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NAGYVALLALATI HONLAPOK OSSZEHASONLITO ELEMZESE

COMPARATIVE ANALYSIS OF THREE LARGE COMPANY WEBSITES!

SZABONE PAPP JUDIT?

Az iras harom, Eszakkelet-Magyarorszagon miikodé multinacionlis nagyvéllalat honlapjat elemzi
azoknak a letoltés id6pontjaban fennallo allapotaban. Miutan meghatdrozom a honlapnak az iizleti kom-
munikaci6 irott formai kozott elfoglalt helyét, a harom vallalat honlapjanak tartalmat vizsgalom abbol
a szempontbol, hogy hogyan mutatjak be magat a vallalatot és annak termékeit, illetve hogy a vallalat
mint j6 polgar gondolata hogyan jelenik meg benniik.

Kulcsszavak: {izleti kommunikacio, a vallalat mint jo polgar, kiilsé (extern) kommunikacio,
egyiranyt kommunikacid, arculatformalas

This paper gives an analysis of the content of the websites of three large multinational companies work-
ing in Northeast Hungary as they existed at a certain point in time. After defining the place of the
website among the written forms of corporate communication, the website content of the three compa-
nies is investigated with regard to how the company itself and its products are introduced and how the
idea of Corporate Citizenship appears on the websites.

Keywords: corporate communication, corporate citizenship, external communication, unidirec-
tional communication, image building

INTRODUCTION

This paper gives an analysis of website content as a specific type of corporate communica-
tion. The material of the analysis was selected from among the websites of companies oper-
ating in the North Hungarian region. The websites of three companies are analysed, each
representing a different type from a certain aspect: those of Robert Bosch Kft (Ltd Co) oper-
ating as the Hungarian subsidiary of a multinational company, Wanhua BorsodChem Rt, (Co)
originally established as a Hungarian company, which, after several changes in ownership,
became Chinese property some years ago, and therefore probably represents another type of
corporate culture, and TVK Nyrt (Plc), established as a Hungarian company but also present
abroad.®

1 A bemutatott kutatomunka a TAMOP-4.2.1.B-10/2/KONV-2010-0001 jelii projekt részeként az
Eurdpai Unid tamogatasaval, az Europai Szocialis Alap tarsfinanszirozasaval valosul meg” “This
research was carried out as part of the TAMOP-4.2.1.B-10/2/KONV-2010-0001 project with sup-
port by the European Union, co-financed by the European Social Fund.”

2 SzABONE PAPP Judit
egyetemi docens
Miskolci Egyetem Modern Filoldgiai Intézet
Angol Nyelv- és Irodalomtudomanyi Intézeti Tanszék
3515 Miskolc-Egyetemvaros
nyejudit@uni-miskolc.hu

3 In August 2015, TVK Nyrt was acquired by the MOL Group.
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1. THE WEBSITE AS A SPECIFIC TYPE OF CORPORATE COMMUNICATION

1.1. Types of corporate communication

Relevant literature (e.g. BORGULYA 2010: 41-77, BORGULYA-SOMOGYVARI 2009: 85-110)
classifies corporate communication from several aspects:
— according to its setting, it may be

e internal or

e external;

— by its directionality,
e vertical,
e horizontal or
e diagonal;

— depending on the alternation of sender and receiver,
e unidrectional or
e Dbidirectional;

— according to its tenor,
e formal or
e informal;

— as regards the handling of information,
e centralised,
e decentralised or
e decentralised-integrated,;

— according to the spheres or sets of interest groups:
¢ involving financial or market spheres or
o the spheres of non-market interest groups or staff.

1.2. The place of the website among the types of corporate communication

Going through the above classification criteria, as regards the setting of communication, the
website represents a type of external corporate communication as it is targeted at current or
potential consumers, customers, business associates and partners, suppliers and the broader
social environment communicating information about the company to them, and presenting
its products to them. With the spread of electronic telecommunications devices, the website
is one of the most important tools for a company to integrate into its social environment and
develop a favourable image of itself.

With regard to the alternation of sender and receiver, the website represents a unidirecti-
onal type of communication as it is primarily the sender, the company that provides informa-
tion to which it typically gets some kind of reaction or feedback only with some time delay,
for which, however, it always offers an opportunity. Nowadays, companies are becoming
more and more eager to invite customer feedback.

In addition, the website typically belongs to the forms of communication involving se-
veral spheres as it has market aspects in so much as it provides information for clients and
customers and also for potential business associates and partners (contact, servicing) but at
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the same time, it is a device for the company to communicate with its social environment as
it has several elements with which the company ensures its acceptance in society and forms
a positive image of itself in the public.

The aspects of regulatedness and information management are less relevant with regard
to the classification of websites as they typically concern the company’s internal hierarchy
system. A kind of regulatedness is present, however, as the website is generally maintained
by appointed staff members so that materials may be posted on the website through them,
with their consent.

2. COMPARATIVE ANALYSIS OF THE THREE WEBSITES

2.1. General features and standard elements

The use of the website as a communication tool is widespread nowadays. Naturally, multi-
national companies use this electronic tool for keeping contact in varied ways and in a pro-
fessional manner. Website content is protected by copyright. In many cases, company web-
sites are maintained by specialised companies.

As irrespective of the nationality of the owners, the working language of multinational
companies is English, from among the companies investigated, the webpages of Bosch and
TVK are, of course, bilingual: information is available both in the Hungarian and English
languages. Interestingly, Wanhua Borsodchem’s website is multilingual but both the Hunga-
rian and Chinese languages are missing from the supply.* As regards style, the English vers-
ion of BorsodChem’s webpage is informal in comparison with the texts on the other two
websites as is shown by the greater variety of sentence types and the questions and rhetorical
questions (Is it any wonder that new uses for PVC are still being discovered?) as well as
suggestions (Take a look around you. Can you see any of our products?) addressed to the
visitor.

The slogans that immediately catch the visitor’s eyes on the starting page serve the pur-
pose of creating goodwill and a positive image. For example, Bosch’s slogan, Invented for
life creates two kinds of positive associations. On the one hand, with respect to the products,
it creates the image of durability and reliability. With it, the company as good as distances
itself from the image of disposable’ products necessary to be replaced after a short period,
associated with the negative aspects of consumer society. On the other hand, it suggests job
security, the idea that whoever takes up a job with the company can rely on making a long-
lasting career there. BorsodChem’s slogan, Chemistry for generations speaks about che-
mistry serving several generations so it also intends to conjure up the image of durability and
reliability in our elusive age, struggling with a value crisis. TVK’s Unlimited dynamism
reflects, on the one hand, the dynamism of the modern age, and, on the other hand, calls up
the idea of unlimited possibilities, at the same time referring to the company’s multinational
character.

The webpages directly address some target groups: such are potential employees (all the
three webpages have a menu item about career opportunities, and Bosch’s webpage even
introduces some of the successful young employees), investors (particularly in the case of
TVK), suppliers, and the press and media (on their websites, companies publish the latest
news about their operations that they consider significant, and collect and archive the diffe-
rent publications appearing about them in the media). All the three webpages display contact
details and have a search function as ’obligatory’ user-friendly features.

4 By the time of publication, the starting page has become available in Hungarian, too.
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2.2. Introducing the company

In all the cases, company introductions present some facts and figures, generally the following:
— scope of activities,
— number of employees,
— sales returns,
— in case of a group, the list of members, number of regional and other subsidiaries,

facts about global presence,

— amount spent on research and development, number of patent applications submitted,
— ownership structure, the possessing of voting rights.

In case of large companies, these figures are obviously impressive.

Texts are typically made up of expressions with positive connotations: e.g. Bosch: leading
international supplier, improves the quality of life, offers innovative solutions, one of the
most attractive employers; BorsodChem: a fresh look at chemistry, BorsodChem products
are everywhere, our foothold is strong, a confident foothold, enviable reputation for high
quality chemicals, we are growing steadily; TVK: leading petrochemical company, unique
project.

In the case of the two large, originally Hungarian companies, the introduction of the com-
pany itself occupies several menu items. There are separate sections about company history,
the values represented by the company and current operations.

Apparently, of the three websites, that of TVK focusses most on the relation with in-
vestors, which can obviously be accounted for by the fact that this company is mainly in
Hungarian ownership. This website gives the most detailed business and financial information
about the management system and management bodies but the annual reports, meeting docu-
ments and share prices can also be inspected.

As regards the facts and figures above, BorsodChem’s website appears to be most eco-
nomical. It is possible that the reason for this is the change in ownership.

2.3. Presenting products

The company website is a sales tool, as well. This segment is primarily targeted at customers
and clients. All the three websites give a detailed presentation of company products, classi-
fied according to activity and business line. Product descriptions generally rely on specialised
terminology but the intention to create a positive product image, and advertise and promote
products is also clearly present here.

For example, the presentation of Bosch’s automotive products (Gasoline systems) in-
cludes the following expressions: integrated approach, development of new, groundbreaking
solutions, which in the context suggest that the positive objectives set at the beginning (eco-
nomical fuel consumption, low pollutant emission and enjoyable driving) have been
achieved.

With regard to PVC, BorsodChem’s website uses the following expressions among oth-
ers: ideal modern material, helping to make life easier, safer, more convenient and more
enjoyable, its many qualities offer a range of benefits to society.

Advertising and marketing considerations are least present in TVK’s product presentations.
Such typical sentences in the product presentations on the website and in the downloadable
catalogues as "TIPOLEN low density polyethylene (LDPE) grades are produced by high pres-
sure polymerisation in ICI autoclave reactors and in BASF tube reactors.’ are meant directly
for experts.
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2.4. Presenting the company as a ’good citizen’

The notion of a company as a citizen originates from the English expression Corporate Citi-
zenship (CC). Westebbe and Logan (1995) define the term Corporate Citizenship in the fol-
lowing way (cited in BORGULYA 2010: 69, translated by me):

’Corporate Citizenship means the coordinated efforts of a company aimed at
solving social problems, going beyond its actual business activities and fol-
lowing a unified business strategy. These efforts include all the company’s re-
sources relying on specific corporate competencies. An important role is
played by the conscious and purposeful communication of the company’s so-
cial commitment in as wide a range of target groups as possible.’

The image of the company as a good citizen is supported by the company slogans posted on
the websites (see in greater detail in section 2.1).

The visual design of the websites also aims at creating a positive image: the starting pages
of both TVK and Bosch display impressive photos, showing a world of idyll and harmony
with people appearing in a natural environment.

The textual part of the websites includes menu items designed specifically for the above
purpose: e.g. Bosch: Social commitment in Hungary, Social commitment on the global level.
These menu items give a summary of all the devices and values that the company considers
important in this respect. These parts present the company as a responsible employer, envi-
ronment-conscious and committed to sustainable development, and one supporting education
and research.

Similar is the purpose of the menu items Philosophy and Values on BorsodChem’s web-
site, where, on the one hand, the company emphasizes its commitment to environment pro-
tection and corporate citizenship, and, on the other hand, lists the following as priority values:
excellence, respect (including respect for both the individual and multicultural communities),
open communication and teamwork.

The relevant parts of TVK’s website (Professional contacts, University contacts, Social
commitment, Sustainable development) emphasize professional excellence, expertise and an
ability to deliver outstanding individual and team performance. The company’s sponsoring
activities in the fields of science, culture and sport are also referred to.

The information of the websites concerning quality assurance standards and certificate is
also relevant here. (BorsodChem: ISO 9001:2008, TVK: safety datasheets for products in
compliance with the REACH regulation of the European Parliament and Council).

2.5. Application of electronic multimedia communication devices

The large companies examined apply the electronic and multimedia devices provided by the
website in a varied way. The websites of BorsodChem and Bosch apply the devices of ani-
mation and multimedia presentations using musical effects, and the visitor can take a virtual
tour in TVK’s company premises.

CONCLUSION

Parallel with the rapid spread of electronic communication devices, the website is becoming
more and more important in corporate communication, making it possible for the company
to keep contact with both the general public and important target groups. The structuring and
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content of the website are determined by the type of the company (whether it is an independ-
ent corporation, or parent company or subsidiary in a multinational group) as well as the
ownership structure as a company that is dominantly in Hungarian ownership (of the three
cases studied, this is represented by TVK) makes more comprehensive and very detailed
information available about its operations. In addition to the fact that the website serves the
purposes of product presentation, marketing and advertising, a very significant element in it
is Corporate Citizenship, the presentation of the company as a responsible social and eco-
nomic actor, and through this, image building.
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