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ANOTACIJA

Sakumlapai ir nozimiga loma pievilciga veida prezentét majaslapas satura izvilkumu. ST
pétijuma mérkis bija veikt struktiiras analizi multinacionalo uzn€mumu korporativam
sakumlapam. Balstoties uz Korporativas Majaslapas Modela pamatu (Askehave un Nielsen,
2005), tika veikta kvalitativa un kvantitativa izp€te trisdesmit nejausi izvélétam uzpémumu
korporativam sakumlapam. Teorétiskais petijums atklaja, ka uzp€émumu sakumlapas satur
noteiktus retoriskos solus un hipersaites ar noteiktu tipu, kuras var analizet pieme&rojot Zanra
analizi. Secinajumi empiriskaja petijuma atklaja, ka gandriz visas izvélétas sakumlapas lieto
CHP modeli. Var secinat, ka §1 modela piemé&roSana palidz uznémumiem sasniegt
komunikativos mérkus, tai skaita, veidot pozitivu zimola uztveri un reklamét uzn€émuma
produktus un pakalpojumus. Ir nepiecieSams veikt papildus izpéti, lai saprastu vai piemérotu
lielaku specifisko hipersaiSu skaitu.

Atslegvardi: digitalais zanrs, zanra analize, kvalitativa analize, kvantitativa analize,

korporativas majaslapas.



ABSTRACT

The home page plays an essential role in introducing the content of the website in the most
attractive manner. The purpose of the research was to explore the rhetorical structure of the
corporate home pages of multinational corporations. The corpus of thirty randomly collected
corporate home pages was subjected to the qualitative and quantitative studies using the
Corporate Home Page Model proposed by Askehave and Nielsen (2005). The findings of the
literature review indicated that the corporate home pages comprise a certain number of
rhetorical Moves and types of Links which could be investigated with the use of genre
analysis. The results of the empirical study revealed that almost all corporate home pages
followed the CHP Model. It may be concluded that the application of the model helps
corporations to fulfil their communicative purposes, that is, to create a positive image of the
company and to promote the company’s products and services. Further research is needed to
investigate the necessity of applying a larger number of specific links.

Key words: digital genre, genre analysis, qualitative analysis, quantitative analysis, corporate

home page.
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INTRODUCTION

The digital media plays a prominent role in people’s lives, as it provides a unique opportunity
to communicate worldwide by using digital technologies. Thus, there has been an increasing
interest among scholars (e.g. Herring, 2001; Luzon, Ruiz-Madrid and Villanueva, 2010) in
researching the phenomena, variability and development of digital genres due to their novelty
in the new communication medium.

It is generally agreed (e.g. Furuta and Marshall, 1996; Dillon and Gushrowski, 2000)
and statistically acknowledged that the importance of websites is expanding due to the
growing influence of online advertising (Online 1). For the last decades, there has been a
significant increase in the use of websites worldwide (Online 2).

Websites are aimed to fulfil a set of specific purposes, depending on the sphere in which
they operate. In particular, multinational corporations use websites as a means to promote
their products and services in different countries. The aim of corporate websites is to establish
close relationships between their users by presenting a positive image of the company’s
products and services. Likewise, corporate websites use the English language so as to
simplify the process of communication on the international market.

The corporate home pages as initial pages of websites serve as effective tools in
providing key information about the companies by indicating their brand identity. Thus, it is
important that corporate home pages meet the genre requirements and are constructed in an
informative and persuasive way. In this regard, the application of approaches to genre
analysis provided by Swales (1990), and Bhatia (1993), as well as Askehave and Nielsen’s
Corporate Home Page (CHP) model (2005), may be useful in the attainment of the
communicative goal of corporate home pages.

Askehave and Nielsen’s previous research of corporate home pages has concentrated on
their organizational and functional patterns within the web medium. However, as the digital
genre of these pages is constantly developing, the present research attempts to test Askehave
and Nielsen’s studies so as to distinguish possible variations that may have occurred over
time.

Thus, the aim of this paper is to apply CHP model to the study of the corpus of the
corporate home pages in order to identify any variability in their structure and functionality.

The research questions of the paper are as follows:

1. What are the Moves involved in the corporate home pages that help to fulfil their

communicative purpose?



2. Which types of Links are used more often and how do they differ in terms of their

function in the text?

3. Which Moves and Links are mostly used in the selected corporate home pages of

multinational corporations?

As a means to examine the topic, the following enabling objectives have been set:

1. to research the relevant theories and literature on genre, genre analysis, websites

and the corporate home pages;

2. to select the corpus of the corporate home pages and to carry out a genre analysis of

Moves and Links;

3. to draw relevant conclusions.

The present research employs a comparative analysis of the pertinent theoretical studies
of Swales (1990), Bhatia (1993), and Askehave and Nielsen (2005), as well as the genre
analysis of a corpus of thirty corporate home pages of multinational corporations from the
quantitative and qualitative perspectives.

This research paper consists of two chapters. Chapter 1 reports on genre theory and the
genre analysis, approaches to the genre analysis, as well as webpages and the corporate home
pages, based on the theoretical contribution of Swales (1990), Bhatia (1993), Askehave and
Nielsen (2005), and others. Chapter 2 discusses the empirical results of the qualitative and

quantitative perspectives of the corporate home pages of multinational corporations.



CHAPTER 1 THE NOTION OF GENRE AND THE CORPORATE
HOME PAGE

Chapter 1 introduces three approaches to the genre analysis, that is, the New Rhetoric
approach, Systemic-Functional Linguistics, and English for Specific Purposes, and explains
how these approaches define a genre. The chapter has a prominent role in answering the
posed research questions, as it indicates the development and influence of the genre within
actual computer networked environments. With the help of the categorization provided by the

genre theory, these environments could be systematically identified.

2.1. Approaches to the genre analysis

The development of genre theory has become necessary, as nowadays, the concept genre has
acquired multiple uses. Etymologically, it originated from the French word derived from
Latin, gendre, and was used as a tool to distinguish ‘kind, or a class of things’ (Bawarshi and
Reiff, 2010:4). Initially, the genre was aimed to provide a classification of different types of
literature, such as poetry, prose and drama (Online 3). Nowadays, this definition and
classification of the genre could be considered as obsolete, as the meaning of the concept
genre has changed. The growing interest in the evolution of the genre could be explained not
only because of the technological progress, but also due to the variability of the communities
using different genres.

Since genre is constantly evolving, the necessity to analyse the stages of its evolution
within certain communicative events occurred. Thus, nowadays, there are three most
significant approaches in applied linguistics that are developed as a means to examine the
different ways in which the genre and genre analysis can be defined and applied: the New
Rhetoric approach, the Systemic-Functional approach, and the English for Specific Purposes
approach.

The New Rhetoric approach is represented by such scholars as Miller (1984),
Berkenkotter and Huckin (1995), Bazerman (2013), and Devitt (2013). The genre in the New
Rhetoric is viewed as ‘a conventional category of discourse based in large scale typification
of rhetorical action’ (Miller, 1984:37). Therefore, this approach puts emphasis not so much on
the form of the genre, but on the action it wants to perform. Bazerman (2013:62) develops
further Miller’s view of the genre by stating that as its typification takes place, the genre itself

provides ways how to use it:



A genre provides a writer with a way of formulating responses in certain
circumstances and a reader a way of recognizing the kinds of message being
transmitted. A genre is a social construct that regularizes communication, interactions,
and relations. Thus the formal features that are shared by the corpus of texts in a genre
and by which we usually recognize a text’s inclusion in a genre are the
linguistic/symbolic solution to a problem in social interaction (2013:62).

This approach emphasizes ‘genre as a means of social action, one situated in a wider
sociorhetorical context’ (Swales, 1990:44). In other words, the genre in the New Rhetoric
approach is primarily focused on the investigation of the relationship between the situational
context, social purposes as well as actions that emerged from social aims rather than linguistic
forms. Therefore, it could be stated that this approach provides a complex study, as the New
Rhetoric approach analyses the genre theory in terms of ‘reciprocal relationship between
relevant communication and specific discourse community’ (Online 4).

The Systemic-Functional approach or SFL is primarily based on the studies of such
functional linguists as Halliday and Hasan (1976), Rothery (1979), Martin (1984), and
Matthiessen (2004). According to Martin, the genre is viewed as ‘a staged goal-oriented,
purposeful activity in which speakers engage as members of their culture’ (1984:25). This
approach does not aim at studying the genre primarily in business contexts, whereas it
‘operates from the premise that language structure is integrally related to social function and
contexts’ (Bawarshi and Reiff, 2010:29).

The study of the particular approach has gained criticism on the grounds of the use of
mixed genres (e.g. Paltridge, 2001). Mixed genres are considered to be hybrid as they can
include features of several other genres (Bhatia, 1993:13). These genres appear when ‘mixing
private intentions with socially recognized communicative purposes occurs’ (ibid.).
Subsequently, this limitation could lead to a difficulty when ‘assigning texts into specific
genre categories’ (Paltridge, 2001:122). On the other hand, Johns asserts that ‘if we find the
notion of texts drawing on more than one genre useful, then we have to acknowledge the
distinctive recurrent configurations of meaning that are being drawn upon — the distinctive
genres’ (2002:278). Therefore, it is questionable whether mixing leads to deterioration in the
development of genres.

SFL ‘views language as a system of choices that link texts to particular contexts’
(Dudley-Evans, 2000:4). Thus, the main focus of this approach is put on studying texts within
the specific context, communicative purpose and staging as core elements of the genre
(Online 5). It could be also stated that this approach emphasizes the study of pre-genres
(Swales, 1990; Johns, 2002) within social context of genre. In SFL, language is analysed in
the way it is performed within English-speaking culture. Furthermore, language plays a

crucial role in ‘systematic description of its patterns in texts in various studies’ both in written
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and spoken form (ibid.). Additionally, Halliday emphasizes the importance of language
functions in the SFL context, stating that it is a form of socialization that ‘plays a role in how
individuals become socialized and perform meaningful actions within contexts of situations’
(1989:100). The discussed features of the SFL approach indicate that its main advantages are
connected with a broader view of the genre with regard to its rhetorical pattern in all forms of
language interaction.

The English for Specific Purposes approach or ESP is represented by such scholars as
Swales (1981), Bhatia (1993), Connor, Nagelhout and Roxycky (2008), and others. The ESP
approach could be defined as language-centred, as it views genre in terms of specific
communicative events (Online 4). The main emphasis in ESP, the same as in SFL, is put on
communicative purposes and staging within the genre. As Swales states, ‘a genre comprises a
class of communicative events, the members of which share some set of communicative
purposes’ (1990:120). This definition provided by Swales is of the fundamental importance in
the present research, as it puts emphasis on the communicative events in which interaction is
held with the help of external and internal communication. The definition of the genre,
elaborated by Bhatia (1993), mostly correlates with the one provided by Swales and stresses
the functionality of the genre in terms of its communicative aims. Bhatia defines the genre as
follows:

Genre is a recognizable communicative event characterized by a set of communicative
purpose(s) identified and mutually understood by the members of the professional or
academic community in which it regularly occurs. Most often it is highly structured
and conventionalized with constraints on allowable contributions in terms of their
intent, positioning, form and functional value. (1993:13)

This definition illustrates that the fulfilment of the communicative aim in the particular
communicative event could be viewed as the main function of the genre. It can be also
deduced from the definition that it is obligatory to follow the definite genre structure because
non-observance of it may result in a transition to another genre. Thus, it is necessary to
mention that genre is viewed as an interaction between the members of the communicative
events that tend to fulfil external and internal aims through the text and its context (Online 5).
Because of this emphasis, the writers who apply this approach are able to ‘manipulate the
options available to them for creative and rhetorical purposes of their own’ (Johns 2002:238).
Therefore, generic form could be characterized by such aspects as ‘generic integrity and
innovation’ (Bhatia, 2004:123). Despite the fact that integrity and innovation may be viewed
as contradictory aspects of generic form, they may complement each other in order to help the
members of specific discourse communities to achieve their communicative aims. As Dubrow

states, ‘a concern for generic traditions, far from precluding originality, often helps to produce



it’ (1982:39). Thus, it can be stated that simultaneous application of generic creativity and
generic integrity helps to develop genre in the most effective manner.
As a means to show the interrelationship between the constituents of genre, Swales has

developed a three-level genre model which is illustrated in Figure 1.1

Communicative purpose

Rhetorical strategies

Figure 1.1 The Traditional Genre Model (Swales, 1990:40)

In order to study the various perspectives of the genre, such a multi-disciplinary activity
as the genre analysis needs to be applied. According to Bhatia, genre analysis is ‘the study of
situated linguistic behaviour in institutionalized academic or professional settings’ (2004:22).
Furthermore, the concept of genre analysis is ‘defined in terms of consistency of
communicative purposes’ within the ESP approach (ibid.). This definition indicates that the
main emphasis of genre analysis needs to be put on the communicative event, if the variation
of the genre takes place.

As the genre analysis is essential for distinguishing the peculiarities of the overall
structure, the communicative purpose and the language choice of the particular genre, it is
vital to understand how each aspect is fulfilled. Connor, Nagelhout and Roxycky stated that
the overall structure is the most important part of the genre analysis in terms of ‘generic
superstructures, and rhetorical function analyses, such as moves, stages, and generic structure’
(2008:172). Bhatia provides a complex definition of the genre analysis, which is as follows:

Genre analysis is analytical framework which reveals not only the utilizable form-
function correlations but also contributes significantly to our understanding of the
cognitive structuring of information in specific areas of language use, which may help
the ESP practitioners to devise appropriate activities potentially significant for the
achievement of desired communicative outcomes in specialised academic or
occupation areas (1991: 153).

This statement indicates that the main focus of the genre analysis needs to be put not

only on rhetorical, but also on linguistic and communicative aspects of the text. Following the



above mentioned definitions provided by Bhatia (1991), and Connor, Nagelhout and Roxycky
(2008), it can be concluded that the genre analysis is a complex study that comprises both text
construction and interpretation in the specific discourse community. It is essential to apply the
genre analysis in particular texts, as it promotes the understanding of how definite groups
interact within the discourse community. The importance of identifying and knowing this
community could be explained in its facilitation of the fulfilment of the communicative aim
by applying the ‘conventionalized knowledge of linguistic and discoursal recourses’ (Deng,
Chen, and Zhang, 2014:7). This knowledge would help to fulfil the multiple aim of the genre
analysis in a more efficient manner.

The communicative aims that are expressed in stages could be achieved with the
application of specific Moves and Steps. According to Swales, the concept Move is ‘a
functional unit in a text used for some identifiable purpose’ (1990:58). Subsequently, Swales
(1990:141) developed a model for the organizational pattern of introductions in research
articles, which he included in CARS or Create-a-Research-Space model. This model of
generic staging consists of three Moves and obligatory or optional Steps. The goal of the
particular Moves and Steps is to create an effective introduction.

The Moves and Steps are as follows:

Move 1. Establishing a research territory

+ Step 1 Claiming centrality and/or
+ Step 2 Making topic generalization(s) and/or
+ Step 3 Reviewing items of previous research

Move 2. Establishing a niche

+ Step 1A Counter-claiming or

* Step 1B Indicating a gap or

+ Step 1C Question-raising or

* Step 1D Continuing a tradition

Move 3. Occupying the niche

* Step 1A Outlining purposes or

+ Step 1B Announcing present research

+ Step 2 Announcing principal findnings

+ Step 3 Indicating Research Article structure

Figure 1.2 The CARS model (Swales, 1990:141)
Despite the fact that the model can be viewed as an effective way of organizing texts,

namely, introductions, it has also received criticism. In particular, Johns criticized Swales’
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view of the application of Moves, stating that it could be considered as ‘overprescriptive’
because of the constant evolution of the genre (2002:4). Johns considered that it is impossible
to put a genre in certain boundaries (ibid.). It can be concluded that a text may be a typical
genre or it may vary; nevertheless, it is regarded as a typical or a less typical representation of
a particular genre.

The present research has applied the ESP and SFL approaches for the genre analysis of
the macro-structure of corporate home pages. It is relevant to use the ESP approach in the
particular investigation because of its communicative aims in the specific discourse
community, which is represented by the users of corporate home pages websites. Moreover,
the SFL approach that investigates pre-genres within this certain discourse community would
help to attain the rhetorical purpose of the research. Subsequently, the qualitative analysis of
the corpus of corporate home pages could be conducted in a more accurate manner if the

combination of both approaches to the genre analysis is applied.

2.2. Home pages as a genre

Ever since the Internet as the new medium has been introduced, the necessity to develop a
global communication network occurred. Thus, the opportunities, provided by the Internet,
have led to the appearance of unexplored spheres connected with the interpersonal
interactions of digital discourse community (Online 6). Because of the development of
modern technologies, a new type of communication called computer-mediated discourse
(CMD) has appeared, which is defined by Herring as ‘the communication produced when
human beings interact with one another by transmitting messages via networked computers’
(2001:612).

In order to communicate in the new medium, techno-linguistic environment was
created. Herring states that this domain spawned a phenomenon called a hypertext, which
developed a new aspect in language use within CMC (2001:1). This emerging innovation
required a certain systemization, which resulted in the introduction of new genres, namely,
‘digital or cyber genres’ (Luzon, Ruiz-Madrid and Villanueva, 2010:10). Furthermore, Luzon,
Ruiz-Madrid and Villanueva indicate that the main points that are emphasized in investigating
the newly occurred digital genres are as follows:

Research has focused on issues such as the transformation of genres from one medium
to another, the emergence and evolution of genres in digital documents, the
identification and classification of digital genres or the role of genre in the
development and design of information systems, among others (ibid.).



Askehave and Nielsen claim that the appearance of digital genres has led to a number of
new challenges faced by the emerging discourse community (2005:2). Thus, the traditional
genre model needed to be modified so as to fulfil new rhetorical needs. It became vital to
employ the genre analysis not only in the text, but also in the Internet medium. Subsequently,
this dual method which takes into accounts both the text and the medium would provide
information on web pages in the most effective manner (ibid.).

There are a number of digital genres, such as ‘blogs, eshops, FAQs, front pages,
listings, personal home pages, search pages ‘and corporate home pages, which have similar
communicative aims and form (Santini, 2006: 5). However, there is no universal classification
of digital genres. In contrast to the traditional paper and electronic documents, ‘web pages
tend to be more complex and more mixed’ (Santini, 2006: 67). This tendency appeared
because web pages could perform several functions and dual communicative aims due to the
appearance of the new medium. Crowston (1997:209) explains how the function of the genre
changes because of the interaction of specific community:

In some cases, a genre may act as a type of boundary object, providing a common
point of contact between different groups. In others, this mixing may lead to genre
confusion, meaning that there is a practical need to understand the way genres enable
communication (ibid.).

Despite the fact that there is no universal classification of cyber genres, a significant
number of researchers (e.g. Furuta and Marshall, 1996; Dillon and Gushrowski, 2000)
identify the home page as the first type which appeared within the digital genre. According to
Merriam —Webster dictionary, the home page is ‘the page typically encountered first on a
website that usually contains links to the other pages of the site’ (Online 7). According to
Askehave and Nielsen, the home page is ‘the introductory page on the website’ which is
shown to the visitor (2005:1). The home page developed gradually due to the rapidly
increasing number of websites. In order to create the conventions of writing home pages, such
methods as ‘copying’ the form of and content of existing home pages and the application of
information gained from the handbooks on web design and web writing applied (Askehave
and Nielsen, 2005:8).

The home page serves a dual function on the website. Firstly, it introduces ‘the site’s
contents in an appealing way so that readers wish to stay at the site’ (Posteguillo, Esteve and
Gea-Valor, 2007:108). Secondly, it ‘enables the reader to access and navigate the site by
providing navigational tools or links that branch off into the website as a whole’ (Askehave
and Nielsen, 2005:9). The home page may be presented in the form of the personal home page
(PHP) and the corporate home page (CHP) (Marco, 2002:41). The mentioned types of home

pages are structured according to a specific principle which pursues a dual aim of the home



page. However, CHPs and PHPs have substantial differences within genre: ‘PHPs are
narratives, whereas CHPs are not. CHPs are mostly advertisements regarding a company’s
products or services’ (Roberts, 1998:20). In other words, PHPs are aimed to demonstrate
personal content, whereas CHPs are aimed to show content relating to a company’s products

and services. Therefore, CHPs and PHPs cannot be allocated to one genre.

2.3. Corporate home pages of multinational corporations

Since the beginning of the development of industrialization and technologies for building
logistic chains, companies were able to enter the international market (Dahlman, 2007:46).
Particularly, industries gained an opportunity to transport their goods over long distances as
well as to produce a variety of goods of mass consumption (Online 8). The companies that
managed to enter the international market and compete with the others were recognized as
multinational corporations. By definition, multinational corporations have ‘facilities and other
assets in at least one country other than its home country’ (Online 9). Corporations have a set
of common features, such as possessing offices or factories in different countries, having a
centralized head office, producing technologically advanced goods, and mostly belonging to
American, Japanese, or Western European countries (Online 8).

The development of the Internet and an increasing number of consumers have
challenged multinational corporations to create a ‘new type of the Internet page which was
called the corporate home page’ (Marco, 2002:41). This type of home page appeared because
multinational companies wanted to provide initial information and promote their products and
services worldwide (ibid.). The corporate home page (henceforth CHP) usually consists of an
initial or home page, product or services, about page section, meet the staff page, privacy
policy, FAQs page, contact page, sitemap, and social media links (ibid.).

The CHP is a form of initial page that performs ‘a multi-purpose used to construct the
company’s identity and image, by giving selected information related to the company, and
persuade potential consumer to use the company products or services’ (Marco, 2002:41). In
other words, the CHP is viewed as a face of the company which desires to create its positive
image. The communicative aim of the CHP is achieved by providing a successful link
between the specific purposes of an individual within corporate environments, that is, the
CHP stresses the necessity of ‘promoting the organization’s products, services, and image’ in
the most effective way (ibid.).

The next vital aspect is of the CHP is its functionality, which is achieved by ‘taking into

account the purpose of the genre, since the functional features of the page are designed with
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the end-user and the purpose of the genre in mind’ (Shepherd and Watters, 1999:3).

According to Marco (2002:43), there are a number of elements that construct the CHP

depending on their function. Four elements of the CHPs with examples as well as the

summary of their main functions are demonstrated in Table 1.1.

Table 1.1 Elements of the Corporate Home Pages (Marco, 2002:43)

Type of element

Examples

Function

Creating a positive image of
the company

Product slogans, brief
introduction to the company,
positive announcements and
new headings, internal links,
information or graphics

Interactional: to address the
individual and imply that the
company offers the best
services and products

Introducing and offering
products

Showcase, adverts, offers and
incentives, link to the virtual
store

Transactional: to inform
potential customers about the
company’s products and
services

Strengthening the relation
with the potential consumer

Thank you notes or welcome
message, personalising and
offering information or
services, different languages,
contact, links to free products
and services, feedback, links,
graphics

Interactional: to persuade
customers that the company
will do its best to meet
customers’ needs

Asking and giving
information about the page
itself

Date and update, counter,
feedback, proposals,
copyright information, links

Transactional: to provide
statistics and data concerning
the improvement of the
service

Since the web genre of the CHP could no longer be allocated to the ‘traditional” genre

model proposed by Swales (1990) on the grounds of the introduction of the new medium, the

necessity of an updated genre model appeared. Specifically, Askehave and Nielsen proposed a

new genre model which is largely based on the CARS model, adding the ‘navigational mode

to the reading mode’ (2005:8). Figure 1.3 illustrates this two-dimensional web genre model

systematized by Askehave and Nielsen (ibid.).
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READING
MODE
(zooming in)

NAVIGATING
MODE
(zooming out)

Figure 1.3 The Two-Dimensional Genre Model

Home pages comprise two modes: the reading mode and the navigating mode
(Askehave and Nielsen, 2005:15). According to Omar, Bahrom and de Mello, in the reading
mode, ‘the user zooms in and analyses the hypertext as he or she would on a printed text’
(2014:387), whereas ‘the navigator zooms out of the text and uses the web document as a
medium’ in the navigating mode (ibid.).

The reading and navigating modes have definite communicative purposes that are
fulfilled with the help of specific functional units, such as Moves and Links, and rhetorical
strategies. The main communicative aim of the reading mode is ‘to introduce the site’
(Askehave and Nielsen, 2005:20). Furthermore, the reading mode comprises two sub-
purposes, namely: ‘to consolidate or create an image’, and ‘to present news’ (Askehave and
Nielsen, 2005:21). These secondary purposes emerged because the CHP intends to inform the
user and create a positive image of the company so that the user would have a desire to stay
on the particular webpage and explore additional information. The introduction of the site
could be considered as the primary aim in the reading mode since the CHP is intended to
promote its products and services in the most effective manner (Marco, 2001:42). Therefore,
as the user aims to skim the text so as to identify the most relevant information, it is important
to structure the CHPs in an easy and understandable manner. The mentioned purpose and sub-
purposes within the reading and the navigating modes could be fulfilled applying the specific
Moves of the CHP Model (see Figure 1.4).

The genre model consists of nine Moves, in which Move is ‘a discoursal or rhetorical

unit that performs a coherent communicative function in a written or spoken discourse’
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(Swales, 2004:28). Moves are intended to describe the content of the CHP in a structured
way. However, it is not obligatory to apply the Moves in sequential order, as each user
decides by himself what to read first when a number of the CHP sections and options appear
on the screen.

This model contains nine Moves that can be viewed in Figure 1.4:

Move 1. Attracting attention

Move 2. Greeting

Move 3. Identifying sender

Move 4. Indicating content structure
Move 5. Detailing (selected) content
Move 6. Establishing credentials
Move 7. Establishing contact

Move 8. Establishing a (discourse) community

Move 9. Promoting an external organisation

Figure 1.4 The CHP Model (Askehave and Nielsen, 2005:8)

The particular model can be applied to the genre analysis of Moves in CHPs as it is
intended to realise their communicative purposes, taking into account ‘the rhetorical
creativity’ of the home page genre (Askehave and Nielsen, 2005:24).

The Swalesean traditional model proposed that in order to carry out the genre analysis
of the text, certain Moves need to be applied. However, as the CHP consists not only of the
text, but also of the Internet as a medium, the Swales’ Move model needed to be upgraded
with a functional mode. Thus, the second mode of the home page is the navigating mode,
which is aimed ‘to provide access to the website’ (Askehave and Nielsen, 2005:21). This aim
is fulfilled by connecting ‘the text chunks into a web structure’ and ‘establishing a
relationship between two chunks of information’ (ibid.). As a means to access to the rest of
the websites, such functional units as Links were introduced. By definition, Link is ‘an object,

as text or graphics, linked through hypertext to a document, another object, and others’
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(Online 10). This means that within the digital media, Link serves as a tool to activate a chain
of specific programs or documents of the website.

The Link aims to make ‘intertextual connections among blogs and between blogs and
other kinds of online media technologically explicit” within web pages’ (Herring, 2010:8).
Intertextuality ‘concerns the factors which make the utilization of one text dependent upon
knowledge of one or more previously encountered texts’ (de Beaugrande and Dressler,
1981:9). In other words, intertextuality demonstrates that the knowledge of one text depends
on the previous knowledge of other texts.

The function of intertextuality is to determine ‘the relations between texts and genres
and provided means to explain genre modification and transformation, evolving into
interdiscursivity’ (Kuzmina, 2014:78).This function is realised by different types of Links in
CHPs. In particular, there are two categories of Links, namely: generic links and specific
links. Generic links originated ‘from an object at any position in any document’ (Reich,
Tzagarakis, and De Bra, 2001: 241). In other words, a generic link usually appears in the form
of the title of the text, which is disclosed if the user navigates by reference.

Specific links ‘originate from an object at a specific point in the source document’
(ibid.). Askehave and Nielsen complement this description of the function of specific links,
stating that they are aimed to invoke the interest of the user to explore further information of
the website by ‘not only introducing the topic itself, but providing the information about the
topic and showing the relevance of the link’ (2005: 33). Specific links consist of two objects,
namely, the lead and the clickable object, where the lead ‘indicates the topic’ and the
clickable object ‘transfers from text A to text B’ so as to explore the desired information
(ibid.).

The hyperlinks could fulfil their communicative aims with the help of different text
types that differ in terms of their functions. The model is developed by Adam (1992: 120) and
includes the following text types: descriptive, narrative, argumentative, explicative, and
dialogical (ibid.). These text types are seen as ‘general semantic-functional concepts’ (Online
11) which help to achieve the usual mediation within intertextuality. For example, a
descriptive text could be divided into the explorative and expository functions, in which each
function has a different communicative aim. The six functions and their meaning, which are
aimed to perform a number of communicative aims within Links, are summarised in Table

1.2. (Askehave and Nielsen, 2005:27)

Table 1.2 Functional Link Typology (Askehave and Nielsen, 2005:27)

Function Meaning
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Descriptive /explorative Text A and Text B contribute to the
description of a particular topic

Descriptive /expository Transfers the navigator to a text which
describes the procedures (steps)

Narrative Are characterised by the sequencing of events
(orientation, complication, action, resolution,
moral)

Argumentative Represents datum as an argument, a claim as

a conclusion and a warrant as the inferential
link between the two

Explicative Represents a cause and effect relation in a
successive semantic scheme

Dialogical Covers phatic components of conversation,
and represents the core element of the
conversation

As it can be seen from Table 1.2, there are two types of descriptive functional links,
namely, the descriptive/explorative and the descriptive/expository link. According to
Askehave and Nielsen (2005:27), the aim of the descriptive/explorative type is to describe ‘a
state of being’ with the help of such macro-propositions as topic-anchoring and
aspectualisation. The former proposition is aimed to set the scene of the topic, whereas the
latter is intended to show where the actual description occurs (ibid.).

By contrast, the descriptive/expository type describes acts by applying such macro-
propositions as ‘introduction and procedural steps’ (ibid.).These propositions demonstrate the
topic in the form of introduction, henceforth presenting steps that are aimed to successfully
complete the procedure. The descriptive functional links are considered to be the most
significant text type as the element of description is a fundamental part of all other text types.

The third functional link, namely, the narrative link, is aimed to ‘entertain the reader
with the story’ (Online 12) with the help of such generic structures as orientation,
complication, action, resolution, and moral (Askehave and Nielsen, 2005:28). In this
functional type, orientation sets the scene in which the beginning of the problem or
complication takes place, then the problem is resolved leading to the implications of a story
(ibid.). The presented methods are important in terms of developing a process of narration in a
clear manner.

Furthermore, the argumentative functional link is aimed to ‘persuade and convince the
audience in terms of communicative functions’ (Online 13). The aim of this function is
fulfilled with such macro-propositions as datum, claim, and warrant, which help to introduce

statements in a persuasive way (Askehave and Nielsen, 2005:29).
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The explicative functional link is intended to represent the why-because relation without
making any judgement (ibid.). This relation is achieved by the application of such macro-
propositions as ‘cause and effect’, which help to build a successive schematic scheme (ibid.)

Finally, the dialogical functional link is fulfilled by the interaction between the
participants of the dialogue, which is divided into the ‘opening and closing scenes of
conversation.” (Askehave and Nielsen, 2005:30). These parts of conversation are connected
by phatic elements that are aimed to ‘establish a contact without transmitting a precise
content, where the container is more important than the content’ (Casalegno and McWilliam,
2004:20). The dialogical functional link is commonly represented in the ‘question-answer’
form, which is characterized as the ‘core elements of the conversation’ (ibid.).

The particular model could be applied to the functional analysis of the generic and
specific links as it is intended to describe functional meaning within linguistic structural
patterns. On home pages, specific links are viewed as ‘multifunctional structural units’ that
could perform each of the listed above functions on the website, because they indicate the
importance of the particular link as well as determine the way in which a user perceives the
received information (Askehave and Nielsen,2005:31). In contrast, generic links are only
traced in the descriptive/explorative function (ibid.), as they do not include additional
information of the topic subject, so there is a lack of understanding as to what will be
discussed in the specific topic.

The third part of the CHP Model that helps to attain a communicative purpose of CHPs
is called rhetorical strategies. These strategies show how Moves and Links are realised in the
home page (Askehave and Nielsen, 2005:6). The aim of rhetorical strategies is to ‘look for
lexico-grammatical choices in the actual formulations of genres’(ibid.) Furthermore, these
strategies are available in both reading and navigating modes, and are realised by ‘a
combination of verbal, visual, and/or audiovisual elements’ (Askehave and Nielsen, 2005:41).

It is vital to apply rhetoric analysis in the CHP Model, as it takes into consideration not
only organizational and functional patterns, but also interprets how such functional units as
Moves and Links are performed in CHPs.

To summarize the first chapter, the genre could be viewed as a multi-valued definition
which is aimed to achieve the communicative purposes within particular communicative
events. In order to analyse the genre in various discourse communities, genre analysis needs
to be implemented.

This research applies the English for Specific Purposes approach because of its
emphasis on achieving communicative purposes within the particular communicative event at

a macro-level. The Systemic-Functional approach is also used due to its focus on rhetorical
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purposes which are accomplished by investigating smaller units of texts, such as description,
narration, argumentation, exploration, and dialogue.

The overall level of the CHP comprises a scope of Moves and Links that are aimed to
indicate the reading and navigating mode of the home page, and, subsequently, fulfil its
communicative aims within these modes. Move is a rhetorical unit which is applied so as to
achieve a communicative aim within a specific discourse community, whereas the
communicative aim of Link is to provide access to the website. Functional link typology will
be used in the empirical part of the research, as it serves as a tool to achieve the usual
mediation within intertextuality.

The next chapter presents the results of the empirical investigation of 30 CHPs of
multinational corporations. In particular, the analysis will indicate the efficiency of Moves
and functional Links applied to the CHPs, and, consequently, provide answers to the proposed

research questions.
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CHAPTER 2 FINDINGS OF THE GENRE ANALYSIS OF THE CORPORATE
HOME PAGES

Chapter 2 is devoted to the empirical study of the genre analysis of the CHPs. Firstly, it
interprets the results of the quantitative research by investigating the macro-structure of the
CHPs. Secondly, it provides the quantitative analysis with some elements of the qualitative
analysis by investigating the use of Links and the functions they perform within the particular

context. Finally, it focuses on the analysis and interpretation of the obtained data.

2.1. Research methods, procedures and materials

The research questions set in the present paper were as follows:

1. What are the Moves involved in the corporate home pages that help to fulfil their

communicative purpose?

2. Which types of Links are used more often and how do they differ in terms of their

function in the text?

3. Which Moves and Links are mostly used in the selected corporate home pages of

multinational corporations?

The present study used the genre analysis as ‘the study of situated linguistic behaviour
in institutionalized academic or professional settings’ (Bhatia, 2004:22).

Having provided the theoretical framework of this research, a corpus of 30 randomly
selected CHPs of multinational corporations was analysed. As a means to achieve the aim of
the paper, both the quantitative and qualitative perspectives were employed. The quantitative
perspective entails ‘the collection of numerical data and exhibiting the view of relationship
between theory and research as deductive’ (Bryman and Bell, 2005:154), whereas the
qualitative perspective is a study ‘of the specific features of language that are predominantly
used in the variety to which the text belongs’ (Bhatia, 1993:66). The combination of two
perspectives was applied in the particular research for the reason that the investigation from
the mixed perspective could be more volumetric due to its emphasis on both the ‘rhetorical
communicative purpose and social functioning of genre under study’ (Gea-Valor, 2000:30).
The explicit number of CHPs was selected, as the provided samples represent large
multinational corporations, such as BP, Siemens, GSK, Shell, Auger, Starbucks, SAP, Bayer,
BASF, Maersk, BAT, Nordea, IBM, Barclays, Goldman Sachs, BIC, UPM, Carlyle, AVL,
ARM, Yara, Hanwa Q-Cells, Ricardo, SLR, Yamaha, The Walt Disney Company,
Hillenbrand, Arthur D Little, Allegis Group, and Capital Group. As all corporations listed
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have common communicative aims ‘to promote their products and services’ in different
countries as well as ‘to represent their positive image’ (Marco, 2002:43), the analysis could be
performed more precisely. Specifically, each CHP was presented in the English language;
however, the corporations are located in various countries. The CHPs are published on the
internet websites (see Appendix 1). For the study purposes, each of them was given a code:
from A1 to A30. The CHP Model developed by Askehave and Nielsen (2005) was used in
order to study the application of Moves and Links at the macro-level of the CHP.
Furthermore, the selective analysis of rhetorical strategies and linguistic features was made so
as to distinguish their variety within the particular social setting.

The study was conducted according to the following procedure: firstly, the corpus of the
CHPs was placed in a ‘situational context within the genre’ (Bhatia, 1993:16). Secondly, the
relevant literature regarding the genre analysis of the CHPs was studied (ibid.). After that, the
methods concerning the situational analysis were refined so as to inform the corpus design
(ibid.).Then, the corpus of the CHPs was selected according to their communicative aims
(ibid.). After this stage, the functional context of the CHPs was analysed (ibid.). After
studying the functional context, the analysis of Moves in the overall structure of the CHPs
along with the investigation of the frequency and distribution of Links was carried out.
Subsequently, the investigation of the use of these Moves and Links was conducted. Finally,

the variation within the application of Moves and Links was studied.

2.2. Genre analysis of Moves in the corporate home pages

This part of the paper accounts for the results of the analysis of Moves in the CHPs. The CHP
Model proposed by Askehave and Nielsen (2005) was chosen in order to provide the analysis
of the overall structure of the CHP (see Chapter 1). Furthermore, the selective analysis of
rhetorical strategies and linguistic features within Moves was carried out as a means to
indicate the reasons how these features and strategies contributed to the achievement of
communicative aims.

In order to study the application of rhetorical structures in the particular corpus of
CHPs, a comparative table with the percentage of Moves was designed.

The generic analysis of the corpus of the CHPs with the application of Askehave and
Nielsen’s framework revealed that the majority of the CHPs were written in accordance with

the CHP Model (see Figure 2.1).
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Figure 2.1 Percentages of Moves in the CHPs

As it can be seen from Figure 2.1, 90 per cent of the CHPs contains Move 1 (Attracting
attention), which is realised at the top of the CHP, whereas 10 per cent do not use the
particular Move. The functional constituent of the first Move is realised with the help of not
only visual or audio effects, but also slogans and specific vocabulary. For instance, A14 does
not demonstrate any of the effects, as it does not use vibrant colours, catchy slogans or
animation. In contrast, A13 applies an effective slogan: ‘Kick-start your career’, which is
short, well-worded, memorable, and simple. It is also written in larger type size than the other
text on the home page, attracting the user’s attention. Some of the CHPs use the flash
technique so as to attract the attention of the user. For example, A22 uses both a slogan
written in caps: ‘WE STAND BY OUR UNCOMPROMISING Q CELLS HIGH QUALITY
STANDARDS’, and flash sequences in order to maximize the attention-grabbing effect. The
particular sequence starts with the introduction of the image and advantages of their product
with the following title: ‘Q.Antum technology. High performance, redefined.” This slide is
also accompanied by the opportunity to play a video demonstrating the company’s product.
The second slide encourages the visitors to establish a partnership by using the phrase that
calls to action: ‘Come over to the sunny side’, accompanied by a vibrant image of the man
standing in front of the sunny field and a house. Finally, the third flash sequence introduces
the picture of scientists with the following title: ‘uncompromising quality that outperforms the
highest standards’, suggesting that this company could perform as the best warranty for the

returns of the investment. The present CHP introduces the most effective way of fulfilling the
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communicative aim of this Move, as it employs multiple techniques to attract the attention of
the user successfully.

Move 2 (Greeting) is the least used among the analysed home pages, revealing 13 per
cent of application. This Move is intended to make the user feel welcomed, and this function
is commonly realised with the help of a transitive verb welcome. For example, A9 uses
greeting with this transitive verb: ‘welcome to BASF.’ In contrast, A20 applies the
description of the company as a greeting: ‘ARM DinamlQ technology redefines the multi-
core experience from edge to cloud across a secure, common Total Computing platform.” This
greeting gives a welcoming feeling by identifying the company and its functions. The
tendency of omitting Move 2 could be explained by the fact that, since the analysed CHPs
belong to multinational companies, it is considered that they are universally known, so there
is no need to introduce themselves.

Move 3 (Identifying sender) is found in all CHPs, indicating a 100 per cent
application, that is, the web-owner is recognized in all 30 examples. It could be said that all
CHPs use the particular Move because of the original purpose of each CHP: to create a
positive image of the company. This Move is realised with the help of a logo (sometimes
accompanied with a picture of the company and typographical effects), which is placed at the
beginning of the web page. In the majority of cases, the logos apply only the name of the
company as an identification sign; however, A2 has a slogan as well: ‘Siemens: ingenuity for
life.” The analysis also revealed that this Move plays a vital role in structuring the CHP, as it
serves as a tool to orientate customers on the website.

Move 4 (Indicating content structure) or the main menu has a full score of application
in the CHP — 100 per cent use it. The function of Move 4 is to present the content of the
website in an understandable and clear manner. This Move is realised by the number of links
that indicate the main topics of the website. Despite the fact that all of the samples apply the
particular Move, a variation within the number and function of the link is observed. For
instance, A5 uses a limited number of links: ‘Home, services, blog, contact.” This main menu
could be improved if it were not be too generic, as it is not clear what kind of products and
services are provided on the website. Contrastively, Al could be considered as an acceptable
example of indicating the content structure. The main menu represents the following links:
‘About BP, Customers, Investors, Press, Sustainability, Energy Economics, Technology, and
Magazine.’ In this example, it is clear what kind of services the company provides in the field
of sustainability, energy economics, and technology; the menu is not too long; the links in the
menu do not comprise a long text either. Moreover, the menu is located at the top so that it is

not difficult to find it, and its components are allocated in a logical order, presenting the
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company and its functions first, and then indicating fields where it operates and providing the
opportunity to find the company’s topicalities in its international magazine.

Move 5 (Detailing (selected) content) is identified in all samples of the CHPs as well.
This Move is used as a means to reveal the information listed in the previous Move
(Indicating structure). This function is fulfilled by representing the detailed information
from the menu in the form of sections of the website. For instance, A20 describes a detailed
information about the company, careers, innovation hub and ARM developer, which is placed
in the middle of the website. It is also achieved by presenting different kind of news, such as
international news, national news, and self-promotional news. For example, A17 performs the
present function in the form of press releases: ‘UPM to strengthen its improved newsprint
offering: production of UPM brite family expands into Austria’, whereas A21, the
headquarters of which are located in Norway, announces the national news: ‘Norwegian
prime minister presents new industry ‘green paper’ at Yara Porsgunn.’ Finally, A27
introduces self-promotional news in the form of annual report: ‘Hillenbrand annual report
2016 as their financial results’. When providing a detailed content of the website, it is
necessary to apply the compilation of the news so that the user would have a desire to explore
the website further. Within the particular context, A27 demonstrates a successful application
of three types of news, which is presented in the middle of the home page:

e ‘Hillenbrand Annual report 2016°- this news represents a promotional kind of news

by indicating the company’s financial performance during the year

e ‘A story of growth’ — the news represents an international type of news by stating

that the company operates in more than 40 countries worldwide

e ‘One campaign’ — this news represents the latest event in the company, stating that

they ‘recently launched the One Campaign.’

It was found out that 77 per cent of the samples use Move 6 (Establishing credentials),
which seems to be the most important Move in the particular model, as its function is to
construct a positive and trustworthy image of the company. However, seven CHPs avoid
using this step. For example, A12 indicates Move 1 (Attracting attention): ‘Acting like a
fintech — seeking new partners, new ideas’, omitting the description of the experience, subject
and skills of the company. Thus, it is not clear from the first sight which field specialists are
required. The absence of this Move could be explained by the fact that the international brand
name could already serve the function of establishing credentials, without any additional
description.

Move 7 (Establishing contact) indicated 93 per cent of application. The location and

form of this view vary in a number of CHPs. Explicit use of the imperatives helps to identify
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the function of this Move. Such imperatives as contact, contact us, join us, connect with us
are used in the analysed samples as a call to action for the users to contact the sender. For
instance, A4 introduces two ways how to perform this function: it uses the imperative ‘contact
us’ at the top of the website, as well as invites the user to contact the company via social sites,
which are presented in the form of icons and are located at the bottom of the website. A 17
splits this function into several sub-functions:

Contacts:

Media contacts,

Investors contacts,

Contacts for businesses. (A17)

The subdivision of the particular Move could be explained by the necessity to make it
easier for the user to identify the required contact. Moreover, the particular Move indicated
such a variation as the repetition of Moves. In A5, the appeal to contact the reader is made at
the top and the bottom of the website. In particular, it uses the imperative ‘contact us’ that is
located in the main menu at the top of the page, whereas it applies the idiom ‘get in touch’ at
the bottom, which seems to be unclear and confusing. Thus, incorrect choice of verbal tools
could complicate the fulfilment of the communicative aim of this Move.

Move 8 (Establishing a (discourse) community) was found in 37 per cent of the CHP.
This showed that this Move is not typical. The purpose of this Move is to provide the user
with an opportunity to create a specific ‘community within the website’ (Askehave and
Nielsen, 2005:24). This Move uses such phrases as ‘client login’ (A5), ‘sign in’ (A6, A10,
and A15), log on (A7, A12, A15, A18, A19, and A23). Similarly to the previous move, Move
7 (Establishing contact) is repeatedly applied for a number of websites. For example, A6
demonstrates ‘sign in’ link at the top of the page, then invites the users to join a specific
community: ‘join Starbucks Rewards™ to earn Gold level benefits such as free drinks and
food, get free refills, pay and order with your phone, and more’ located in the middle of the
home page.

Finally, Move 9 (Promoting external organisation) was used in 17 per cent of the
CHPs, so only 5 samples have applied the particular Move. The function of this Move is to
advertise products, services or another company on the website, and it could be realised with
the help of advertisements, banners, or promotional news. The analysed examples mention
external companies only in the form of promotional news. For instance, A13 proposes
‘featured products and offers’ and their listing, whereas A10 suggests visiting their external
companies (‘visit our companies’) for featured information. The lack of Move 9 could be

explained by the fact that the home pages belong to the multinational corporations that are
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interested in promoting their own products and services rather than advertising other products
and services.

The results of the study showed that out of 30 CHPs, fifteen CHP missed one Move, ten
samples missed two Moves, four samples missed four Moves, and one sample omitted one
Move. This reveals that, generally, the selected corpus complied with the CHP model. CHP
A10 is an acceptable example of the CHP model:

Table 2.1 Analysis of Moves in the CHP (A10)

Move 1. Attracting attention We live safety
Move 3. Identifying sender Logo: Maersk
Move 4. Indicating content structure Markets, people, hardware, industries,

investor relations, the Maersk group

Move 5. Detailing (selected) content Charting a new direction: year in review
2016/2017, with financial highlights and
exciting stories about our markets and people

Move 6. Establishing credentials A.P. Moller - Maersk is an integrated
transport and logistics company with multiple
brands and is a global leader in container
shipping and ports. Including a stand-alone
Energy division

Move 7. Establishing contact Contact us
Move 8. Establishing a (discourse) Sign in with Facebook, sign in with Linked in
community

Move 9. Promoting an external organisation | Visit our companies

In the above extract from the CHP, the communicative aim has been fulfilled by
attracting consumers’ attention with the help of an effective slogan (Move 1).

The third sentence identifies the web-owner (Move 3) by using a logo, as well as
employing the fonts and colours of the particular logo to the website.

Sentence 4 provides the information about the structure (Move 4) which is categorized
with the help of specific links.

The fifth sentence introduces the expanded information about the topics listed in the
previous Move, allocating the review of the previous year in terms of financial performance,

market and people to the ‘the Maersk group’ section.
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The next sentence creates a trustworthy image of the company by using such descriptive
adjectives as multiple and global, as well as a noun leader. This sentence also provides the
description of the field in which the company operates.

Sentence 7 fulfils the purpose of establishing contact by providing the option ‘contact
us’ at the bottom of the website. However, it can be said that the following function could
have been made more visible and attractive by using appropriate font size and type and
location.

The eighth sentence persuades the user to join the particular discourse community by
signing in via profiles on social media (such as Facebook and LinkedIn).

The last sentence demonstrates the promotion of the companies that are located in other
countries or are partner companies (such as MCC, APM terminals, and Damoo).

From the analysis of the Moves, it can be concluded that the sample CHP has achieved
its communicative purpose by adhering to the structure of the CHP Model.

There are several variations concerning the Moves in other examples of the CHPs, for
example, missing Moves, inconsistency of several Moves, as well as embedding the Moves
applied.

The following sample, A20, indicates the inconsistency of Moves as well as missing Moves:
ARM DinamlIQ technology redefines the multi-core experience from edge to cloud
across a secure, common Total Computing platform (1)
A connected world of opportunity (2)

The CHP starts with sentence (1), which represents Move 2 (Greeting), and which is
indicated at the top of the home page: there is a representation of the company which invites
the user to explore the site further. In addition, the web producer applies an effective slogan
S0 as to attract the attention of the user (Move 1). In the second sentence (2), this application
of Moves could worsen the perception of the CHP, as the placement of the slogan under the
welcoming phrase could decrease the interest of the user. Furthermore, such Moves as Move
7 (Conclusions), Move 8 (Establishing a (discourse) community), and Move 9 (Promoting
external organisation) are not identified in this example — the icons representing social media
(such as Facebook, Instagram, Google+ and others) without a call to action are provided.
Despite the fact that the telephone number of the company is indicated, there is no inviting
phrase that enables the user to contact the sender. Omitting the Moves connected with
establishing contacts and community could indicate the impersonal attitude towards the
website’s user — this fact might complicate the fulfilment of the communicative aim of the

CHP, namely, strengthening the relation with the potential consumer.
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A30 illustrates cases when Moves were embedded with others: ‘For more than 80 years,
we’ve put investors first.” The text is located at the beginning of the site and written in large
type size so as to attract the attention. Thus, it corresponds to the function of Move 1
(Attracting attention). Moreover, this text indicates the 80-year experience of the company,
creating a reliable image; therefore, the presence of Move 6 (Establishing credentials) is
revealed. It could be stated that simultaneous application of several Moves in one sentence
may worsen the recognition of the text; therefore, the division of Moves in specific
subsections could make the text clearer and more understandable.

To summarize and compare the obtained results of the first part of the study, it could be
stated that the variation within the CHPs was revealed in the form of structure, the application
of verbal, audio and visual effects, and the use of Moves. In the overall structure, some Moves
were missing, embedded, or inconsistent. However, the fact whether the inconsistency of
Moves could lead to the failure of the communicative aim is a contentious issue. The
inconsistency of Moves can be explained by the fact that a number of topics are appropriately
distributed through the CHPs so that the user decides himself what to reach first in the process
of scanning. Furthermore, the analysis revealed that due to the fact that some Moves were
muddled and unclear, the communicative purpose of particular Moves was uncertain. The
inaccuracy of the use of Moves as well as incoherence in a number of samples leads to the
complication of the perception of the texts allocated in the CHPs.

It was revealed that all CHPs used Move 3, Move 4, and Move 5, and the majority (93
per cent) applied Move 7. However, such Moves as Move 2 (Greeting) and Move 9
(Promoting an external organisation) were least used in the CHPs. It can be concluded that
most of the CHPs have applied the majority of Moves, although the structure of the analysed
home pages varied in the patterns of application of Moves.

The qualitative analysis of rhetorical strategies revealed that the analysed corpus of
CHPs applied a combination of verbal elements such as effective slogans, and visual elements
such as pictures, typographical elements, and flash sequences. The analysis of linguistic
features indicated that such features as transitive verbs, imperative mood, idioms, and
descriptive adjectives were applied as a means to help to achieve specific communicative
aims of the analysed Moves.

Despite the fact that the analysis revealed variations within the order, application, and
consistency of Moves applied, the CHPs have still achieved their communicative aims, that is,
to attract the users and create a positive image of the website within a certain discourse

community.
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2.3. Genre analysis of Links in the corporate home pages

The identification of intertextual relations of hyperlinks can help to perform the
communicative aim of home pages in the navigating mode. In particular, this part of the paper
aims at showing in which way generic and specific links realise the access to the website and
what kind of functions do they perform within the specific context. According to Askehave
and Nielsen (2005:27), text types could be categorized according to their function: descriptive
/explorative, descriptive /expository, narrative, argumentative, explicative, and dialogical
(ibid.) (also see Chapter 1).

The first part of this investigation is connected with the frequency counts of functional
units. The data concerning the use of two types of links is indicated below. Figure 2.2
indicates the comparative use of generic and specific links of the CHPs in the corpus of

multinational companies. The total number of links applied is 1335.

Distribution of generic and specific
links in CHPs

Specific links,
319, 24%

B Generic links

Specific links

Generic links
1016
76%

Figure 2.2 Distribution of Generic and Specific Links in the CHPs

The results of the quantitative analysis indicated that a considerable number of home
pages were formed using the generic links; that is, 76 per cent of the CHPs applied generic
links, whereas specific links were used by 24 per cent of the CHPs. This distribution of links
could be explained by the fact that generic links perform one function, namely, descriptive —
explorative, which forms the communicative aim of the CHP by indicating the content
structure. There were some variations indicated in the application of linguistic strategies by

generic links. For instance, Al illustrates the variety within the description of topics:
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TEXT A

About Customers Investors Press Sustainability Energy Technology Magazine

BP economics

Figure 2.3 Example of descriptive/explorative generic links in main menu

When clicking on a particular link, for instance, ‘Press’, the descriptive enumeration of

press types appears on the next page:

TEXT B

Press Releases
Speeches
Social media

Press contacts

Figure 2.4 Example of descriptive/explorative generic link enumeration in Text B

Text B illustrates the types that form the topic ‘press’. Specifically, the relation between
text A and text B is realised through the topic anchoring (‘press’) and aspectualisation, such
as ‘press releases, speeches, social media, press contacts.’

Another peculiarity within the linguistic framework was identified in sample A3, where
the description of the topic appears. Namely, if the user clicks on the link ‘Responsibility’ in
text A, he/she will be transferred to reading the explanation of the following concept in text B.

The example is shown below:

Table 2.2 Example of descriptive/explorative generic link

Text A Text B
Responsibility Responsible business is how we do

business. Our mission is to improve the
quality of human life by enabling people to
do more, feel better, live longer.

During the analysis of the links, a strong generic distribution pattern was revealed,
specifically, most of the generic links were situated in the footer. The analysis revealed that
the full website sitemap was often located in the footer of the CHP. The total count of generic

links in the footer was 579, which comprises 57% of total general link count. The possible
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reason for applying a large number of generic links in the sitemap is to ease the navigation for
the web user. For instance, such common generic links as ‘contacts’ and ‘about company’ are
often found in the footer of the homepage. Despite the fact that the sitemap often has similar
structure with the main menu, more detailed generic links under each category could be
revealed, which may help to find ‘deep’ pages of the website.

Although some linguistic varieties appeared within the investigation of generic links,
they still perform their sole descriptive /explorative function, in which text A ties to text B in
the form of contribution to the description of the particular topic.

Contrastively to generic links, specific links could perform a number of functions in the
CHPs, depending on their relation of macro-proposition of text A to text B. Therefore, the
next part of the investigation is connected with the analysis of the use of different types of
functions within a specific links, which are indicated in Figure 2.5. The total number of

specific links is 319.

Dialogical 3%
Explicative 8%
Argumentative 13%
Narrative 2%
Descriptive-expository 6%
Descriptive-explorative | | | | | | 68%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Figure 2.5 Percentages of Functional Types of Links in the Corporate Home Pages

The findings of the functional analysis determine the preferences of the CHP when
composing specific links in the CHPs. It was revealed that the descriptive/explorative
functional type was mostly used, as 68 per cent of the CHP applied it. It could be stated that
the particular functional type is most frequently used, as it is aimed to provide further
information of a particular topic. Subsequently, this type could be considered as the most
preferred way how to provide detailed information to the user in an easy and understandable
manner. Because of the fact that generic and specific links could correspond to the same
functional type (descriptive/explorative), the embedding of Links in some home pages was

indicated. A30 demonstrates this variation:
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Table 2.3 Example of specific descriptive/explorative link

Text A Text B (acpectualisation: of property 1)
(Topic) The small company he founded in 1931 has
Our Company grown into one of the world’s most

(Aspectualisation: property 1)

As a private firm with an independent
charter, we are focused on doing what’s
right for investors over the long term.

(Aspectualisation: of property 1)

In offices throughout Asia (generic link 1),
Australia (generic link 2),

Europe (generic link 3) and North
America (generic link 4), 7,500 associates
make the needs of our investors their top
priority every day.

respected financial institutions.

[...]

Our governance structure is built on the
premise that a group of individuals with
diverse perspectives can reach better
decisions through discussion and debate.

A30 demonstrates the specific descriptive/explorative link, which comprises generic

links as well. This functional type within a specific link is realised by connecting text A and
text B in terms of describing the detailed information of both texts (Askehave and Nielsen,
2005:37). Particularly, generic links appear inside the specific link in the form of general
topics (“Asia, Australia, Europe and North America). These generic links serve as a clickable
object so as to provide further description of the topics (countries). It can be said that
embedding of two types of links could lead to the complication of the perception of the text.
Contrastively, the user could orientate oneself faster through the website, if the generic links
occur separately from the specific links.

Another variation in the descriptive/explorative type is revealed within the number of

links in the particular type. Table 2.4 illustrates this variation:

Table 2.4 Example of specific descriptive/explorative link

Text A

(Topic)
Solutions

(Aspectualisation: of property 1, of property 2, of property 3, of property 4)

AVL, a competent partner to the powertrain and automotive industry, develops all kinds of
powertrain systems and simulation methods and tools for development. AVL products
include instruments and systems for powertrain and vehicle testing.
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Specific links (properties)

Property 1 — Engineering

Property 2 — Testing Solutions
Property 3 — Simulation Technologies
Property 4 — Manufacturing

Usually, text A is unique for one descriptive/explorative specific link, but in A19, text A
is identical and used for many properties and links.
The second functional type, descriptive/expository, was applied 19 times in the CHPs,

so this corresponds to 6 per cent of specific links. A13 demonstrates the application of this

type:

Table 2.5 Example of specific descriptive/expository link

Text A (Introduction) Text B (Steps)
(Topic) 1. Setting up your network
Developers, get started with blockchain 2. Writing chaincode

3. Writing client apps
(Aspecutalisation: property 1) 4. Monitoring your network
Learn how to set up a blockchain network 5. Contributing code
and start coding 6. Getting help and support
Go to the quick-start guide

This functional type is accomplished by transferring the navigator to a text which, in its
turn, describes the procedures that are realised by steps. A13 demonstrates this realisation of
the function by stating the topic that persuades the developers to start working with a
technology called ‘blockchain’. Subsequently, text B indicates the number of steps, such as
setting up a network, writing chaincode and others, which are aimed to realise the message
stated in text A.

The third type, narrative, is the least used among the CHPs and equals to 2 per cent of
the total number of the home pages. This type is characterised by a sequencing of events such
as orientation, complication, action, and resolution, moral (Askehave and Nielsen, 2005:38).
The omitting of this functional type could be explained by the fact that it is not common for
global companies to fulfil a communicative purpose by sequencing such events as orientation,
complication, action, resolution, and moral on the home pages. The narrative functional type

can be used to describe the history of the company, which can be found on other website
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pages aside from the home page. The example taken from A28 shows the particular functional

type.

Table 2.6 Example of specific narrative link

Text A (Orientation)

Text B (Actions)

For 125 years, the Arthur D. Little name has
been synonymous with technological
ingenuity and innovative thinking. Arthur
D. Little’s management consulting services
were not only sought after by corporations
but also by state and federal agencies and
governments worldwide. Ever since our
work focused on a host of services to help
our clients.

[...]JArthur D. Little, founded in 1886, is the
world’s first management consultancy. It
was founded by Arthur Dehon Little and
Roger Griffin, who together were pioneers
in the area of “management consulting”.
Imagine companies in the early 1900s
seeking knowledge from an external party
to support their R&D strategies or to
provide assistance with their technological
endeavors, not knowing that this knowledge
would one day contribute to societal
breakthroughs such as synthetic penicillin
and the Nasdaq stock exchange. These
breakthroughs did occur, and it was a reality
that the two scientists never expected! [...]

The argumentative functional type was found in 13 per cent of the samples; that is, 43

cases of the following type were indicated. This type is aimed to confirm the data towards the

specific claim. A2 home page demonstrates the example of this functional type:

Table 2.7 Example Nel of specific argumentative link

Text A (claim)

Text B (data)

The vision of BioNTech is to revolutionize
the tumor treatment with medicine tailored
specifically for each patient.

An emerging biotech company believes it is
close to a solution — with an approach that
considers the genetic profile of each and
every patient as well as their condition. The
vision of personalised tumor vaccines,
however, is blurred by an extremely
complex research and production process.
Our software helps to bring this vision a
little closer to reality.

Within the argumentative functional type, a variation connected with the embedded

functional type was revealed. A11 demonstrates this dissimilarity:
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Table 2.8 Example Ne2 of specific argumentative link

Text A (claim) Text B (data)

(Main menu item - Topic) We offer adult consumers a range of

Our products products to choose from, including
traditional cigarettes and Next Generation

(Below menu item - Claim) Products, such as e-cigarettes.

Putting consumers first

As it has been seen in Table 2.8, the main menu of most examples of the CHPs (from
Al to A10 and from A12 to A30) consists only of generic links. However, in A11, the main
menu consists not only of the descriptive/explorative links, but also of the argumentative
specific links. It could be stated that this shift happens because of the additional context,
which is specified right below the links.

The next type, explicative, was used 26 times in the CHPs indicating an 8 per cent
application. The aim of the particular type is achieved by representing a ‘cause and effect
relation in a successive semantic scheme’ (ibid.). A17 illustrates the fulfilment of the
communicative aim by questioning why compliance is viewed as smart business in text A
(effect), and explaining this statement by enumerating the causes, such as responsible

operating, the benefits from personnel, business partners and investors.

Table 2.9 Example of specific explicative link

Text A (Problem/why) Text B (Solution/because)

Why compliance is smart business Operating responsibly brings a competitive
edge in several ways. Personnel, business
partners and investors all benefit mutually
when companies follow regulations and
apply responsible practices.

The last functional type, namely, dialogical, was applied in 3 per cent of home pages.
The aim of this function is to provide the required information and develop a dialogue
between the web producer and the web user (Askehave and Nielsen, 2005:41). This function
is realised through covering phatic components that have a social purpose to start a
conversation, as well as through representing the core elements that show transactional
sequences of the conversation (ibid.). Specifically, A13 illustrates this functional type with an

example, where it is possible to contact the web user through the phatic expression in a form
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of the question ‘how can we help you?’, and when clicking a link receiving the answer in text

B, as well as suggesting a continuing dialogue with the “Search” link:

Table 2.10 Example of specific dialogical link

Text A (question) Text B (question/answer)

How can we help? The central location for finding and

organizing information about IBM products
Find answers quickly in official IBM
product documentation Search

The results of the investigation revealed that five CHPs have applied one function,
twelve samples applied two functions, seven CHPs used three functions, five samples applied
four functions, and one home page used five functions simultaneously. There was no example
where all functional types of links were present. However, A10 is an acceptable example of

the application of the majority of functional links and is presented in the form of Table 2.11.

Table 2.11 Examples of specific links with different functional types in sample A10

1 Text A Text B (Aspectualisation: of property 1)
(Topic) It’s nearly 10,000 kilometres from home, but
for Prime Minister Lars Lokke Rasmussen,
A small piece of Denmark in the new APM Terminals port at Lazaro
Mexico Cardenas is still ”a small piece of Denmark™.
[...]
(Aspectualisation: property 1) Improved and enlarged transportation

infrastructure capacity like Lazaro Cardenas
Mexico’s President and Denmark’s | 1 needed to accommodate the import demand

Prime Minister joined Group CEO of the expanding Mexican middle class, as
Seren Skou at the inauguration of well as products destined for manufacturing

Lazaro Cardenas port April 4, centres where they are finished and
2017. subsequently re-exported from here to other
countries.

(Aspectualisation: of property 1)

It is Latin America’s first semi-
automated port and a sign of A.P.
Moller - Maersk’s commitment to
Mexico.

2 Text A (introduction) Text B (Steps)
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Career
How to apply
Finding the right job can be tough.

We try to make the application
process simple.

1. The first step in your application is
very straightforward.

2. [...]JFind a vacancy that suits your
interests and qualifications. [...]

3. check out the stories of our people
4. [...]JApply online for the vacancy [...]
5. [...]Submit your application [...]

Text A (Orientation)

Text B (Actions)

Maersk and IBM target one of
trade’s biggest barriers

(Complication)

The paperwork and processes vital
to global trade are also one of its
biggest burdens. Maersk is building
the infrastructure needed to digitise
this costly paper trail and a new
partnership with IBM is an
important step.

(Resolution)

Maersk is building the infrastructure needed
to digitise this costly paper trail and a new
partnership with IBM is an important step.

(Actions)

In 2014, a team of Maersk IT specialists
began following containers of avocadoes and
roses from Kenya to the Netherlands.

[...]

Three years later and this work is the basis for
the ongoing creation of what’s initially being
called a global trade digitisation solution that
will move all administrative processes and
transactions associated with one container
shipment [...]

Text A (claim)

Text B (data)

We live safety

Learn more about how we live
safety

We want our employees and contractors to be
out of harm’s way at work, and their families
to trust that we’ll bring them home. And we
want our customers and partners to be
confident that we strive to keep lives and
assets out of risk, no matter where they are.
Every day we learn more, towards safer ways
to operate.

In the above extract from the CHP, the web producer has fulfilled the communicative

purpose of Links. In particular, the writer introduced a number of functional types of Links by
providing the access to the website in a multifunctional manner. This approach helped to

organize the components of the website in an understandable way.

The Table 2.11 indicates the specific descriptive/explorative link (1), which reveals the

topic and the description of this topic. Specifically, the user was introduced with the topic

called ‘a small piece of Denmark in Mexico’. Furthermore, the description of the topic
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continued in text A, which is explored further in text B. This type of link seems to be chosen
because the topic could not be immediately understood; therefore, the web producer decided
to provide the description at the first onset.

There is an example of the specific descriptive/expository link (2) that illustrates the
transferring of the navigator to a text which describes the procedures that are realised by a
number of steps (Askehave and Nielsen, 2005:37). Contrastively to the
descriptive/explorative type, this functional type applies steps that transfer from text A to text
B. This example of transfer illustrates how to apply for a job in series.

The next functional type, called the specific narrative text type, (3) was revealed with
the application of such macro-propositions as complication and resolution. Specifically, text
A is characterised by an initial situation, which is called orientation (ibid.). The event
representing conflict takes place (complication) inside of the orientation which is followed by
the resolution inside text B and following new series of acts.

The fourth type of function is represented by the argumentative type, which is indicated
in terms of claim and data. Specifically, the slogan ‘we live safety’ could be considered as a
claim proposition that is reformulated when transferring to text B. The particular data from
text B represents the argument by stating in which way the safety is acquired:

1. We want our employees and contractors to be out of harm’s way at work, and their

families to trust that we’ll bring them home.

2.  And we want our customers and partners to be confident that we strive to keep lives
and assets out of risk, no matter where they are. Every day we learn more, towards
safer ways to operate.

These statements indicate that this is a trustful company that provides safety conditions
at work because the company ‘learns more towards safer ways to operate’ every day.
Subsequently, this argument of professional competence is viewed as a warrant, which serves
as a component of the argumentative functional type.

To summarise and distinguish differences and similarities in the last part of the findings,
it can be stated that the generic and specific links were present in all CHPs; however, the
generic links were applied three times more than the specific links. This could be explained
by the fact that generic links are aimed to indicate content structure of the website, and this
may be viewed as one of the most vital features of the website. Phatic functions of generic
and specific links are applied in CHPs in order to maintain contact with the user. The largest
quantity of specific links is indicated within the descriptive/explorative functional type,
reaching its communicative purpose in terms of providing information in a detailed and

understandable way. Both generic and specific links could have been allocated to the
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descriptive-explorative type because of their multifunctional meaning within particular
contexts. The narrative and dialogical functional types are least applied in the CHPs. The
negligence of the application of the following functional types may be caused by their non-
trivial usage by the web writer. In order to fulfil the communicative purpose of the narrative
or dialogical functional type, complex macro-sequences should be applied. It could be also
stated that the particular results arose because there may be an opportunity to rephrase

information for the use with other functional types.

After accomplishing the analysis of Moves and Links within reading and navigating
mode of the CHPs, it could be stated that:

e The majority of the CHPs applied Move 7 (Establishing contact).

e The least used Move in the CHPs was Move 2 (Conclusions).

e All CHPs used Move 3, Move 4, and Move 5.

e The largest application of Links was indicated within generic links.

o The descriptive/explorative and argumentative functional types were the most
frequently applied types of specific links.

e The narrative and ideological functional types were least applied in the CHPs.

e The communicative aim of the CHPs was achieved by applying the largest number
of descriptive/exploratory links on the websites.

e Rhetorical strategies were realised with the combination of verbal and visual effects.

e Transitive verbs, imperative mood, idioms, and descriptive adjectives were

explicitly used in CHPs.

It might be concluded that the communicative purpose of each corporate home page was
successfully achieved. Overall, the web producers have followed the general structure of the
CHPs. Furthermore, the generic links and at least one type of the specific links were present.
The application of functional links in the CHPs contributed to the achievement of usual
mediation within intertextuality. In particular, the following Links, such as the
descriptive/explorative, descriptive/expository, narrative, argumentative, explicative, and
dialogical functional links, helped web producers of the CHPs to provide successful overview
of both the main menu and the preview of the contents of website. However, a larger number
of applications of various specific links could have provided the user with a more volumetric
view on the components of the website. It can be stated that the CHP that applies a maximum
number of functional types would be probably selected by the user on the grounds of

availability and interest.
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Despite the fact that there were some cases of non-use of particular Moves and the
limited quantity of functional types of Links applied, the CHPs have reached their
communicative aims.

The final section of the research represents the main conclusions based on the provided

analysis.
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CONCLUSIONS

The goal of this research was to evaluate and compare the overall structure of the CHPs of
multinational corporations available on the Internet by applying the Corporate Home Page
Model proposed by Askehave and Nielsen (2005). The particular aim was achieved with the
help of a theoretical study of the published literature as well as an empirical study using the
genre analysis of the CHPs.

As a result of the literature review, it has been concluded that the genre can be defined
as a multi-faceted concept that aims to achieve the communicative purposes which particular
communicative events attempt to achieve.

The theoretical findings emphasize the importance of newly occurred digital genres by
revealing the increasing significance of information technologies in modern society. It has
been concluded that simultaneous application of generic creativity and integrity helps to
develop the genre in the most effective manner. It has been also revealed that the genre of
home page comprises a dual communicative function of presenting the initial information of
the website in the most convenient way as well as attracting members of the target audience.
The findings of the literature review also suggest that the CHPs have a common structure, as
pointed out by Askehave and Nielsen (2005) in their CHP Model.

In order to conduct the genre analysis of the CHPs, and, subsequently, answer the
research questions, a corpus of 30 randomly selected websites were selected.

Three research questions were set at the beginning of the empirical research. The first
one concerned the Moves involved in the CHPs that helped to achieve their communicative
aims. It can be concluded that all CHPs used Move 3, Move 4, and Move 5, and the majority
of the CHPs applied Move 7. However, there was a lack of the application of Move 2
(Greeting) and Move 9 (Promoting an external organisation). The variation of Moves in
the home pages was indicated in the following patterns: missing Moves, inconsistency of
several Moves, as well as embedding the Moves applied. Thus, the inaccuracy and
incoherence of Moves might lead to the complication of the perception of the texts allocated
in the CHPs.

The second research question posed focused on the frequency of the use of types of
Links in the CHPs, and the variation within their functional use. It can be summarised that the
descriptive-explorative and argumentative types of specific links were most frequently
applied. The descriptive-explorative links were aimed to provide further information of a
particular topic, and the argumentative functional links were intended to confirm the data

towards the specific claim.
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The third research question dealt with the number of Moves and Links that were mostly
applied in the CHPs. It was revealed that the Moves connected with identifying the sender
(Move 3), indicating content structure (Move 4), and detailing (selected) content (Move
5) were applied mostly in the CHPs, whereas the largest number of Links was present within
the descriptive/exploratory links.

Thus, the study has revealed that despite the fact that the CHPs varied in the form of
structure, the application of verbal and visual effects, and the use of Moves and Links, they
have still achieved their communicative aims.

It can be concluded that the web genre may be viewed as a challenge to the traditional
genre. These challenges appear because of the introduction of the new media, in which a
specific discourse community was created. Therefore, some modifications to the novel genre
need to be applied.

Further research is required in investigating the reasons why the general structure of the
CHPs was not applied in all samples, as well as to analyse whether it is necessary to apply a
larger number of types of specific links. In particular, further investigation needs to be carried
out in order to determine whether it is obligatory to use the function of greeting and
promoting external organisations in worldwide known companies, as well as in explaining
reasons for avoiding such functional types as the narrative and ideological links in the CHPs.

Moreover, it can be suggested that the web genre model is upgraded with a Move in the
reading mode since, in the major part of the analysed CHPs, the sitemap section was
identified. The sitemap was located in the footer and performed a function of providing the
user with a clear overview of the sections of the site in a structural manner. Thus, the CHP
Model developed by Askehave and Nielsen (2005) can be upgraded with Move 10 Identifying
a sitemap.

Subsequently, with the application of Move 10 Identifying a sitemap, a more thorough

genre analysis can be performed.
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10.

THESES

Genre can be defined as a multi-faceted concept that aims to achieve the
communicative purposes which particular communicative events attempt to achieve.
Genre analysis based on the English for the Specific Purposes and Systemic-
Functional Linguistics approaches is relevant for the investigation of corporate home
pages, as focus of these approaches is put on achieving communicative aims within
the particular communicative event at a macro-level, as well as on rhetorical purposes
by investigating smaller units at a micro-level.

The corporate home page is a type of the web genre which has several purposes, in
particular, to create a positive image of the company, to introduce and offer products
and services, to strengthen the relation with the potential consumer, and to ask and
give information about the page itself.

Combining the reading and navigating modes of the Corporate Home Page Model
proposed by Askehave and Nielsen (2005) is a successful way how to analyse
corporate home pages.

The Corporate Home Page Model (Askehave and Nielsen, 2005) consists of Moves,
Links, and Rhetorical Strategies. Moves are applied to achieve a communicative aim
within a specific discourse community; Links are used in order to provide access to
the website, and Rhetorical Strategies are aimed to investigate the lexico-grammatical
choices of genres.

In structuring corporate home pages, there is a tendency to avoid the welcoming
function because of the recognisability of the corporations as well as the promotion
function of external organisations because of the lack of company’s desire to promote
other services and products.

Generic links are frequently applied in corporate home pages because of their
function, namely, the descriptive-explorative function, which forms the
communicative purpose of corporate home pages by indicating the content structure.
The corporate home page that applies a maximum number of functional Links would
be probably selected by the user due to its availability and interest.

Upgrading the Corporate Home Page Model (Askehave and Nielsen, 2005) with Move
10 Identifying a sitemap can provide a more thorough genre analysis of corporate
home pages.

Phatic functions realised by generic and specific links are used so as to establish

contact with the user of the corporate home page.
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Al. http://bp.com

Cookie notification @

We have placed cookies on your computer to help make this website better. You can change your cookie settings at any time. Otherwise, we'll assume
you're OK to continue

bp BP:GBp 4707 ¢ (+105)USD 3537 4(+028)*  Careers = %4V,

Global

Press Sustainability / economics Technology Magazine

Annual report 2016

Our report provides an overview of the
key activities, events and results in
2016, together with commentary on
BP's performance and strategy

> Sustainability report 2016 > Six ways BP is taking action on > Ayear in numbers
climate change
Qur repont provides Insights on our position Find out how BP is contributing to the From deep seas (o deserts, retail stations
and performance on environmental, social solution on climate change, from calling for to rigs, explore the figures behind 12
and safety issues that matter the most to a carbon price to investing In innovation months in BP

our stakeholders and our business

About BP

BP delivers energy products and
services that people around the
world need. Our Upstream segment
is responsible for oll and natural gas
exploration, field development and

46



production. Our Downstream 1 LS S P —
segment is focused on the refining cycias
and marketing of fuels, lubricants w' ; > BP worldwide
and petrochemicals A

Y

With operations around the world, chances are BP does
something where you are. Find out what we do in your
country

Investors

“We have now built a solid platform of strong underlying performance
and excellent growth prospects. | believe this positions BP to be a very
attractive, very dependable investment proposition for the long term.”

Bob Dud

2y, group chief executive

» Annual report 2016

» Directors' remuneration report

» Investors

Also on bp.com Press releases

6 April 2017
» BP publishes Annual Report for 2016
6 Aptil 2017

» BP files Annual Report on Form 20-F for 2016

3 Aprii 2017
» BP and DuPomt joint venture, Butamax®,
announces next step in commercialization of

bio-isobutanol with acquisition of ethanol facility in
Kansas

y Statistical Review 2016 (pdf 6.7 MB) 5 United States » Careers at BP
y 4Q and full-year 2016 results (pdf 622.7 3 United Kingdom » Gas and credit cards (US)
KB)
» India » Contact information
y Annual Report and 20-F 2016 (pdf 9.8 MB)
sy Germany y Statistical Review of World Energy
» Sustainability Report 2016 (pdf 8 MB)
» Fuil BP worldwide listing » Dividend Information
» Energy Outlook (pdf 986.1 KB)
mMEOEB0 -
Sitemap Legal notice Privacy statement Contact us Careers at BP 5 1996-2017 BP p.l.c

"Mackot data delayed by 20 minutes. Delvemwd by Invests. Disclaimer
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SIEMENS ® contat @
Ingemuity for tfe

Hannover Messe
2017 >

This year'y matto “Discover the value of the Oi
for the new technologies that provide the opportuvtier
time-1o-market and improve flexibility.

Cookie Disclaimer

This site uses cookies in order 1o IMprove your user experience and to provide content tailored specifically 1o yout interests, Detailed
information on 1he use of cookies an this website is provided in owr Privacy Policy. You can also manage your preferences there, By using

this web consant 1o the Use of cookies

Medicine tailored for the
patient

The vision of BloNTech is to revolutionia

treatment with medicne tailored spacifically each
pationt. Discover how our software beings the visior
daser to reality.

This week at Siemens Sea il news

“We have verifiable successes”

The future of intelligent power distribution
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Siemens propulsion system sets Spider Workers The fine art of tailoring materials
new records

What's trending on the Siemens web?

1ata-based insights for the last 24 hours

Products & Services Company Contact Siemens
> sl Automat > Pre -
> piding Tux 0 > M
Change region
> ve T >
L3
> >
> Healthcate > § Event Follow our global channels
> Topit Art ¥y inB® fO
> >
> >
> >

» Market-specific Solutions
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Discover more about GSK

Q Search GSK

e

Behind the science

On target for a new era of drug
discovery?

Nows

UK Biobank, GSK and Regeneron announce
largest gene sequencing initiative

28 Mareh 2017

Behind the science

About us

We want to help people do more, feel better,
live longer.

Today there are still millions of people without access to basic healthcare,
thousands of diseases without adequate treatments and millions more people

who suffer from everyday ailments. At GSK we want to change this

Press releases

11 April 2017

GSK makes change 10 financaal reporting framework

31 March 2017

izumab n patien

29 March 2017

GSK announces new scholarships to recognise retiing CEO Sir Andrew Waty's

contribution to globad hea

View all press releases

Tweets from GSK

GSK @y GSK

Meet our Corporate Executive Team

London

1,645.00

+700

Bringing #vaccines to patients in need
is no easy task. Few know that better
than Dr. Vadivelu, who's helped do

Our work in #vaccines is one reason
why @FortuneMagazine ranked us #1
company changing the world. Read
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How can we prepare for future
diseases? Our chief vaccines scientist
shares his thoughts: gsk.to/2evxnKX..



tha... twitter.com/i/web/status/8

about € hours ag

Find out more

Qur products

We research and develop a broad range of innovative
cts in three primary areas of Pharmaceuticals, Vaccines

Terms of use

Sitomap

more: gsk.to/2bOKXsD #WVCUSA

Follow us on Twitter

. H-.x-.]
Career opportunities at GSK

Discover the work we do and the opportunities that exist,
from research and development through to making our
products avasable to those who need them

Accessibdity

Cookie policy
Contact us

Report a possible sxde effect

Privacy Statement
Partnerships

Supplier portal

GSK employees

Business to business

twitter.com/ifweb/status/8

Health for all

Our medicines, vaccines and consumer healthcare products
are improving quality of Ife for patients and consumers
around the world.

f v 8 @ in G

A4, http://shell.com

Inside Energy
storles

Careers Media

Shell ivestors
Global vestor o\

About us

Energy and

Asia’s quest for a cleaner future

¥s experts about the chalienges facing Japan - an economic pawerhouse with few energy

resources of its own

HOW CAN WE HELP?

Cooloe Preferences

EFATIIRFED CONTENT
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Travelling light: the
roads of the future

Why scientists and artisis bebeve
roads offer an untapped
opportunity for energy
innovation

T M VN VAN I

Read Shell's latest
Annual Report

Strict capital discipine,
substantial cost savings and an
ntegrated business model
helped support earnings during
another chaliengng year for the
oil and gas industry,

Shell launches first Where technology
LNG Outlook meets humanity

China and India are two of the
woeld's fastest growing buyers of
kquesied natural gas (LNG) with MUSKIAns, arsts and

the total number of importing enueprenews, Why is Shell
countries now at 35, according 10 there?

Shell's frst LNG Outlook

The South by Southwest festival
in the USA brings togéther

LATEST NEWS

Advance notice of 1st

quarter 2017 results

and 1st quarter 2017
interim dividend

announcement

Apr 5, 2017

Shell announces the
conditional sale of its
LPG business in Hongq
Kong and Macau to
DCC Energy

Apr 5, 2017

Shell divests Gabon
onshore interests

Shell opens new
technology centre in
Bangalore

Mar 31, 2017

March 24, 2017

Inspiring the next generation of female

engineers

Read Katie's story

Connect with us

More about Shell
Who we are

Whatwe do

Our values

Leadership

Our major projects

UK Modern Slavery Act

The Shell brand

AS. http://auger.co.uk

Our major projects

Can we help?

Job search for professionals
Shell station locator

Shell credit cards

Social media

Shell apps

Shell Global Helpline
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Innovating together
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Site information
Accessibility

Terms and conditions
Privacy policy
Cookie policy

Fraud and scam alert
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Auger are the market leaders in the delivery of

drainage investigation, validation and repair
services to the insurance industru.

Dedicated

HOME SERVICES BLDG CONTACT

@auger

T 4
\ CLENTLOGN J

What sets us above the rest

00O

Customer Journey Claim Lifecycle Claim cost
A dedicated account manager provides a single
point of contact for the customer and maintains

reguiar contact with them throughout the duration
of the claim, Auger employ quatiied and skilled

engineers to camy out defalled ske investigations
using the latest technology and deliver indestry
teading reports promptiy following the site visit

Auger betieve in measures of minutes and hows,
nok days and weeks. We have the systems,
processes and technology to daliver the mast

Auger focus an accurate diagnosis and
engineer-ied decision making before appluing wour
claims philosophy to design suiable and innovathe

solutions, By wiking the latest technology and
equipment Auger can deiiver cost-effective and
successhd solutions that minimise dsruption and
inconvenience to the customer to ensure 3
satishying customer jouney

efficient and proactive senvice possible. This s
complementad by trained account managers
following & customer-focussed process designed to
give the policynolder paace of mind and 2 swit

resolution

Services
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Engineering Claims Management Validation

Innovation & Technology

CCTV Drainage Survey & Defects

@auger

Whal people are saying

The engineer did an excellent job
when he came undertook the site
investigation, the area looked better

when he finished than'when he
started!

Mr Ross, Aylesbury

ecoco0e

auger

Contact Get in touch Latest News
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{ 01516305856
No More Room in Space for Junk

+' Auger House, Cross Lane

Wallasey, Wiral
CH4S5 8RH The Truth About Fake News Probably

B admin®auger.co.uk
La-Di-Da Lada the Car

= \imeo

+  Staining the Satt Out of the Ocean-

Enquiny

- ' mwmuhmm

A6. http://starbucks.com

COLD BREW PITCHER PACKS ARE BACK. St

% ﬁ My Bag ° Find a Store | SignIn Q
. COFFEE TEA MENU COFFEEHOUSE RESPONSIBILITY CARD BLOG SHOP

Introducing Toasted Coconut
Cold Brew

Crafted with flavors of toasted coconut, our smooth Narifio 70 Cold Brew
and Sumatran Coconutmilk, this unique beverage is only here for a limited

time.

[ MORE COLD BREW
TOASTED
COCONUT

COLD BREW

4

@

N \_/
Make every sip more rewarding

Join Starbucks Rewards™ to earn Gold level benefits like free drinks and food, get free refills, pay and

ST/\\RBUCKS
b

”{ REWARDS order with your phone, and more.

B [

SPRING IS FINALLY HERE

Get a fresh start by enjoying all the brighter days ahead. Share
the joy with a Starbucks Card.

Send an eGift »
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COCONUTMILK

NOCHA MACCHIATO

MARKS OF PERFECTION

‘. N
4 s When espresso, milk and flavor are perfectly balanced, it's
‘ - st CAR A f’:“ > called Macchiato.

Discover »

ICED CINNAMON

ALMONDMILK

MACCRITO

ORDER AHEAD & ENJOY ASAP

Use Mobile Order & Pay on the Starbucks® app for iPhone® or
Android™ and jump the line every time at participating stores.

Just head to the pickup area and off you go.

Order now »

Pay with your phone. And do so much more.

£ Download on the

@ AppStore % Google Play

f ’ Q @ & Join our email list GET STARTED

"
ABOUT US CAREER CENTER FOR BUSINESS ONLINE COMMUNITY QUICK LINKS =
v
Our Company Working at Starbucks Office Coffee Twitter My Account g
Investor Relations College Plan Starbucks Coffee Facebook Store Locator o«
International E
Newsroom Current Partners Instagram Nutrition Info Y
Foodservice
Corporate Careers Linkedin Customer Service
Licensed Stores
Manufacturing and Pinterest
Distribution Starbucks Card Corporate
Sales YouTube

Retail Careers

Landlord Support Center My Starbucks Idea
International Careers

Suppliers

=5 Change Region » English
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A7. http://sap.com

Developer ~ Partner

SAP Hybris a R - -
leader in B2B and A AT
B2C commerce R .

Make every minute count

Customize your own agenda — and get the most out of
SAPPHIRE NOW + ASUG Annual Conference, May 16—-18.

Here's the Session Catalog

It's the fastest game on earth

Now fans can keep up. NHL® and SAP turn 100 years of stats into interactive data that
brings the game to life.

Read this NHL success story

© NHL

Let us refresh
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your memory

6and 12-mo. terms available

Mid-market compar

See how SAP Business ByDesign can help yol
|

ages of

midsize company ssto

Kie Prefere

shresFollow@ D QO O @ ® = © Pracy TermsofUss LegalDuscosure Copyight Trademark Stsmap  NewsieSer  TextView

AS8. http://bayer.com

Our Businesses ~ Locations~  Websites v

Bayer: Science For A Better Life @!j

About Bayer = Innovation = Products = Sustainability Media Investors Career Magazine

» Baykomm
» Calendar

March 18, 2017
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yer's Riva
Protection Against Recurrent Venous

Throm wbolism Compared with Aspirin in
EINSTEIN CHOICE Study 8

Bayer to Acquire
Monsanto

The acqussibon realizes
Study with more than 3,000 patients investigated the joint vision of
rivaroxaban 10 mg and 20 mg once dady versus aspinn integrated agricultural

100 mg once dady / Both rivaroxaban treatment arms offering delivering superior

were superior in preventing recurrent venous solutions for growers and
theomboembolism while showing comparable and very creates an innovation

N jeedi SUS as ‘
low rates of major bleeding versus aspirin / Risk of powerhouse for the next

recurrent thrombosis is up to 10% in the first year if
anticoagulation therapy is stopped / Data were
presented in a late-breaking chnical trial session at
ACC.17 and pubkshed simultaneously in The New
England Journal of Medicine mc

generation of farming

March 1, 2017

yr places 10.9 percent of Covestro's shares

with institutional inv

SLOrS moi

February 22, 2017

Another record year for Bayer - good prog

with the acqu

on of Monsanto m

Most Searched Bayer Products

~
Co%ﬁdor

o FiberMax
—t

A9. http://basf.com

Cookies help us deliver our services. By using our services, you agree to our use of cooldes. |

We creato chemistry  =ompany  Products & Industries

Naturally good?

Searching for
new bio-based
raw materials

Discover more
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» Publicatons
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Select business area
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» Apps
Follow Us
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Welcome to BASF

At BASF, we create chemistry for a sustainable future. We combine
economic success with environmental protection and social

nce and innovation we enable our customers Ueing dghial inctinologies and dete, e e croating
additional value for our customers and increasing

Digitalization at BASF

responsibility. Through s
in nearly every industry to meet the current and future needs of society.

f our proce:

Product Finder Sites and Companies Investor Relations Space Farming

Here you can find detailed Find a BASF contact nearby. Sales 2016: Welcome home! The V3PO

information about our products and €57.6 bilion experiment with the plant cuttings

solutions. S S arrived safoly back at BASF's
EBIT before special items 2016: agricultural research station in

© Search for a product g
. €6.3 billion Limburgerhof, Germany from the

ISS.

© Investor Relations
(> #projectspacefarming

Open Jobs Occupational safety
Be part of our team

1
\
V\_‘/"'\-.w/\"”““\/‘ ey

€90.93 w

€052 -057%

members in
worldwide
initiatives

5:00 PM CEST

Chart

BASF saves €60 million v BASF BASF Tiny worms slay
" - 2 days ago n 3 days ago .
globally from employee X and snails

ideas Foams are fundamental to many What makes Synvina's PEF a
products in our daily lives, The fascinating bioplastic? It combines

Creating Chemistry Magazine explains superior performance with
the basics... https//t.co/wlSeQc7Qc .

BASF BASF BASF BASF
= 20 hours ago m 2 days ago = 3 days ago n 3 days ago

21,000 proposals implemented in Tiry worms slay slugs and snails - How QEPPM_Mag: THX! Proud to have RT @FHuenermund: Powe
2016: BASF saves €60 million globally it works? Learn how they are bred and contributed the basis for your most @EASF materials, btw. htt

from employee ideas. More hitps//L.co turned info a product for farmers: read story i)
22BIMVhBPd hitps.//L.co/ssePhFpb3J

B ——

2daysago 3 daysago 6 days ago 7 days ago

e— B s [ e [ e [ vonae [ sssonee o0 e [ oo (] meoen
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Company Industries Service Topics

Career Agriculture Procuct Finder Latest News
News & Media Automotive & Transportation eBusiness REACH
Sustanabiity Plastics & Rubber Publications

Copyright © BASF SE 2017 Disclabmer | Credts |  Data protection Responsitie Disclosure Statement | Suppliers & Partners Contact

A10. http://maersk.com

MAERSK MARKETS PEOPLE HARDWARE INDUSTRIES  INVESTOR RELATIONS A v X

We live safety

Learn more about howwe live safety >

Charting a new direction

Year in Review 2016/2017, with financial highlights and
exciting stories about our markets and people.

5 Core
Values

We have a distinctive set of
Core Values which drive the
Maersk and IBM target way we dobusiness. Our A small piece of Denmark in Mexico Ready fo1
ftrade’sb Values are constantina i
one of trade’s biggest complexworld. Lazaro C2

A.P. Moller - Maersk Profile

PROFILE AP.MOLLER - MAERSK COMPANIES YEAR IN REVIEW

¥

A.P. Moller - Maersk

AP.Moller - Maersk is an integrated transport and
logistics company with multiple brands and is a global
leader in container shipping and ports. Including a
stand-alone Energy division,

LEAAN MORE ABOUT AP. MOLLER - MAERSK
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Jobs and Careers in A.P. Moller - Maersk

The potential for a world-class career b/ » e 3 1 5

AP.Moller - Maersk is an integrated transport and
logistics company with multiple brands and is a global il newpositionsatMaersk
leader in container shipping and ports. Including a 1 el

stand-alone Energy division, the company employs
roughly 88.000 employees across operations in 130
countries.

Connect with your Facebook

or LinkedIn profile toletus

knowwhoyouare and
stomize our story to you.

VITH LINKEDIN Jobs and careers How to apply

A.P. Moller - Maersk

A.P.Moller - Maerskis an integrated transport and logistics company with multiple brands and is a global leader in container shipping and ports.
Including a stand-alone Energy division, the company employs roughly 88,000 employees across operations in 130 countries.

AP. Moller - Maersk Quick Links Newsletter

About Us Vacancies at Maersk Sign up for our newsletter

Career Press Release Archive

Sustainability AboutUs

Press Room

Procurement

Investor relations L)

Visit our companies

* hD‘F?L%IRNgK APM TERMINALS <o

Join Maersk on social platforms

ACCEPT AND CLOSE

A1l1l. http://bat.com

Sustanabiity Investors Media Reporting Careers @ Comactus @ Workwe Q

BATS: LSE GBp 5383.00 (+1.00)
BRITISH AMERICAN
Tosacco

Our industry
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We are BAT - our company video

d Working with farmers worldwide

Farmers hav en valued

> aim o help the

Our

Modern Slavery Act

Sustainability Report 2016 statement

Explore our world L J @BATPress Investors Contact us

This site uses cookies. To read about this, click cookie policy

A12. http://nordea.com

English | Dansk | Norsk | Suomi | Svensia Contact Login

Nordea B

Solutions for
Large corporates and
institutions

Our services

Small and medium
Businesses

Acting like a fintech

Seeking new partners, new ideas

Solutions for
Individuals
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About Nordea Investor Relations  Press and news

d pn

Nordea o 2017

A13. http://ibm.com

IBH Products v  Services v Industies Developers v  Support

Eleven who excel: the
new IBM Fellows

Every year, IBM recognizes its leaders in science, tech, design and business.
Meet the class of 2017.

Read their stories

This week at IBM

Your fast track to hybrid cloud

A converged infrastructure solution from

IBM and Cisco connects your data center
to the cloud, fast

Inside IBM

Developers, get started with
blockchain

Leam how to set up a blockchain network
and start coding

e Go to the quick-start guide

IBM Bluemix

Build and run modem apps and
3s with a flexible, hybrid

Featured products and
offers

cloud

Careers

Career

Customer sites

Choose site ol

Watson is leaming the language
of tax

In an industry first, Watson helps H&R
Block deliver a personalized tax-prep

experience

Nanoscientists store dataon a
single atom

It was 4:00 in the moming when IBM
sclentists succeeded with one bit of data
on one atom

© See how they

Responsibility

Our services

Bank to ban

Follow Nordea

N X

How to thrive in the ‘lead or lag’
world of retail

Customers expect their optimal shopping
experience. Leaders deliver it

o Re¢

E

Xp

Bold ideas and unexpected
insights

Explore the relationship between
technology and humanity

e Watch the TED@IBM sessions
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Start your free 30-day trial now

000000
000000

Watson loT Platform

Manage and analyze loT device
data with one cloud-based tool

Depioy your own loT apps free for 30 days

IBM SPSS Statistics
Subscription

Get advanced statistical analysis
with a flexible subscription service

Try the full features free for 14 days

4

How your business Analytics Commerce
can get smarter S e v ’ :

)

IT Infrastructure Financing

We

Security Watson
Pr

What’s Watson working on today?

Check out the stories below to find out

N

How can we help? Support portal IBM Knowledge Center Redbooks

ay for thelBM s 8 y ol IBM pr Compiiments

developerWorks i IBM Training and Skills

Explo ¥ find tr are and join ) & COUrses anx learning j . build e
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Discover

Marketplace
Products
Services
Industries
IBM Research
Case studies
Inside IBM

Information for...

velopers
Business Partners

Federal and state contracts

Contact vacy Termsofuse Accessbiity Feedback Cookie preferences

Al4. http://home.barclays

Connect with us

Support
Find a sales rep

Find a Business Partner

About IBM

Careers

Events

Latest news

Investor relations
Corporate responsibiity
About IBM

Select a country/region

United States - English v

roowsM W in il ©

Barclays uses cookies on this website. They help us to know a little bit about you and how you use our website, which improves the browsing x

% BARCLAYS
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Careers
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WHOWEARE WHATWEDO OURTHINKING CITIZENSHIP

Talks at GS: David

R

WATCH VIDEO
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Goldman Sachs Conference Call to Announce First Quarter 2017 Results

READ MORE

ol 3
. o 'Peak Momentum' and a A
Finding Growth in China New Phase for Asian Article 50 and the Next
2 Stocks Dhaca nf Rravit

The Drivers of Europe’s
Chinese Corporations: Good Leadership in a Technology Scene
Navigating Economic World of Technological
Headwinds Change
fatch |

Dr. Ellen Chesler: Toward
Work-Life Balance - Tech IPOs Pick Up The Narrowina the Jobs Gap

Feminism's Next Wave? Pace
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Profiles in Innovation

In a series of videos, Goldman Sachs Researc

technologies are disrupting everything from farming to manuf

WATCH ViIDE

Latest from @GoldmanSachs

Goldman Sachs Goldman Sachs Goldman Sachs

Goldman Sachs Careors Blog Ask the Enginoer

Meet Our People:
Wes, Analyst,
Investment
Management
Division, New York

Stay on top of what's happening, get
information, and leamn about our
people and career opportunities.

, Technology Fellow at
Goldman Sachs

LEARN MORE MEET WES RE

i [

BRIEFIN

CITZENSHIP
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A16. http://bicworld.com

Gonzalve Bich

' appointed CO BIC® Cristal®* UP
- | b‘l‘

2,220 17,362 160

BIC" products have been employees worldwide countries
chosen around the world since
you arrived to BICWorld.com

BIC SOCIAL MEDIA

' BIC on Twitter © BIC on Instagram in BIC on Linkedin © BIC on YouTube
#HR Discover how Grady has been [Work that matters] Congratulations [Unlock the Best You] Kelvin -
able to learn, grow since she started wre ‘__‘ SR G b o to BIC team members in Russia who Assistant Regional Sales Manager...
her apprenticeship at #BIC won 3 Golden Clips, one of the most
#UnlockTheBestYou https://t.co F prestigious awards in the field of..
/BkOYeNF 1K2 | i ‘

ii

|

WE ¥BIC
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CONNECT WITH BIC Join our mailing list

ABOUT US OUR PRODUCTS
WhoWeAre What We Do

OUR COMMITMENTS

Quality & Safety

Research & Innovation

Stationery
Lighters
Shavers
Education
© BIC 2017
SiteMap  FAQ  Privacy Policy  Legal Notice  Cookie Policy
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By confinuing to use the site,you agree to the use of cookies. You can find out more by following this link.
Share: 22.46 EUKR +0.05 (0.22%)

Newsroom

PRESS RELEASE APR 13 2017

UPM Raflatac launches two
new lightweight face materials
for wash-off logistics labeling
UPM Raflatac has launched two new
face materials for the European market
for wash-off logistics labeling
applications. Thermalite Top+ PEFC
and Thermalite Eco+ PEFC are
lightweight and, when paired with the
RP45 LW adhesive, they adhere
permanently ..

@ NEWSROOM @ ALL RELEASES

UPM Story

N

RN

S, T

PRESS REIEASE APR 11 2017

Introducing a perfectfit for
conformable and squeezable
containers: UPM Raflatac's
new Raflex MDO

(UPM Raflatac, Mills River, NC, USA,
April 11, 2017 at 17:00 EET) - Balancing
the best performance properties of PP
and PE for maximum functionality and
shelfappeal, UPM Raflatac’s new
Raflex MDO films are the perfect
additiontothec...

@ SUBSCRIBE TO OUR RELEASES

UPM story describes our strategy and transformation process, how
we at UPM ensure growth and sustainable value creation.

The story outlines our short and medium term strategic actions and
the value our businesses create throughout the value chain.
Responsibility is an integral part of our daily work at UPM and we
see it also as good business. UPM story rounds-off with financial
targets and UPM's value proposition to investors

@ READ MORE ABOUT OUR STRATEGY

From upmbiofore.com

PRESS RELEASE APR 11 2017

UPM fo strengthen its
improved newsprint offering:
Production of UPM Brite family
expands info Austria

UPM Paper ENA has a strong foothold
all over Europe. Local presence and
supply reliability ofits improved
newsprint offering will now be further
strengthened by expanding regular
production of the UPM Brite family to
the UPM Steyrermihl mill in Aus. .

72

Aiming Higher with Biofore

The Annual General Meeting of
UPM-Kymmene Corporation was held on
29 March 2017 in Helsinki.

@ READ MORE @ CHECK OUTTHE LIVE BLOG

ANNUAL GENERAL MEETING

2017 »

PRESS RELEASE APR 10 2017

UPM Raflatac partners wine
industry leaders on
sustainability ot Vinitaly 2017

UPM Raflatac is partnering with
leading Italian wine producer Cielo e
Terra and the world's largest natural
cork supplier, Amorim Cork, to
promote sustainability in the wine
industry at the ‘Freschello for Forests
event at Vinitaly 2017. Vinitalyi...

AT



“EN 7 @ X

New opportunities in UPM Reducing traffic emissions with  Why compliance is smart UPM Supplier and Third Party

Finance & Control biofuels business Code - foundation for
conducting business

responsibly

@ READ ARTICLE @ READ ARTICLE

@ READ ARTICLE
@ READ ARTICLE

Qur businesses

I l g 1
S 7 A $
a4 ¥ -~ & ’

Biochemicals Biocomposites Biofuels Energy Forest

A 72 L |
Ilé, ;-’ i I I - [all

Labels Paper Plywood Pulp Timber

@ MORE ABOUT OUR BUSINESSES

Twitter

w]in BCI ¢ JEXON + RE-3

A18. http://carlyle.com

IMAGINATION & N NOVATI,J

WhatCarlyle portfoli® -
companies do... every day. ™
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THE CARLYLE GROUP

Financial Services in the Post-Post-Crisis ] g The Carlyle Group @ OneCarlyle
Environment G

“Embrace challenges & accept that growth is
uncomfortable.” - Carlyle AVP jennifer Gold,

panelist at the 2017... hetps /A cofXga2

The Carlyle Group @ OneCarlyle

“The most important part of the Carlyle
essence has been & will be the people that
woek here.” - Head of Investment Solutions
Lauren Dillard

|"umlnate : : X - The Carlyle Group @ OneCarlyle

g & “Versaulity allows you 1o gain experience, see
ANALYSIS THAT REVEALS ] what you're good at & decide what doesn't
work*-Head of Investment Sclutions Lauren
Dillard

The Carlyle Group to Announce :v-'m Advisors: R*-'Z’Wi-""))‘ﬂ Financlal The Carlyle Group’s Alpinvest

: : 7 ervices team partnered with Avalon et
First Quarter 2017 Financial it labdeb i RS Partners (_:o_mpletes Fun@ralsmg
Results and Host Investor product offering and distribution. for $6.5 Billion Secondaries
Conference Call Program

Continuing Technology Shifts Give Rise to
Need for New'Workplace Skills

oo

Carlyle-backed Assala Energy
Acquires Shell Gabon Assets

]

b i 11/ ‘ 1 f Mike Arpey Talks Top Trends in
e M5 ot ol = Private Equity Fundraising
= 4T Mike Arpey. Managing Director and Head of

e nvestor Relations, discusses the top trends in
—_— g Investor relations and the fundratsing landscape

# Delhivery

The Carlyle Group Acquires
Significant Minority Stake in
Delhivery
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A19. http://avl.com

All Solutions ~

Meet the leaders of the
commercial powertrain
industry

eks left unul the commercal

vehicle networking

ologies with expens like

Find out more about ICPC 2017 ©@

Event: ICPC 2017 Power to Electrify Connected Worlds Helmut List and AVL
Solutions Powertrain Elements Industries
AVL, a competent partner 1o the powertrain and AVL has the unque position of being able not only AVL's competence cover industry appications - from
automotive industry, develops all kinds of powertrain to develop single components of a modern smallest utiity systems and motorcycles via
systems and simulation methods and tools for powertrain, but to optimize them on a system POWErTrains fof race cars, passenger cars,
development. AVL products include instruments and level. The integration of these components to a commercial and off-roadvehicles up to large
balanced overall System is a major customer engines which are used in ships or power plants,

systems for powertrain and vehicle testing
benefit

can oplimize your browsing experie:

Simulation Technologies © E-Drive © Commercial On Road ©
Manufacturing @ Engine © Construction Equipment ©
Transmission © Electrification ©
Vehicle System © Large Engines ©

Passenger Cars ©
Racing ©

Tractors ©

Featured Articles

AVL 48 Volt

Optimized Engine R N =
Concept 2 =4 =
g

G 20% CO2

from the 48V hybrid

WLTC cycle. .
9th International
Commercial
Powertrain Conference
2017

Songress Graz, Graz

10th - 11th of May, 2017

Latest News

«
29th International AVL The new 7th International
Conference "Engine & My Cockpit experience! Symposium on
Environment” Development Methodology
Helmut-List-Halle, Graz, Austria f Kurhau baden, Germany
151 - 2nd of June, 2017 M4th

°
Alinie AN an
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ADOUT AVL AVL Simulation ana Iesting Soiutions catalog zuis

Click here to read the German / English version online.

on and Test Sys
the instruments ¢

AVL LIST GmbH
Hans-List-Platz 1, 8020 Graz

A20. http://arm.com

ARM

& ARM DynamiQ

ARM Developer

Accept and hide ssage X

ARMDYNAMIQ

Expanding the possibilities for Al:

announcing new ARM DynamlQ technology
ARM DynamiQ to redefine the multi-core experience
from edge tolcloud across a secure, common platform

Read more about ARM DYNAMIQ

: _ Intelligence
= Economist Unit
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More than 800 senior leaders from some of the world's biggest

companies gives their opinion on how the Internet of Things is ‘

progressing in this second report from the EIU loT Business Index

arn more about the loT report

series.

Creating a connected world of
opportunity

Innovation through partnership, enabling compute

to happen anywhere

ARM is at the heart of the world’s most advanced digital products,
providing a secure and energy-efficient processing foundation for
electronic devices. These devices enable opportunities for people
and businesses to strengthen engagements, move faster and with

greater ease.

We work with a diverse ecosystem of partners to build shared
success across sectors and geographies, fostering continuous
innovation in all areas where compute is possible.

Our partners have shipped more than 100 billion ARM-based silicon
chips in devices to date, reaching more than 80% of the global

population to ape the world in which we live.

ARMDesignStart

Prototype with Cortex-MO for free. Produce for
only $40k.

The Cortex-MO is available in ARM's DesignStart portal so designers can use a
Cortex-MO for free, and then once ready to commercialize their product, they can
do this with a low-cost, simplified, fast-track license.

Learn more about DesignSta

Building new experiences and
opportunities across markets

Transforming products and businesses
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Over 1,400

Cumulative licenses
signed

ARM develops and licenses
technology that is at the
heart of many digital
devices, from sensors to
smartphones and servers.
Every licence signed
represents the opportunity
for future royalty streams,
which can extend to over 25

years

A21. http://yara.com

Knowtedge grows Home »

About Yara »

G Mobile
9 Smart Homes
Q Wearables

ARM at a Glance

16.7 billion
ARM-based chips

ARM's partners shipped 16.7
billion ARM-based chips in
2016. These smart chips help
make consumer electronics
easier to use and more
immersive, and enterprise
equipment more capable
and energy-efficient.

Products & Services »

Sustanability »

50%

ARMv8 in smartphones
Today, ARM-based
application processors can
be found in about 85% of
the world's mobile devices,
including smartphones,
tablets and laptops. Over
50% of smartphones
shipping today contain
processors that implement
the latest ARMvE-A

architecture.

Investor Relations »

@ Internet of Things

Careers »

@eeood

4,500

Patents owned or
pending

ARM filed 242 patents in
2015, taking the total
number of owned or
pending patents to more
than 4,500,

Cambridge, UK
110 Fulbourn Road
Cambridge

GB-CB1-9NJ

Tel: +44 (0)1223 400400
Fax:+44 (0)1223 400410

Meda »
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Positioned for

Latest News Share price
Norwegian Prime Minister presents new 354.90 NOK 3.65 a

Latest reports

Lasest Anewial Report
Yara Anoual Report 2016 (POF,

Key Figres 2016
Our Products & Services %

Einancial Statements 2016 1
Country by Country Reporting 2016

L)
ra GRI Report 2016 (PDF, 1 AMB) gni
AlLreports and presematons

Careers
Yara is gr

ng, and intends
10 continue. AS the large, ¢

akeady is, Yara al
people from all over the workd

Sustainability

Climate Smart Agriculture
Vacant Positions
See a ant positions

L f RUTubefin |
Produts & Serdces —

Hations » Multimedia Libeary »

Packag

Financial Cal

[ -

Whey Join Yara »

eYouCanWork  »

Reporting »

A22. http://q-cells.com

Q cells CONSUMER ~ PARTNERS & INVESTORS ~ PRODUCTS ~  SERVICE & SUPPORT v

@
0

() Haouha QCELLS

o Silicone

—mt
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Q.ANTUM TECHNOLOGY
HIGH PERFORMANCE, REDEFINED.

Q.ANTUM technology supercharges ordinary crystalline solar cells and modules. Unlike
expensive high-end solar modules, Q.ANTUM does not involve 2 complex new cell design

© Aluminium back contact

WE STAND BY OUR UNCOMPROMISING Q CELLS HIGH QUALITY STANDARDS

FOR INSTALLERS FOR HOME OWNERS FOR COMPANIES

Generate profit from a comprehensive Q CELLS service It pays off to produce your own power with solar energy and Put the roof of your business to work. Make long-term savings
support and one of the best solar modules. permanently reduce your electricity costs with a solar system  on electricity costs and produce solar power with a Q CELLS
by Q CELLS. photovoltaic system,

BECOME A Q CELLS SUPPLIER NOW!
REDUCE ELECTRICITY COSTS NOW! START PRODUCING YOUR OWN POWER NOW!

HIGH YIELDS, GREAT PERFORMANCE. HAVE IT ALL, WITH Q.ANTUM.

THERE'S MORE IN IT FOR YOU.
: Q CELLS SOLAR PANELS WITH Q.ANTUM TECHNOLOGY ACHIEVE
HIGHER YIELDS THANKS TO LOWER LCOE

Q.ANTUM solar panels combine the best features of all known cell technologies to achieve
high performance levels at low cost of electricity (LCOE). This advanced technology ensures
Q CELLS solar modules achieve maximum luminous efficiency under real, day to day
conditions, even under cloudy skies.

LEARN MORE ABOUT QANTUM TECHNOLOGY

FIND MORE INFORMATION BELOW ON
Q CELLS PRODUCTS AND SOLAR SOLUTIONS

EUPD RESEARCH

FAQ'S DOWNLOAD ENGINEERED IN GERMANY

SIGNED AND SEALED
Answers to common questions. We have If you would like to discover more about solar  Our award winning and certified Q CELLS
provided answers to frequently asked solutions and Q CELLS products, please find  solar panels are engineered in Germany. We Q CELLS solar mo«'{ules are way ahead of the
questions download material here guarantee a superior product performance, compelition when; It Sos fo quality, s
highest ylelds aad a proven product proven by a wide range of awards we have
CLICK HERE FOR FAQ'S MORE INFORMATION reliability. received for our products and numerous

affiriansy rararde we haus arhioued

80



THRRIILY IEUUTUD WE TIaVe auiieved.

RELY ON THE TEST WINNER!
WE SET THE STANDARDS

(o) ndividua - Proje -~ - M
CONTACT US o D As cu . (ooner ‘ Investors o |
OOOSD
A23. http://ricardo.com
a IR o ContactUs Careers Login Search » - ]

RICARDO CAREERS

KICK-S'I'ART YOUR CAREER

OUR CENTENARY

100 YEARS OF INNOVATION &
TECHNOLOGY

» FIND OUT MORE: RICARDO100.COM

TECHNICAL CONSULTING

WORLD CLASSENGINEERING,
RESEARCH& Dgqu.og_

&)

» FIND OUT MORE

DELIVERING EXCELLENCE THROUGH INNOVATION & TECHNOLOGY

NEWS & MEDIA INVESTORS

Current Share Price

889.00

Lasluou 892.50
13/04/2017
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W

T TOTC TIEWS SLOTIES
» FIND OUT MORE » Ricardo Quarterly Q1 2017

RICARDO CONNECTED
VEHICLE TEHNQDGV

- =
» Implementing the Paris » Ricardo Motorcycle
Climate Agreement Conference » PICASSOS Seminar

A24. http://slrconsulting.com

Welcome to SLR

Please select one of the options below 10 access the correct regional site for you

Europe Asia-Pacific North America

About Us Our Sectors Our co: Join Us News Contact Us

“SLR prides itself on
attracting and developing
long-term relationships
with its clients.”

Welcome to SLR

Global environmental and advisory solutions for
Oil & Gas, Built Environment, Mining & Minerals,
Infrastructure, Industry and Power sector clients.

We de s and S 10n a wide range of str an eciic issues 1o a diverse and growing base of business, regulatory and

govermn work of offices in Europe, Nortl a, Asia-Pacific and Africa.

m Our Highlights Our Case Studies Our People

SLR Sectors

We focus on six key business sectors

Ple click through to the releva 0 see our capability ces, ¢
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in the Built Environment sector. We

support i
polkcy m
stakeholders

stors, developers, regulators,
s, landowners and other

SLR provides prof vices 10 the
ks and extractive ind)

Our specialkst team have been involved in

projects covering a diverse range of

minerals. Our expertise and capabi

mining, mine:

relevant to all stages of the mine life cyde

hin a broad range of
ring and commercial industries.

Oil a

SLR provides global advisory and
environmental services for all stages of the
oil and gas value chain; from exploration
through to market. We can demonstrate
ficant project experience and expertise

and gas regions of the workd

SLR is a globally-respected provider of
environmental, scientfic and engineering
10 government and private
1ing projects across the
transponation, infrastr aste
gement and government work

SLR has a reputation for delivering expert

} dge and supp

range of power technologies and

infrastructure including: Biomass; Carbon
ture, & storage; Cogeneration

& trigeneration; Geothermal & ground

energy systems; Grid connection and
nirastructure; Hydro pow i
Wave and tidal energy; and Wind energ

SLR Services

SLR offers a wide range of advisory and
environmental consulting services

From acoustics 10 waste management, we deliver advice and support on & wide range of strategic and project-specific Issues 1o a diverse and
growing base of business, regulatory and government cients.

SLR Careers

Why you should consider a career at SLR

Join our team
1k globally on div of a team of indy

h over 1100 prof

y and challen Vhat
vorking acr five n front of you. As a
hear from

pertise 10 SLR.

leading p

scipines, our postion and growang company

the industry is unrivalled. And we bebeve in ensur professionals who ¢

Jr staff — are rewarded and progress
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A25. http://yamaha.com

About Us  Investor Relations  Corporate Social Responsibility

Products & Services

Investor Relations > Corporate Social Responsibility
>
Highlights

-

N
Message from the President > Calendar > Omotenashi Guide >
Continuing to Offer New Value to The calendar for 2017 features a Any trouble with Japanese
Customers and Becoming an range of Yamaha products. How announcements? A sound support
Indispensable Company about using it as wallpaper for your system for the universal design

Z

reddot award 2017
best of the best

desklop?

News Releases

April 4, 2017
Yamaha's REVSTAR Electric Guitars Wins Top Prize in International "Red Dot Awards: Product Design
2017

April 4, 2017
“Sharing Passion & Performance” at Prolight+Sound and Musikmesse 2017

March 27, 2017

Transition to a Company with Nominating Committee, Etc.

March 13, 2017
Yamaha's "YEV" Electric Violin Wins Top Prize in International German iF Design Award 2017

Febeuary 22, 2017

Yamaha to Establish a Subsidiary and a New Plant in Indonesia and Build a New Plant in India

February 3, 2017

Outline of the Consolidated Financial Results through the Third Quarter (Nine Months) of the Fiscal
Year Ending March 31, 2017 (FY2011.3) and Outlook for Consolidated Performance for the Full Fiscal
Year
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2016 anuary 23, 2017
TOP 100 Yamaha Named among the Top 100 Global Innovators for 2016
GLOBAL

INNOVATORS
2 Clarivate
Analytics

> View All
YAMAHA @ YAMAHA
Yamaha Mesic Foundation > Yamaha Mator Co., Utd. >

A26. http://thewaltdisneycompany.com

- - >
The
ABOUT INVESTOR RELATIOMNS CAREERS %B{w - ENVIRONMENT PHILANTHROPY
- -

Company
P
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Marvel Studios’ ‘Thor:
Ragnarok'-New Teaser
Released

3y and ir

VIEW MORE
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A27. http://hillenbrand.com

ABOUTUS  OURBUSINESSES ~ (AREERS ~ NEWSROOM  ENGAGEMENT HiLLENBRAND

PURSUING GROWTH,
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A global diversified
industrial company

HILLENBRAND ANNUAL

REPORT 2016

In just eight years, Hillenbrand
has transformed from a North

American death care business to a

global diversified industrial

company, and we are not done

yet. Our vision is to become world

class.

LEARN MORE >

R e

Hillenbrand Announces Partnerships for
2017 Community Engagement Initiative

BATESVILLE, Ind., April 12, 2017 /PRNewswire/ -

Hillenbrand, Inc., along with one of its operating
companies, Batesville Casket Company, announced

plans for their sccond annual One Campaign.

HiLLENBRAND

ABEL e H ROTEX wwsoumce 8.

ASTORY OF GROWTH

Hillenbrand became a publicly
traded company in 2008. At the
time, Hillenbrand owned one
company. Today, we own six
companies and have a presence in

more than 40 countries.

HILLENBRAND'S STORY >

RECENT NEWS

ONE CAMPAIGN

Hillenbrand recently launched the
One Campaign, a community
engagement initiative involving
associate volunteerism, an
educational awareness campaign

and a significant corporate gift.

LEARN MORE >

Business visionary: Joe Raver

Talk about a growth spurt: Between 2008, when
Hillenbrand Inc., headquartered in Batesville,
became a publicly-traded company, and 2016, its
businesses have grown from onc to six and from

$650 million to $1.6 billion.

VIEW MORENEWS >

HILLENBRAND

Batesv

, IN 47006

Batesville Casket Company to open
health center in Manchester

At a ground breaking ceremony held Friday, March
3, Batesville Casket Company in Manchester
announced it, along with its parent company,
Hillenbrand Inc., would soon be opening a new

health and wellness center.
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Phone: +1.812.934.7000 u

Email:

California’s Transparency in Supply Chain Act of 2

ghts Reserved, Design & Development By: SpinWeb | Freedom

A28. http://adlittle.com

Arthur D Little o

Innovation Excellence Benchmark Contsct
Systematizing Breakthrough Innovation

COMPANY EXPERTISE
Industries
About us Services

Choose Country ~

PRISM ISSUE 22016
Brand Purpose — The new strategic
imperative

No one can be in any doubt that the role of the customer

3 has changed significantly with the advent of

digitalization. In the next few years something like 65%
of the global population are expected to be connected to
the internet through mobile. In this issue of Arthur D.
Little Prism we focus especially on the role of the
customer [...]

ENERGY & UTILITIES JANUARY 2017
Digital future of electrical networks

Digital transformation is one of the most important
changes the utilities industry faces these days. This
transformation is not limited to changing how companies
interact with their clients, but also impacts the way they
operate internally, as well as where and how value is

| created. [..]

TIME JANUARY 2017
Telecom retail & consumer protection

Telecom players dedicate significant resources to
complying with retail & consumer protection (RCP)
regulation, having created complex horizontal processes
and tools spanning several departments. Despite this,
the complexity of the subject and the continuous flow of
new rules often translate into unwise actions (eventually
punished by regulatory institutions). [...]

TIME JANUARY 2017
Future Telco Production Model

NFV and SDN technologies are emerging as enablers of
new flexible production architectures that will drive major

¥ innovation and operational efficiencies for carriers. [...]

TIME JANUARY 2017

Race to Gigabit Fiber

Fiber investments have become more common now
than at any point in the past. The number of countries

with more than 95% fiber coverage has increased from
just one (in 2012) to seven (in 2016). [...]

89

PUBLICATIONS

Prism Careers
Viewpoints Press
Books Alumni

OPERATIONS MANAGEMENT EXECUTIVE EVENT

Executive Roundtable:
Future of Operations

Exploiting the potential of new
technology and Industry 4.0

The nature of operations was in the past
decades due to a constant change and is
gaining currently more speed than ever. The
evolvement of Industry 4.0 and the high scale
availability of new technologies such as
augmented reality devices and blockchain
payments is triggering the accelerated change
in industrial value chains. [...]

SEARCH BY KEYWORD
Your keyword 0}

FEATURED PUBLICATIONS

= VIEWPOINTS OM & AMG - E-leaming — A tool for successful
change

= VIEWPOINTS OM - Future of procurement - File replacement

= VIEWPOINTS TIME - Power to low-power

= VIEWPOINTS ENUT - Upload - What is next for petroleum
downstream?

FEATURED CASE STUDIES

-

AUTOMOTIVE Development of
a CO2 strategy for worldwide
leading automotive OEM

ENERGY & UTILITIES The
energy industry — under
pressure to change

1y 3(CAL
Evioence

MANUFACTURING
Redesigning the portfolio

STRATEGY & ORGANIZATION
Setting up a global growth
strategy
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ABOUT ARTHUR D. LITTLE

125 years at the
forefront of innovation

Strategy, technology and
innovation

We are a global management
consultancy specializing in strategy
and operations management,
serving major corporations and
organizations worldwide. We are
recognized as leaders in linking
strategy, technology and
innovation to deliver sustainable
solutions that address our clients’
most complex business challenges.

[-]

PUBLICATIONS
125 years of thought
leadership

Find out what’s hot in
publications

Arthur D. Little’s consultants are
not only ambitious workers but also
avid writers, publishing on a wide
range of topics, industries and
trends. Our publications section
gives you an insight into the wide
range of material available for
download. Find out about our
thought leadership - be it in
Automotive, Energy, TIME or
Strategy. [...]

Bookmark Arthur D. Little

OUR HISTORY

Arthur D. Little -
redefining innovation

Discover the firm's brilliant
history

For 125 years, the Arthur D. Little
name has been synonymous with
technological ingenuity and
innovative thinking. Arthur D.
Little's management consulting
services were not only sought after
by corporations but also by state
and federal agencies and
governments worldwide. Ever since
our work focused on a host of
services to help our clients. [...]

ALUMNI
The alumni club - A
network of excellence

Arthur D. Little’s alumni

People who work for Arthur D. Little
are exceptional. Even when they
have left, a strong bond with
company and colleagues remains.
The Alumni Club is one of the
enduring benefits of a career with
Arthur D. Little. It currently
connects over 3,000 alumni,
working in virtually every business
sector in more than 50 countries.
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Why innovation matters
more than ever

Releasing the power of
innovation

Harnessing the power of innovation
to protect and create business
value is critical for companies as
the global competitive landscape
evolves into a new order -
especially in the current
environment. Arthur D. Little helps.
companies get a grip on the most
pressing issues and redefine the
way they do business through
innovation. [...]

CAREER

Extraordinary
opportunities

Working with Arthur D. Little
In today's rapidly changing global
. individual organization:
and whole industries have to re-
evaluate, reorganize and reinvent
themselves. For those that are
smart enough to not just keep up
but lead the way, the opportunities
are extraordinary. Find out what
opportunities Arthur D. Little offers
talented people and join our
network of excellence. [...]
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DOWNLOAD THE WHITE PAPER

THE ALLEGIS GROUP MISSION *

At Allegis Group, we strive for excellence through serving others. Our
mission is to provide organisations with the highest quality talent
solutions while also creating significant opportunities for individuals to

realise their professional aspirations and achieve personal success. We

are passionate about our core purpose and will always care more than
our competition, bringing the highest levels of intensity, commitment.

and competitiveness to everything we do

LEARN MORE ABOUT ALLEGIS GROUP

Allegis Group’s vast network of companies offers expertise in specific industries, skills, and service models. Organisations get the right talent solutions.

Candidates earn the jobs they want. It's a win-win for everyone
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APPENDIX 2. THE NUMBER OF GENERIC AND SPECIFIC LINKS IN THE CHPS

Name Generic links  Specific links Total
total total links
Al bp.com 35 10 45
A2 siemens.com 38 8 46
A3 gsk.com 24 12 36
A4 shell.com 35 10 45
A5 auger.co.uk 18 2 20
A6 starbucks.com 41 7 48
A7 sap.com 15 9 24
A8 bayer.com 104 4 108
A9 basf.com 21 13 34
A10  maersk.com 25 9 34
All  bat.com 15 11 26
Al12  nordea.com 33 5 38
Al13  ibm.com 28 30 58
Al4  home.barclays 38 13 51
Al15  goldmansach.com 49 20 69
A16  bicworld.com 51 3 54
Al17  upm.com 45 14 59
Al18  carlyle.com 59 10 69
A19  avl.com 16 26 42
A20 arm.com 18 7 25
A21  yara.com 76 7 83
A22  g-cells.com 11 9 20
A23  ricardo.com 47 2 49
A24  slrconsulting.com 23 9 32
A25  yamaha.com 33 10 43
A26  thewaltdisneycompany.com 13 10 23
A27  hillenbrand.com 8 6 14
A28  adlittle.com 49 19 68
A29  allegisgroup.com 13 18 31
A30 thecapitalgroup.com 35 6 41
Total 1016 319 1335
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