciestomers but also for legitimacy
in their embedded institutions and political powerother words, to maintain fitness,
companies must create and maintain an identitychvisi not only distinct from their

competitors but also responsible (such as enviroteheesponsible), an identity that
they attempt to communicate to both consumers #ner stakeholders. This study
suggests that corporate green discourse not ot lfiems gain legitimacy through

communicating their responsive green practicesiredy government (such as C2
firms), but also help them to communicate theiregrauthority (such as C1 firms).
Neoliberalism is also found in firms’ constructiof their green authority in green

advertisings. In the “About” page and “CSR/Susthiliy” page, by linking
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companies’ internationally high standards in enwinental practices to corporate
value, mission, culture, and history, a continuuin dgstinct green identity is
established, and the companies are naturally repted as green leaders who have
consistent responsibility for the environment. Also the CSR/Sustainability web
page, common words show business perspective sachpravide”, “bring”,
“support”, and “establish”. Such discourse showsca@porative paternalistic
perspective. It implies that corporations are resgae for providing something to
society and even to nature. Such discourse desctitee corporations as a role of
guaranteeing, providing and bringing benefits tothbaonsumers and the
environment. Therefore, a sustainability agendecrisated to accomplish these
objectives of companies. In a nutshell, it is tbenpanies who provide for the planet,

not the reverse.

As discussed in Chapter 6, the corporation is takimew political role and sharing
environmental responsibilities with the governmdiftus they want to be recognized
as a benchmark. However, corporate greennessllisa ssubjectively constructed
reality. And, instead of the promotion of commotenests, which is the traditional
notion of politics, the term “politics” here refets the promotion of actors’ own
interest and the pursuit of social legitimacy foisimess in particular. All businesses
and every single company need legitimacy from therosinding society. The
paternalistic perspective relating to companie! pelitical role and green authority
reflected in such corporate green discourse impliasthe firms need the public to
share the same meaning of corporate subjectivity gpeenness, the same
sustainability practices, and the same standarmisip@nies adopting green strategies
which seem to be good to society might also be nstoed as companies for taking
over control and reducing potential risks in the&nagement (Scherer and Palazzo,

2011).
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The above analyses have shown that companies astructing their meaning of
environmental responsibility and it is the same migg shared with society. In this
sense, society plays an important role in the wayipanies define greenness. Both
actors, over time, are interacting to construct aithnge the meaning of
environmental responsibility. The corporate disseumpractices often occur in
response to stimulus from society. The discourselfitis constructed with the
collaboration of society and it can only be constied through interactions. However
the discourse aims to dominate and fulfil speajfoals of the companies. It is an
exercise of power. It is an attempt to try to retppwer back to the companies. In
order to accomplish that, they represent good witld seek to achieve a good

relationship with different stakeholders via greelvertisings.

The empirical analysis showed that the corporaeemradvertisings embraced an
approach to greenness that is informed by neolisera and ecological
modernization; this approach, represents enviromsheasponsibility in ways that
give the impression of companies taking it seriguaind yet it has limited its
importance and constrained the types of responsesohsumption activities.
Consuming the environment responsibly is re-inetgm as consuming greenness,
rather than consuming less. By doing so, compatiage marginalized the

opportunity to hear more transformative ideas.

The conclusion is that discursive approaches afiywimg environmental advertising
are a combination of ecological modern and neddibgiscourses. Both of these two
meta-discourses are flawed, because by commodifyatigre, limiting the character
and magnitude of change that is required, and macesponsibility to act onto
companies and consumers, only a constrained uaddisty of environmental issues
is offered. As Coffey and Marston (2013) arguetHer consequences of such

approaches are that they recasts ecological maadg¢ion in ways that provide for
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the further encroachment of neoliberalism, throdgiming neoliberalism as a
positive sum game for the environment. The corgogaeen discourse also restrains
the transformative potential of ecological modeaticn by ensuring that
environmental issues are always considered thrdlughens of neoliberalism. This
ensures that the environment is considered in aptiwentric terms, and markets and
market forces are positioned as the most efficeamd effective way of promoting

environmental objectives.

7.7 Conclusion of Chapter 7Green Advertising - Saviour or Hypocrite?

As the environmental awareness is emerging globidiléyconsumers are also voting
for the green products, but how do they know theegness they see is the greenness
they truly need for environmental protection? Othié green consumers and market
are socially constructed, is such constructed gress problematic? Put it another
way, will the corporate greenness represented fipocate advertisings really solve

environmental problems?

Supporters of green marketing, such as Hailes (1888 argued that green corporate
advertising campaigns use the corporations’ intenal prestige to “green the
consciousness” of the American people and thus Idhbe considered as a
progressive social movement. However, Hailes's g seems to be
over-optimistic. There have been doubts on therpssive effect advertising brings.
Firstly according to Discourse Theory, certain abcealities, such as the corporate
greenness, are represented and established in igmursive practices of
communication and marketing. Through commercialegradvertising, firms are
able to defend their image and construct the megaoirgreen consumption as well
as their green identity through symbolic manipolas. Moreover, social reality is
constructed by and becomes understood throughutiseoBut, not all the existing

discourses have a similar: some discourses areawitgher “truth value” than others,
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and they are more easily to be accepted. Sometidiesourses with self-evident
means can be considered as absolute truths. Inmitdern consumer society,
companies and their advertisings in various foriangeha prominent role and spread
their influence to every corner of the world. Adv&ng as a corporate discourse is
powerful in shaping public opinion and consumer cpptions. Meanwhile,

advertisings by their very existence can limit @deernative ways of interpreting

social reality. Therefore, it should be carefullynsidered if the commercial green

advertising really plays a saviour’s role to sdive global environmental problems.

Secondly in the perspective of critical theory alvertising (e.g., Haug 1986),
advertising has been theorized as part of an expamdpitalist mode of production
in the transition to consumer capitalism. This t@nexplained that capitalism is
looking for ways to commodify the world and transfioit into collection of

commodities. In such process, advertising produwmesumerist demand through

inventing desires and false “needs”, and stimuldtedetishization of consumption.

In a CDA approach, this study results reveal amegg contradiction of corporate
green advertising discourse: in one hand, greenertidwngs claim their
environmental responsibility or/and promote the immmental benefits of their
green products; in the other hand, they indicatertbed to keep consuming, and
consuming the greenness. The paradox is that ti#gon caused by consumption is
expected to be solved by consumption. And thensiti value of the environment

and environmental movement are both commercialized.

This study also shows that corporate green aduegtiepresents an ideological force
in social reproduction, and it works as an indigigle force in the reproduction of
capitalist and the maintenance of consumerism heggniBesides, green advertising

produces a new desire for green consumption —mswuoe for a green fashion. In
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this sense, green marketing has acted as a brietgeeén the people’s concern and
worry to the environmental problems and their cetesit desire to maintain the

Western consumer lifestyle.

Thus my research findings accord with Prasad andeg&l (2005)'s claim that
business green discourse provides nothing moresyrabolic reassurance to people
who are increasingly anxious about the undergoieigrebration of the ecological
system. The advertising fuelled green consumpt®nstill contributing to the
capitalism and consumerism, and not necessarily effiectively solving
environmental problems in the current world. Theref this study agrees with
Banerjee (2003) who points that the popular ideds eoo-efficiency and
eco-modernization, and the widely adopted greerketiag practices in the current
capitalism system will not save the planet. Baree(2003) points out that current
discourse on sustainability ensures that ecologiatibnality is determined by
economic rationality. This leads to even furtheosesn of alternate cultural and
social values assigned to nature. As a result,ekiimguishes the very cultural and
social forces from which possible solutions to pinesent environmental crisis might
emerge. Agreeing with such argument, this study mgplies that, under the erosion
of corporate green advertising, the current dissesirof sustainability might be
increasingly depoliticized by corporations. Througtheir neoliberalistic
environmental discourse, the environmental chdiee® been translated into market
preferences; instead of a green lifestyle whichterexd on the idea of consumption
reduction, the green life in fact still stagnateshwhe same consumerist lifestyle.
The main difference is that the advertised grefenidi stuffed with brand new green
products If in the future, each Chinese family @am two electronic SUVs and
afford for a American style and green house, ibrihging any relief to China’s

vulnerable and deteriorating environment?
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With the arguments above, this research resulteagmith the arguments from
critical marketing scholars (e.g., Banerjee, 20l&lly, 2000; Lv and Yan, 2003).
Banerjee (2000) believes that green marketing, e & eco-modernization and
eco-efficiency, will not save the planet. van Dand aéApeldoorn (1996) claim that
marketing has had an inherent drive toward enviemal unsustainability. Jhally
(2000) further points that commercial advertisingse designed to produce
instantaneous pleasure and advertising seems tmsetable for future projection
and long-term strategic planning. The myopic natalgo appears to constrain
advertisings’ ability to express concerns for hunmveelfare on a communal and
societal level. Green advertising with no differens short-term time frame and thus
inadequate in navigating a change from endlessucopon toward environmental
concerns and practices (Jhally, 2000). Moreovepaate green advertisings allow
for the discursive play of ambitious ideas so thétm in the unsustainable industry
of extracting finite natural resources could ddseritself as contributing to
sustainable future (Knight, 1998). Lv and Yan (200%refore distrust businesses’
ability to initiate a structural shift in market @womy, and they envision a
“‘government-led” green marketing revolution thatcludes the environmental
education of the masses, the stipulation of enwir@mtal laws, and the innovation of

green technologies for the development of greerkatiaug in China.

Consequently, the eroded boundary between envimtaneesponsibility and
profitability restricts the firms’ commitment andotivation in making real changes.
And firms’ emphasis has always been on picking ltve-hanging fruits such as
cost-saving, efficiencies and PR that pose lititedt to the status quo. The corporate
environmental responsibility in this way is “hijaaK’ by the economic capture of
corporate greenness. Therefore, if the corporagergng is to be moved beyond, the
assumptions that business is promoting environrhaetponsibility need closer

examination and further critiques.
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In next chapter, | will give a conclusion of thisidy and discuss the implications for
practice. In addition, | will consider the limitatis of my work and how they direct

for future research.
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Chapter 8: Conclusion

8.1 Research Summary

This is the final chapter of my thesis and sumnearithe overall results of the
research. In order to understand the emerging phenon of green advertisings in
China, this study has focused on the constructibrigoeenness” from green
advertising discourse on corporate websites. Thpgse of my study was to explore
how companies use online advertising language tresent themselves as
environmentally responsible and construct the nmpmf green consumption in

advertising green products/services.

Critical Discourse Analysis (CDA) was chosen asagpropriate theoretical and
methodological approach to examine language cartsettuby companies in their
websites. Fairclough (1992a, 1995a, 2001) arguadtkimough the close and careful
study of language, it is possible to not only digcand interpret representations, but
also to explain the formation of relationships, gagses, and structures that affect
individuals. The theoretical component to Fairclosg2001) approach to discourse
analysis is concerned not only with overt or segtyirobvious representations in
language, but also with obscured or opaque messiligdisodologically, CDA offers

a process that can illuminate representations withe language, providing the
researcher with a systematic set of inquiries talyae both textual and visual

constructs in relation to social phenomena.

To investigate the role of language on corporatemeradvertisings, data from four
companies were analyzed in order to ascertain oms femploy online advertising
language to represent themselves as well as thegtupts, as environmentally

responsible or green. Firms were categorized aouprdo similar sets of
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organizational characteristics such as their piongeosition in green markets, and

their resource-based industrial background evaloaif China’s Green Firms.

This research sits at the intersection of and dg@getlialogue to growing research of
corporate social marketing and green advertising, aitical studies with a special
focus on firms’ environmental communication praeside.g., Budinsky and Bryant,
2013;B6hm, and Brei, 2008; Corbett, 2006; Crane, 2080n&, 1989; Jhally, 2000;
Kilbourne, 1995} ivesey, 2001). This study aims to contribute te development of
communication theory in a critical tradition (eltpbermas, 1981/198®Meetz, 1992)
and helps people to understand what role compaameks their corporate green
discourse plays in the greening development and@rmmental protection practices,
especially in the context of China, where the emwinental consciousness is
emerging and open to various influences (Welle§&2@Wong, 2003). Therefore, the
implications from this research can encourage amémce debates on issues such as

environmental protection.

8.1.2 Corporate Green Advertising as the Trojan Hose

By analyzing the green advertising discourse, mseaech has found that the
businesses in subterfuge of their green adver8simgd advocated green
consumption, have invaded the Trojan city (of emwnentalism and green
movement). According to Catton and Dunlap (1994)yirenmentalism means
embracing the belief that some radical changesument lifestyle and economic
systems may be required to prevent environmentalada. Thus, by this definition
of environmentalism, the green consumption promotad corporate green
advertising is eroding and changing the existingummegs of environmentalism, and
infusing it with consumerism. By constructing theeaning of and promoting the
idea of green consumption, green advertisings serdsages that consumption

works, consumption delivers a healthy environment.
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It can be further argued that the corporate greecodrse is the companies’ Trojan
horse; not only do they gain consumers’ agreemerdomsumption and companies’
legitimacy as environmental responsible, but ad&e ver influence and governance
on environmental issues. The reliability of corgergreen standards presented in
corporate green discourse is an open questiort, &itlsough the green discourse has
described a responsible and paternalistic roldifiors, the corporate environmental
responsible practices are not solely for protectivgenvironment and it is difficult
to say that corporate standards are not used tomzaxthe company’s interests such
as brand security and productivity. Environmentahdards or practices which do
not make business sense might be excluded fromp@ede sustainability package.
Secondly, the standards developed by companies nmakeparisons and
interpretations of data difficult and politicaljharged. It needs to be admitted that
MNCs such as GE and Unilever are proactively pushforward China’s
environmental system and helping to implement suetélity practices. However, it
is problematic if the MNCs exert too much influenae policies and rules, and

through this then establish their hegemony.

Green advertising is a celebratory discourse on pleasures and power of
commodity consumption — a discourse that frameparate green products as a
solution to environmental problems caused by thi&iies of over-production and

over-consumption. However, is not it ironical armhtradictory that the solution to
environmental problems caused by over-consump#ido consume more, not less?
The corporate green advertising is analogized asTthjan Horse because it is a
form of deception. It is deceptive because firstagssociates consumption with
human desires to which it has no real referencd; secondly, it makes people
believe green consumption is about buying a grédestyle such as social respect,

health, beauty, and power to control their envirentn
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There is a clear conflict between the need to sever at least to control the impact
of our economy on the biosphere and the imperatfesapitalism — to maximize
continuing growth in the search for profit. Hobslba\(2011) sees this as the Achilles
heel of capitalism. Lowy (2010) argues that theimmmental problem lies with “the
capitalist system — its absurd and irrational lagficinlimited expansion and capital
accumulation; its obsessive drive to increase nahtg@roduction in pursuit of
profits” (p. 19). However, the mentality reflected green advertising discourse is
that when there appears to be a problem in thesyshe industry’s approach is not
to go back and see what is wrong with capitalismit, to come up with some
high-tech fix that allows the system to surviveclsa techno-centric approach and
anthropocentric way of thinking can only do morenmand delay the real changes to
the problematic system. It is like a Chinese citjarproduct with an advanced filter;
even though its advertiser highlights the highlgefing function which largely
reduces the toxic inhalation for smokers and comoates it as “healthy cigarette”,
the cigarette is still harmful to smokers. Howevpersuaded by the cigarette
advertising, the smoker might even consumer magarettes than normal because

he or she is convinced about the beneficial fumatibthe cigarette filter.

Similarly in the green advertisings studied henechsas the one on eco-cars,
although they can reduce the pollution level of iglgls, it is unlikely that the
products will preserve this “delicate balance”. &vié all cars were fitted with a
hybrid engine or battery, the 50% reduction in ftesl emissions would fall well
short of the 90% reduction in all emissions deemeckssary before 2030 to prevent
a rise of more that 2° Celsius in average worldperatures (Monbiot, 2007: xxii).
To cite an example from another manufacturer, LRoger offered buyers of their
Discovery 3 model a “CO2 emissions offset for thistf45,000 miles” of the car’s

lifespan (National Geographic, 2007a: 4). Howevtke, effectiveness of offsetting
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schemes is both uncertain and unproven, and meesyits the continuation of
pollution rather than enable its significant reduct(Monbiot, 2007:210-212; Smith,
2007). Based on such facts, the main aim of théserasements is to convince
consumers that companies are doing as much ascéreyo alleviate harm. Often,
however, these companies are engaging in a toksturgewhilst continuing with

business as usual.

The move toward a commitment to the notion of snatde development reflects the
fact that firms have begun to recognize that thayd not maintain rhetorical control
of the discursive field. Or, the language gamesutiite environment could not be
contained within a narrow discourse of technicagdezise. Rather, the argumentative
others (such as NGOs and other stakeholders) Héared alternative constructions
of reality that have forced firms to address ddfere through dialogue and processes
of discursive struggle. This is the reason why $irarn to accept a more open and
frank way with others in order to reach acceptaddéutions in their green and
sustainability development programs. In additioigtening to outside views, firms
are explicit about their plan to tell their own rstdetter in the green advertising
discourse — to revitalize and reactualize the diss® of development within the

discourse of sustainability and stakeholder codjmera

However, the business world has retained its leostilitude towards environmental
issues until the societal atmosphere and politicathas have adopted a different kind
of more optimistic environmentalism associated witie concepts of “green
consumption” and “sustainability development”. Brént from the previously
advocatedzero-growthscenario, one of the key ideas of sustainableldpreent is
the mutual consistency of economic growth and emwirental protection. The
underlying idea in sustainability is that therens problem with economic growth.

Through corporate strength in developing new grarniucts, the environment can
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be protected and people’s sufficient livelihood daa achieved, as long as they

consume companies’ green products.

While the sustainable model of business and ecana@velopment advocated by
business seems to be a reasonable conclusiondo, tea corporate green discourse
largely silences the fact that it is impossibledtithe people in the world to have the
standard of living enjoyed by the industrializediotries. It has been estimated that
it would take the maximum output of not one, but glants to sustain the current
world population at the standard of living of areeage American (WWF, 2004). The
idea of sustainable development origins from thenBtland Commission’s famous
report, Our Common Future (WCED, 1987). It was canded by politicians, not
scientists, thus the beautiful thoughts and palitcompromises do not guarantee
that the planet earth can be saved and environpretgcted from economic growth
and fast growing consumption before depletion ofowvece, even though the

consumption is greening.

Population growth, together with growth in consuimpt is not the only cause of
most environmental problems, but also creates mutar that is an absolutely
impossible long-term trend in a finite system. AsuRRling (1966:1) put it strikingly:
“Anyone who believes exponential growth can go orever in a finite world, is
either a madman or an economist.” Similarly, thengh fetish has been criticized by

Hamilton who states:

“Growth not only fails to make people contentedgdstroys many of the things
that do. Growth fosters empty consumerism, degrdlkdesnatural environment,

weakens social cohesion and corrodes charactewé&etre told, ad nauseam, that
there is no alternative.” (Hamilton, 2004, p.x.)

While economic growth may promote environmentalbursd behaviour to some

extent, to an even greater extent, it creates muate consumption and ecological
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burdens (Kallio, 2007). This is especially true figveloping countries, such as
China. Ayres et al., (2001) make this point furtivenereas economic growth creates
sorts of wealth, the existence of human beingsoisstituted by environment —
natural capital instead of human—-made capital. Gheenatural capital has been
turned into human-made capital, it is hardly reddarrto natural capital. The lost
natural capital, such as rainforests or extinctigse will not be bought back (Ayres

et al., 2001)

In conclusion, although the “development” and “gtioiwvthemed corporate green
discourse tries to portray a promising picture, necoic growth does not make
people happier or preserve the social wellbeinge 3t called green technological
advancement or development which has fuelled geeesumption and sustainable
development, is also hardly going to protect emvmental wellbeing. This is not to
criticize all growth or support — only zero-growtBut, the acclaimed green
consumption and sustainable development advertdesld be examined and

mantra of corporate greenness discourse questioned.

In addition, the underlying objective of this forwf corporate environmental
governance — always more business growth and maomsumption of material

products — inherently limits its capacity to refortowards real environmental
protection and sustainable development. Overalinfra critical perspective, the
companies’ efforts and logics reflected in theieagr discourse will not resolve the
eco-pressures from a growth-dependent world economBifective global

environmental governance will ultimately require neore shared and publicly
justified governance approach with strong regutatamd sustained advocacy to go

beyond the important but ultimately incremental Inignd market improvements.

8.2 Contributions and Implications of this Study
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The contributions of my study can be summarized dasisified in three categories:
1) practical applications; 2) methodological cdmitions and 3) a

theoretical/epistemological contribution.

8.2.1 Practical Applications

This study aimed to set the stage for marketing athekrtising scholars to enhance
the understanding of how advertisings are depl@yedorporate websites to promote
firms’ green brand and products/services, and tsider the consequences of the
application of advertising discourse in the domainenvironmentalism (which is
used to be a non-commercial and public sphere)n Hvihe research did not have
any straightforward managerial applications, italge in line with the emancipator
goals of the critical discourse analysis traditadimresearch. The research results are
helpful to increase the awareness of the publith®o discursive production of a
particular “reality” where “the environmental reswibility” is depicted as a
consumption practice. By showing how the widely ogrized “green firms”
produces powerfully influencing advertisings (armhsequently gets a substantial
sales and market share), this study aims to highlitpe “hypocritical” and
self-contradictory greenness. It is expected ttwatighlighting the conflict between
what corporate greenness claims to achieve (suahnas-win future) and the reality
that the green advertisings are hiding but we amgently facing, society and
consumers will be able to critically assess corf@ogaeen advertisings and be able to
resist certain consumption patterns and induspriattices which are pernicious to

the environment. The next section will also suggeslications for practices.

It needs to be emphasized that, the emancipatamslof critical discourse analysis
put me, as the critical discourse analyst, in ailpged position. By claiming
emancipatory and educational purposes, | impliditiply that | know best, and |

have been able to uncover hidden meanings andatiagd ideologies. | make my
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findings available to the public, with an aim tatify wrong-doings as posited by
CDA principles. Placing oneself in such a privildgmosition is arrogant. Therefore,
it is important that one shows reflexivity. The & | conducted is not more than
one interpretation: the research himself is partsofiety, influenced by it, and

socially constructed by discourses he seeks torsdieat.

8.2.2 Methodological Contribution: Application of CDA

This research makes a novel contribution of apply@DA to environmental
advertising and marketing. The potential of CDAmarketing is considerable. For
instance, CDA has been applied by Fairclough (1995tudy the marketisation of
British universities. The fous of this researchammmercial advertisings highlights
the potential contributions of CDA in areas outsaleits traditional playing field
(such as racism, anti-Semitism, and identity anttigeissues). In addition, the CDA
approach in this study has included fieldwork migwvs and documentary data as
supplement to the main online data, in order to gasights for enhance the validity
of its societal explanation. Such effect representsomplement to Fairclough’s

three-dimensional framework with Wodak (2001)’scdisrse-historical approach.

8.2.3 The Theoretical Insight for Understanding theDiscursive Construction of
Commercial Greenness and its Meanings

The last contribution of the research comes froengtemises of a development of a
critical environmental/green marketing agenda. i€xitmarketing viewpoints were
taken in this research and provide an approachhéo study of marketing in
commercial context focusing on ideology and crigicqef academic discourse. The
critical perspective identifies that marketing werks a powerful economic, social,
and cultural institution designed to control consusn(Denegri-Knott et al., 2006).
This is also the case when marketing includes enmental issues. This study has

revealed the discursive constructive charactesissticcommercial greenness and its
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emanated meanings. It also discussed the relatpnsétween discourse and
institutional contexts and how the interaction @sudivergent discursive features in

the context of China.

Overall, this investigation, and the issues itegjswill be important not only for CSR
scholars, but will also contribute theoreticallydommunication studies and critical
social theory. In next sections, research implacetifor practices and potential future

research directions will be discussed.

8.3 Implications for Practice

The research findings have several implicationgfactices. Firstly, the analysis on
corporate discourse has revealed the conflict batvemvironmental protection and
resource preservation, and the intrinsic expleoigathature of capitalism business.
With its short-term calculus of profit and losse tharrow-minded rationality of the
capitalist market is intrinsically contradictory tthe rationality of the living
environment, which operates in terms of long, rataycles. As Lowy (2010) points:
“It is not that bad ecocidal capitalists standha tvay of good green capitalists. It is
the system itself, based on pitiless competiti@mand for return on investment, and
the search for quick profits that is the destrogeecological equilibrium” (p. 19).
This implies that, in contradistinction to the &ism of commodity production and
the automatically self-adjusting economy propouniogtheoliberal economics, what
is of need is the emergence of a “moral econonicgtonomic policies based on
non-monetary and extra-economic criteria. So thiplication suggests integrating
economics into its environmental, social, and pmitintegument. Partial reforms
are totally insufficient. What is needed is to ss@ the single micro-rationality of
profitability criterion with an environmental andgal macro-rationality, which

means that civilization will have to operate acaogdo a different paradigm.
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In order to achieve greater sustainability and nsofigstantive progress, a number of
elements of marketing thought and practice neebletoeshaped for industrial and
marketing practitioners. Firstly, the advertiserodd encompass the means of
production and the broader activities of the praduchis can help consumers base
their purchase decision on issues beyond the tengibducts. Secondly, the markets
need to be changed. New types of market in whickenah flows become more
circular through product recycling, and alternatif@ms of production and
consumption (e.g., farmers’ markets) can be creaedediscovered. Thirdly,
marketers and advertisers can emphasize more oethefits from product use
rather than on the joys of product ownership. Andrkating and advertising

communication can aim to inform rather than jugpriess.

The agenda for change is radical and challengimgrfarketing practitioners and
industry. However, without addressing these issoegketing will continue to act as
an obstacle to progress towards genuine sustaiyabiladdition, it needs combined

efforts of consumers, practitioners, policy makarsj scholars and educators.

For consumers, they should be aware of the comaleadvertisings’ manipulative
nature and their advocated obsessive consumpfiestylie. For public policy and
communication intervention, as the limited abilitfiybusiness to initiate a structural
shift in market economy, it is necessary for thevggoment to envision a
“policy-led” green marketing revolution that inclesithe environmental education of
the masses, the stipulation of environmental laswg] the innovation of green
technologies. | believe that the Chinese governmaumt intervene to support the
greening of the business sector. For example, gavemt policies can be designed to
promote green industries such as clean/renewaldeggrand organic farming.
Besides, the Chinese government cannot only foanuSIBP growth but should pay

more attention to the industrial upgrading and nfecture waste reduction
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procedures. For example, as Akenji (2014) suggdstsgovernment can attempt to
integrate well-being in its development measureseit addition, government
should also develop greater incentives for greemvtir in private sectors. Besides, a
greater investment in public television (on envirmmtal protection) is needed to
provide a genuine alternative to commercially dtrced broadcasts. Such alternative
media can be helpful to civilians as consumersairtdiscovering and determining
what they really wanted to be and discerning f@nbkelves what kind of a world
they wanted. For Chinese consumers, there shouldltbmatives to the Western

consumerism lifestyle.

While deep structural change to the current capitalsystem is unlikely to be
realized in the near future (Fineman, 1998; Cawa®®901), it can happen gradually
through education. My research suggests that aivéaeducation” is necessary for
developing consumers’ green awareness becauseratagpeen advertising is after

all consumerism which cannot solve the environnmgntzblems.

The “active education” involves a true politicaktiemand the public authorities must
play a role. Formal sustainable development edwmtatn schools should be
reinforced, especially in China where lacks envmental literacy amongst
consumers. Business schools should also play aveadle in the sustainability
progress. Educators and scholarship need a stresganch ethics to be more
reflective and morally attuned to consequenceshefadvertisings, and to educate
students to be more aware of the potential cordtiadi of green advertisings and
green consumption advocated by such advertisingser@gents of change should

include consumer associations, trade unions, avidommental movements.

8.4 Limitations and Future Research

As | have indicated in Chapter One, this study bkeseral limitations. These
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limitations present opportunities for future resdarFirst, it is limited in what | can
claim because it is based on a sample of adveristsmirom websites of four
companies that operate in China. The robustnessydindings could be tested by
continuing to collect advertisements over time avith more companies’ green
advertisements. My study has explored and idedtifltee differences among the
firms which are from different backgrounds, follogi this direction in the future
studies, the data scale can be further enlargadexample, future study can be more
detailed and look at how the industrial differenagfuence on the construction of
green advertisings. Similar future studies can &sois on other types of firms in
order to ascertain the types of language at workheir green advertisings online.
Moreover, as my study findings suggest, there argelations between discourse and
its contexts, it is important to find out more distaon the differences in the
advertisings’ cultural, historical and societal taxts, and how the differences exert
influence on the localization processes of mulioradls’ advertising discourse.
Besides focusing on the relationship between catpodiscourse and its external
context, it is also interesting to consider theaoigational internal influences on its

green discourse.

Secondly, my study is limited to online advertisatse Future studies could include
different advertising mediums applied by compansegh as printing and television
advertisements, to compare their discursive cartistet characteristics. It can also be
fruitful if the future research applies a longitdi approach in collecting green
advertising data, such approach with discourseyaisatan provide a lens to study
institutional change and how institutional fieldsolve under the influence of

institutional entrepreneurs’ discursive practiddsifir and Phillips, 2005).

Thirdly, the study analyses the discourse andydges of signs without testing their

effect. As Van Leeuwan (1993) states, discoursseen as the instrument of power
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and control and as the instrument of the sociaktantion of reality. Therefore,
CDA analyses language through texts in order taestigate their interpretation,
reception and social effects (Titscher et al., 20@@owever, this study mainly
focuses on the side of companies as advertisech I8nitation suggests that future
study should also include the consumer side, amckamine the reception process of
company produced discourse. Future studies coulmmwe how these green
advertisings influence a range of viewers to magess of environment in their
purchase decisions, and explore the role of adbwegti discourse in shaping
consumer decision making processes through itsuanfle on consumers’
interpretations and action. For example, as Pungtral., (2010) have suggested,
studies could introduce simulated exposure to gear conditions and analyze the

process and outcomes of green purchase decisretaiion to these advertisements.

Fourthly, as recent branding research suggests tirand meanings are
co-constructed through a dialogue between managersonsumers (O’Reilly, 2005;
Schembri, 2009; Roper, et al.,, 2013), future redeacan also extend the
managerialist paradigm to incorporate the consuied, to identify the dialectic,

co-constructed nature of environmental consumecisitare.

Similarly in a dialectal perspective and in additito a focus on the interaction
between advertisings and consumers, future resesaohinclude argumentative
studies on green discourse. As Harjer (1995) caistethat “argumentative
interaction is a key moment in discourse formatibngeds to be studied to explain
the prevalence of certain discursive constructiqps™4). Studies can focus on the
environmental discourse which has controlling effeover how environmental
problems are understood and study the discursiuggies between corporations and
their critics as a kind of forced “dialogue”. Tligeam of research is able to find out

how companies and critics make their own transftineaeffects on each other’s
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conception of, and relationship to, the naturaliremment; and how their interaction

in discourses help to adopt — and adapt — the diseaf sustainable development.

Lastly, possible future research direction can bgniimg discourse analysis with

psychoanalysis in the field of green advertising amarketing. Such research can
aim to understand how green advertising impacterstibjectivity of consumers. In
the wider social sciences it has been long recegnihat “psychoanalytic theory is
eminently qualified to capture, map and interpredse mechanisms in ways that
more traditional analyses and the standard lettigiques have been unable to
envisage and/or fully develop” (Stavrakakis, 20@1)2 More specifically, a

Lacanian conception of commodity fetishism can useshvestigate how greenness
is integrated into the fantasy or desire which titutes the fetishism in the capitalist

society (Zizek, 1989, 1997).
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APPENDIX A

Fieldwork Interviews with Companies

Companies Main Interviewees Archival data
green/environ sources
mental focuses

GE Pollution 1. Director of China’s Company annua

(Category 1) | reduction; Ecomagination Project; reports;

Clean energy | 2. Two Scientists of R&D Centre; | Sustainability
3. Manager of Branding and reports
Advertising Office
Unilever Pollution 1. Vice President of Marketing; Company annua
(Category 1) | reduction; 2. Director of Sustainability reports;
Department; Sustainability
Researcher of RandD Centre; | reports
BYD Pollution 1. Manager in Marketing Office; Company annua
(Category 2) | reduction; 2.  Manager in PR Office reports
Clean energy
Landsea Clean energy; | 1. Chairman; Company

(Category 2) | Pollution 2. CTO; internal journals

reduction 3. Manager in Marketing Office
4. Manager in PR Office
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APPENDIX B
Unilever’s Sustainability Living Plan
(information extracted from Unilever's SustainalyilLiving Plan reports from 2011-2012)

Unilever’s Sustainable Living Plan, launched in Ember 2010, aims to “help everyone enjoy a good
quality of life while respecting the planet” andnststs of three broad goals to achieve by 2020:

® halve the environmental footprint of Unilever protil

® help more than 1 billion people take action to iayar their health and well-being

® source 100% of agricultural raw materials sustdinab

The plan includes seven pillars — health & hygienatrition, greenhouse gases, water, waste,
sustainable sourcing and better livelihoods — antbtal of 50 core commitments. In order to
implement the Plan throughout its more than 100ketar the company has, among other things, sent
out best practice toolkits, set up an R&D team ckeiéid to sustainability, as well as an employee
network of sustainability ambassadors.

Unilever's philosophical shift towards sustainapitievelopment: reflects increased awareness among
corporations that long-range planning and futurepetitiveness depend on sustainability -- doing
business without damaging or depleting naturaluesss.

Unilever is also hedging its bets some—it is pramgisa 50% reduction “per consumer use’—and it
acknowledges that it can only grow sustainably bgnging consumer behavior. That's no small
matter and one that is largely beyond its contgtill, Unilever's Sustainable Living Plan, as it's

called, breaks new ground for a number of reasons.

It is comprehensive, setting more than 50 soc@nemic and environmental targets. It is rigourous;
the company says it has measured the carbon, vestgrwaste footprints of 1,600 products,
representing 70% of its volume. It’s far-reachitaking into account the full lifecyle impact of its
product—from “seed to disposal,” as one executiveitp It builds on an impressive past history when
it comes to sustainability.
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APPENDIX C
Janks (2005) Linguistic Analysis Rubric

Linguistic feature

Explanation

data

Lexicalisation

The selection/choice of wordings.

Metaphor Used for yoking ideas together and for the diseersonstruction
of new ideas.
Euphemism Hides negative actions or implications.
Transitivity Processes in verbs: are the verbs of :
Doing/being/having/thinking/feeling/perceiving/sagiexistential
Voice Active and passive voice construct participantd@ess or as

done-to’ s.
Passive voice allows for the deletion of the agent

Nominalization

A process is turned into a thing or an event withgarticipants or
tense or modality.
Central mechanism for reification.

Mood Is the clause a statement, question, offer or comdfha
Modality Logical possibility/probability
Degrees of Social authority

uncertainty

Modality created by modals (may, might, could, yiddverbs
(possibly, certainly, hopefully) intonation, tagestions.

Pronouns

Inclusive we/exclusive we/you

Us and them: othering pronouns
Sexist/non sexist pronouns

The choice of first/second/third person

Sequencing of
information.
Logical connectors —
conjunctions set up
the logic of the
argument

Sequence sets up cause and effect.
Conjunctions are:

Additive: and, in addition

Causal: because, so, therefore
Adversative: although, yet

Temporal: when, while, after, before

Adopted from Janks (2005)
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APPENDIX D

Kress and van Leeuwen (2006)’s Visual Analsysi Rular

Visual feature

Explanation

Data

Descriptors

A basic description of the visual elements such as
actors and carriers; angle; colours; graphics;; font
settings; spatial relationships

Actor The active participant(s) in an action proceshds t
participant(s) from which the vector emanates or
which if fused with the vector.

Goal The passive participant in an action process is the
participant at which the vector is directed.

Interactors The participants in a transactional action process

where the vector could be said to emanate from, gnd

be directed at, both participants.

Transactional reaction

An eyeline vector connects two participants, aterac
and phenomenon.

Non-transactional reaction

An eyeline vector emanates from a participant, the
Reacter, but does not point at another participant.

Setting The setting of a process is recognizable becagse th
participants in the foreground overlap and hence
partially obscure it (e.g., soft focus, over/undelour
saturation)

Means A process used to create image (e.g., photograph

graphic, logo).

Symbolic Attributes

Symbolic attributes are made salient in the
representation in one way or another. (e.g., bydei
placed in the foreground, through exaggerated siz
or being especially well lit, or through their
conspicuous colour

D

Sequencing of information

Sequence sets up cause and effect;
Placement of images on a page (e.g., high, low)
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APPENDIX E

GE’s Ecomagination Advertising in China (with Chinese Characters)

1. The Internal Combustion Engine

“Where others only see organic waste, we seeaaure which can produce electricity and heat”

¥ r
L AL ALY

o cos
GEZEEHER

2. The Aeroplane Engine

“Every time you go past the tops of clouds, itl\wiiing you wealth”

’ - [ % : ) 2SR,

3. Train Operation and Optimization System

“Reduce fuel consumption, to save more money”
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4. Wind Turbines

“Power generation through wind-driven technologl make profits soar”
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5. Water Solution

“A clean water supply will wish you a good fortune”
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6. Coal Technology

“The cleaner the coal we use, the bluer the skiybeil
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