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IAG believes that human induced climate change is a reality and have advocated for 

some time that early action is required to address the likely impacts. Although the 

implementation of global mitigation strategies could reduce the amount of global 

warming that will occur in the future, the momentum in the climate system caused 

by past and present behaviour dictates ongoing changes in our future climate are 

inevitable. Increases in the frequency and severity of weather related events are 

predicted for some key regions in Australia and globally.

For example, a weather pattern that is currently being observed across Australia is a 

warming trend, which is predicted to increase in the coming decades and therefore 

is likely to increase the bush fire danger. Climate change induced alterations to the 

temperature, humidity and wind climates across Australia, coupled with changes to 

the weather patterns influencing the region, are likely to lead to shifts in the regions 

affected by a variety of severe weather phenomena and the severity of these impacts.

Website 1
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Greenhouse gas pollution is one of the most important issues facing the world today. 

AGL recognises that deteriorating air quality and climate change are critical issues 

facing the global community and accepts the scientific consensus that greenhouse 

gases in our atmosphere need to be stabilised so as to avoid adverse health impacts 

and assist in reducing dangerous climate change. 

AGL supports the leadership position adopted by the Commonwealth Government 

in committing to support a global agreement to stabilise levels of greenhouse gases 

in the atmosphere at 450 parts per million CO2 or lower by mid century. AGL notes 

that this translates into an emission reduction target of up to 25% below 2000 levels 

by 2020.

Website 2
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“During negotiation of stakes, parties enact specific orientations 

and personae… Individuals not only present a persona but they 

also try to get the person they negotiate with to enact a 

particular persona – which is called „second persona‟ – during the 

communication episode and vis-à-vis the relationship…”  

Corporate personas: a „stakeholder‟ approach

(Heath 1994: 162)
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“Each company asserts a persona to which external publics react 

positively, negatively or indifferently. That reaction can 

manifest itself in two kinds of identification. One is through 

symbols that bond company and individual, whether positively or 

negatively, and which may result from or lead to product or 

service preferences. Another depends on action such as 

membership (e.g. seeking employment) or financial support, such 

as buying behavior.”

Corporate personas: a „stakeholder‟ approach

(Heath 1994: 235)

“Companies become more successful when they adapt their 

enactment to that of their publics…to achieve a joint enactment, 

one that is based on a shared principle satisfying to both parties.”
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“On the one hand, companies depend on a supply of resources 

from various stakeholders, so that management is challenged to 

secure social acceptance by communicating the benefits that 

the company creates for society and the sustainability effects 

of its activities. 

On the other hand, the vision of sustainable development 

requires participation, which in turn requires the reporting and 

communication of sustainability-relevant issues and activities. No 

participation is possible without communication.”

Corporate personas: a „stakeholder‟ approach

(Herzig and Schaltegger 2006: 301)
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Identities and personas…

Identity discourse (e.g. Tann 2010) • field (reflexive)

Persona (e.g. Martin & White 2005) • tenor (patterning)

• enactment 

• triple articulation

• orchestration

Affiliation (e.g. Knight 2010) • mode (interaction)

• performance

• power / normative

• solidarity / bonding 

Review:

• representation
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• Self definition

• Issue orientation

• Role allocation

Overview: fields of 

corporate persona construction

• Social accountability
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• Customers

• Employees 

• Shareholders / investors

• Community

• Competitors

Overview: tenors of 

corporate persona construction

• Government agencies
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• Presentations

• Press releases

• Webpages

• Newsletters

Overview: modes of 

corporate persona construction

• Published reports

• TV commercials

• Phone reception
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Overview: genres of 

corporate persona construction

Presentations

Press releases

Webpages

Newsletters

Published reports

TV commercials

Phone reception 
• Customers

• Employees 

• Shareholders / investors

• Community

• Competitors

• Government agencies
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“Since the 1970s, deregulation and privatization have replaced 

state intervention as the political imperatives of global politics…. 

We have reached a situation whereby the complex and global 

operations of financial markets and major corporations go 

beyond the power of national governments.”

Rise of the Corporation

(Dunphy, Griffiths & Benn 2003: 32)

What‟s at stake?
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“Most recently a critical issue in the debate has been the 

relative virtues of the prevailing neoliberal economics (economic 

rationalism) versus „stakeholder capitalism‟. 

Neoliberal economics… argues that the role of the corporation is 

simply to maximize short-term returns to shareholders… 

Critics of this viewpoint argue that these changes have had 

destructive consequences for other important stakeholders –

employees, customers, suppliers, governments, local communities, 

future generations, other species of planetary life, and the 

environment.”

Rise of the Corporation

(Dunphy, Griffiths & Benn 2003: 8-9)

What‟s at stake?
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“Primary stakeholders are those engaged in some transactions 

with the firm and without whom the firm would cease to exist. 

Secondary stakeholders are those who are not essential for the 

firm‟s survival but who can influence the firm or who are 

influenced by the firm (or both)… 

The social contract that emerges out of a company‟s interaction 

with its stakeholders has its visible form in clear, written policies 

and principles that relate them to human resource development, 

community relations and the ecological environment.”

Stakeholder theory (e.g. Freeman 1984; Mitchell et al.1997; 

Clarkson 1994; Trevino & Weaver 1999)

(Dunphy, Griffiths & Benn 2003: 68-9)

What‟s at stake?



15

Presentations

Media releases

Webpages

Newsletters

Published reports

TV ads

• Customers

• Employees 

• Shareholders / investors

• Community

• Competitors

• Government agencies

The Sustainability Report

Customer reception 
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Employees 
Financial service providers 
Customers
Suppliers 

Authority 
Advisory Board
Industrial consultant 

NGO-Customer protection 
NGO-Union 
NGO-Environmental group 
NGO-Politics/Agenda 21 

Press agency 
University/Research institute 
Rating agency 

Ebinger et. al. (2006)

“…the large majority of the 

stakeholders saw themselves as 

addressees of the reports and 

emphasised their importance.”

Who reads them?

The Sustainability Report
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Social purpose

The Sustainability Report

• Legitimation of corporate activities 

• Increase corporate reputation

• Gaining a competitive advantage

• Signaling superior competitiveness

• Benchmarking against competitors

• Increasing transparency and accountability

• Establishing employee motivation 

• Internal information and control processes

Herzig & Schaltegger (2006)
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“can be said to highlight the fact that the corporation sees -

or recaptures - it's rightful place in society, next to other 

„citizens‟, with whom the corporation forms a community. 

Citizenship then focuses on rights and responsibilities of all 

members of the community, which are mutually interlinked and 

dependant on each other.”

Corporate Citizenship?

(Matten, Crane and Chapple 2003: 111)

1) “a good corporate citizen” = philanthropic activities

2) “economic, legal, ethical, philanthropic responsibilities” (e.g. Carroll 1998)

3) “legal rights and duties” 
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“A corporate story is a dynamic entity, developed and 

redeveloped by the permanent, ongoing interaction between 

internal and external stakeholders. A continuous dialogue in the 

testing of the relevance and the reality of the Sustainable 

Corporate Story, and readiness to apply changes resulting from 

the dialogue, will have a positive effect on the attractiveness of 

the story.” 

The Corporate Story

(van Riel 1995: 168)
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• Self definition

• Issue orientation

• Role allocation

Overview: fields of 

corporate persona construction

• Social accountability
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• Self definition

• Issue orientation

• Role allocation

Overview: fields of 

corporate persona construction

• Social accountability
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• Self definition

• Issue orientation

• Role allocation

Overview: fields of 

corporate persona construction

• Social accountability
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• Self definition

• Issue orientation

• Role allocation

Overview: fields of 

corporate persona construction

• Social accountability
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“Each organization emerges through communication; individual 

acts (voice) culminate in a collective Act (Voice) whether 

coherent or discordant. This dialectic entails a search for order, 

control, coordination, and shared interpretation. How a company 

operates results from enacted relationships and meanings that 

emerge from and guide those relationships. Such is the case 

whether Voice is coherent, unified, focused, and clear or 

fragmented, divisive, incoherent, and unfocused.” 

“Voice”: organizational dialogism

(Heath 1994: 26)
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• Self definition

• Issue orientation

• Role allocation

Overview: fields of 

corporate persona construction

• Social accountability
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[AGL] staying involved in the wellbeing

we need to stay close to our customers

[we] engaging and motivating our people

[we] giving back to our shareholders

[we] listen to their feedback

[we] deliver on service promises

[we] delighting our customers

[we] relate to our customers

Origin Energy AGL

Origin Energy impact on communities

[we] developing and maintaining the trust

we rely on these communities

[communities] to provide skills

[communities] to buy our products

[communities] to maintain environment

[communities] to provide access

Origin acts to maintain stakeholder trust

[Origin] developing relationships

[Origin] ensuring our activities do not 
adversely affect
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• Self definition

• Issue orientation

• Role allocation

Overview: fields of 

corporate persona construction

• Social accountability
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we have impact on the environmentproduction of energy has impacts

Origin Energy is minimising its impact

we aim to reduce emissions

greenhouse gases are released

gases act like a blanket

industrialisation led to emissions

human actions are increasing these gases

greenhouse effect will raise temperature

warming may impact plants and animals

we are reducing the intensity of emissions

us to reduce the intensity

gases leads to global warming

Origin Energy is reducing intensity

we work with Government and community

we will contribute to the development

AGL have an important role to play

human activity is producing gases

gases trapping solar radiation

Origin Energy AGL
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The production and use of energy has environmental impacts, 

the most significant of which is greenhouse gas emissions.

Over the last century, increased industrialisation and energy consumption 

has led to significantly higher levels of greenhouse gas emissions to the 

atmosphere.

Origin Energy
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“Each organization emerges through communication; individual 

acts (voice) culminate in a collective Act (Voice) whether 

coherent or discordant. This dialectic entails a search for order, 

control, coordination, and shared interpretation. How a company 

operates results from enacted relationships and meanings that 

emerge from and guide those relationships. Such is the case 

whether Voice is coherent, unified, focused, and clear or 

fragmented, divisive, incoherent, and unfocused.” 

“Voice”: organizational dialogism

(Heath 1994: 26)
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What next?
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Some observations on corporate identities…

• Context of coporate identity construction 

(field, tenor, mode, genre)

• Orchestration of corporate identity

• Triple articulation of corporate identity

• Corporate heteroglossia and Voice management

(persona + second persona)

• The corporate story as identity discourse

(self, role, issue, accountablity)

• Social governance
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Some challenges for SFL theory…
Preview:

Identity discourse (e.g. Tann 2010)

Persona (e.g. Martin & White 2005)

Affiliation (e.g. Knight 2010)

VS

individual

collective

• field (reflexive)

• tenor (patterning)

• enactment 

• triple articulation

• orchestration

• mode (interaction)

• performance

• power / normative

• solidarity / bonding 

• representation
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Some challenges for SFL theory…
Preview:

affiliation

individuation

energy 
industry

AGL

business
sector

community
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Some challenges for SFL theory…
Preview:

affiliation

individuation

culture

master
identity

subculture

persona

(generation, gender, 
ethnicity, sector?)

(corporate image?)

(industry?)
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Some challenges for SFL theory…
Preview:

(power) (solidarity)
Bondage Bonding

(Tann 2011)
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Some challenges for SFL theory…
Preview:

Gemeinschaft Gesellschaft
(communal) (contractual)

(Tann 2010)
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Some challenges for SFL theory…
Preview:

power

solidarity

gemeinschaft gesellschaft

bonding

interpellation governance

management

(communal) (contractual)
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