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Abstract

The disruptive and unforeseen challenges over the past decade make it hard for automotive firms,
amid growing productization of their emerging technologies, to take strategic action. The
automotive industry constantly shifts its focus, from shared autonomous driving and electric
vehicles to connectivity and software-defined vehicles. This study is a textual discourse analysis
from the past decade of top management communication, gleaned from hundreds of texts.

Specifically, the research questions addressed are:

i) How do global automotive companies utilize transformational leadership and
innovation language in their communications, as examined through textual discourse?

i) How do usage patterns of transformational leadership and innovation-related
keywords vary among different types of automotive companies, as observed through
textual discourse analysis?

ii) How has such “future-frame discourse” changed over the past decade in the
communications of automotive industry leaders, as investigated through textual

discourse?

The analyzed texts are taken from official open-source letters in the form of annual-, sustainability-,
and so-called zntegrated reports. The texts are then gathered and clustered into groups. The resulting
analysis contributes with theoretical, managerial and policy insights based on how global
automotive firms use Future-Frame Discourse —comprised of both “Transformational
Leadership” Language or “Innovation” Language — in communication. Both guantitative and
qualitative in its methodology, this business management study analyzes leaders’ messaging,
quantifies Future-Frame Discourse usage, compares company strategies, and tracks keyword
trends across the automotive industry. Key findings show significant variations in the use and
development of Future-Frame Discourse textual artifacts among 25 Global automotive groups,
indicating potential strategic impacts for industry stakeholders. As this study considers the
automotive group level, future research ought to focus on the brand or sub-group level. The
findings extend to informing strategic decision-making and organizational practices in the
automotive sector, providing insights for industry leaders and stakeholders. Future studies might
include the analysis of Future-Frame Discourse among internal functions such as marketing,

operations, human resources, supply chain, and sustainability.
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1 Introduction

Over the past decade, disruptive innovation across many industries has enabled the productization
of emerging technologies (Ab Rahman, 2017), driving uncertainty in strategic planning, significant
financial costs (Lenort, 2023), challenging talent recruitment and retention (Kemp, 2021), and
leading to personal burnout (Michels, 2024). In the automotive context, the dramatic rise of
emerging technologies such as autonomous driving, connected vehicles, electrification, and shared
mobility (Hamid, 2022) alongside software-defined vehicles (Liu, 2022) and green sustainable
mobility topics (Gallo, 2020) raise a natural curiosity about —and the demand to define and
describe— how these upheavals are discussed and guided through messaging by top automotive
management. Because CEOs and Chairpersons utilize Transformational 1eadership Language and
Innovation Ianguage either as symbolic communication to stakeholders or as reassurance in times of
crisis, these linguistic tools inspire change and growth, or signal a new trajectory. Both categories
of language, whether used within an organization or in a societal context, can be further expanded
for strategic planning, tactics, and operational actions (Becker, 2022; Salter, 2017 & 2010). Since
Transformational Leadership Language and Innovation Language typically revolve around high-
level strategic vision, values, and goals, firms that use such discourse are “framing” the message
regarding their own view of the future. Consequently, both language types are collectively referred
to in this study as Future-Frame Discourse. Textual discourse analysis relates to the understanding
and interpreting of communication and written artifacts, often discussed as Hermeneutics
methodology. Recognizing the potential of such Future-Frame Discourse utilized by top corporate
leaders as a guiding framework for company transformation, a comprehensive analytical
methodology provides insights into the evolution of industry dynamics over the past decade

(Salovaara, 2011).

While much has been written about the changing automotive industry, there remains a knowledge
gap regarding how Future-Frame Discourse is communicated by the companies themselves.
Additionally, the evolution of, and intent behind, such discourse —and how this compares between
regions and firm size categories— can be better understood than it is today. Previous studies

analyzed leadership communication in the automotive industry for various purposes. Choi & Cho



(2021) studied environmental messages from automotive CEOs, proposing benchmarks for lower-
performing firms. Srinivasan, (2017) studied annual report readability in the Indian automobile
industry. Kim (2023) focused on CEO communication in entrepreneurial settings. Yet not much
is known about whether automotive companies' messaging differs based on size or region. Even
less is known about how this discourse has evolved over time. Much of the literature concerning
the automotive industry focuses on reactions to its service and product output, or its marketplace
performance. This represents an outside-in perspective of the firms. However, there remains a
lack of mapping of the industry's lexicon signaling its own strategies. Therefore, this work sets out

to provide clarification from an inside-out perspective, spanning across the global industry.

This study aims to address the following research questions:

i) How do global automotive companies utilize transformational leadership and innovation
language in their communications, as examined through textual discourse?

ii) How do usage patterns of transformational leadership and innovation-related keywords
vary among different types of automotive companies, as observed through textual
discourse analysis?

iii) How has such “future-frame discourse” changed over the past decade in the

communications of automotive industry leaders, as investigated through textual discourse?

Contributions of the thesis

Since this study examines narrowly defined language within a specified industry, its primary
contribution lies within managerial practice. The automotive industry and its patterns during the
study period reflect not only the technology and market transitions but also how this industry
signals its values and aspirations. Additionally, this study makes an academic contribution through
its evaluation of Communication Theory, particularly using the Shannon-Weaver model, and by
adapting Signaling Theory's model of Signal Effectiveness. Lastly, the policy-related implications
consider the maturity of technology and firms' readiness to signal this to stakeholders, which aids

regulation related to emerging safety and cybersecurity challenges posed by new technologies.

Thesis outline
The complexities of Future-Frame Discourse require both quantitative and qualitative research.
This study is structured first with an introduction of the topic. Chapter 2 provides an overview of

some key concepts: 1) the automotive industry as it has been during the study period, 2) the
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applicable theoretical models, and 3) an explanation of Future-Frame Discourse, comprised of
Transformational Leadership Language and Innovation Language. Chapter 3 outlines the
methodology for the textual discourse analysis. Results and a presentation of the data trends and
relationships are discussed in Chapter 4. Chapter 5 provides extensive discussion and qualitative

insights on the data analysis. The thesis summary and future work suggestions are concluded in

Chapter 6.



2 Conceptual Framework

This chapter relays a typical automotive corporate strategy formulation, followed by an overview
of the shifting landscape of the automotive industry. These changes necessitate a better
understanding of the recent decade, which in turn may guide future strategy. Communication and
Signaling Theories are introduced, as is Future-Frame Discourse, which is input to a framework

used for a textual discourse analysis, introduced in the next chapter.

In a typical automotive firm’s corporate strategy life cycle, frameworks such as PESTEL (Political,
Economic, Social, Technological, Environmental, and Legal) factors, Portet's Five Forces, and
external market trends are utilized to formulate long-term strategic planning (Chodakowska, 2018).
The outside-in perspective is then merged with the current internal assessment and SWOT
(Strengths, Weaknesses, Opportunities, and Threats) analysis to establish an organization-wide
goal setting, which is subsequently expanded into tactics and executed at the operational level.
Continuous communication and alignhment are then enhanced to ensure everyone in the

organization comprehends the same objectives (Khalifa, 2021).

However, over the past decade, Connected, Autonomous, Shared, Electric (CASE) mobility has
emerged and disrupted the industry (Hamid, 2022). In retrospect, a significant amount of
investment has been directed toward hype-based startups with promises of integration into the
internal supply chain of the company. Yet, some of these investments prove futile, leading to the
bankruptcy of the invested portfolio companies (Sjoberg, 2024). A lack of transformational
awareness leads to hype and false assumptions about industry trends (Almlof, 2024). While rapid
changes in the automotive industry demand cross-functional, multi-perspective group strategies,
the data and insights often remain insufficient to be rolled into the corporate strategy proper (Cai,
2023). Understanding the previous decade’s industry context will support a better organizational

future.

The shifting antomotive landscape — legacy and pure play

Since the automotive industry is reshaping technologically, geographically and logistically, the
industry’s own messaging amid its challenges must be observed, locating trends and aiding future
planning. Such analysis reveals the strengths and weaknesses of the strategies implemented over
the past decade for future learning. Additionally, with the rise of electrification, the international
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expansion of new so-called pure-play companies further indicates potential disruptions in the
industry (Dutta, 2019). A “pure play” is defined as a company that sells only one type of product
or service (Cambridge, 2024); in the automotive context, a pure-play company sells only electric

>

vehicles (EVs), as opposed to a “legacy” company rooted in sales of internal combustion engine
(ICE) vehicles. The analysis of pure-play companies is crucial, as they stand in stark contrast against
the legacy company backdrop. This study’s data sample includes the USA-based Tesla, as well as
the Chinese-based BYD as the two lone pure-play companies, though several such brands are

embedded within larger conglomerates.

In "Using Communication Theory to Analyze Corporate Reporting Strategies," Erickson, Weber
& Segovia (2011) consider communication by an organization to be a goal-directed activity that
propels a corporate message toward a central objective, maintaining the company’s or group’s
positive image. In his theory of image restoration, Benoit (1997), regards leadership speeches and
public discourse texts as instrumental in presenting the intended messages. Therefore, to decipher
the underlying messages of a company’s strategic direction, discourse analysis can be organized to
decode the communication. Methods related to the hermeneutic tradition, originating from biblical

textual interpretation, can also be used to understand discourse analysis (Salovaara, 2011).

In business, the messaging by CEOs and key people, in the form of Transformation Leadership
Language and Innovation Language, serves both as symbolic communication to stakeholders and
as reassurance in times of crisis. Such documents are typically freely available online. The use of
publicly available sources such as financial reports and letters to stakeholders permits textual
analysis of reports and speeches, both qualitatively and quantitatively, across various fields
(Guzman, 2007; Berson & Avolio, 2004; Jung, Wu, & Chow, 2008; Scheuerlein, Chladkova, &
Bauer, 2018).

2.2.1 'The Shannon-Weaver Communication Model

Stemming from a 1948 paper “A Mathematical Theory of Communication,” the Shannon-Weaver
model depicts the actors, phases and media involved in communication (Shannon, 1948). Though
initially highly technical and focused on the telecom industry, what came to be known as the
Shannon-Weaver model of communication has a depth beyond arrows and boxes, crucial for any
study of communication (Ruben, 2001). According to the model, any message requires both

encoding and decoding prior to being received, and therefore the intent, meaning or substantive
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content itself might reach the receiver in a very different form than what was sent. This is not
unlike a child’s game of telephone, where a serially whispered message makes its way across many
sets of ears and ends up, in the end, sounding very different. Likewise, feedback from the receiver
based on this message —whether through market behavior, expert reviews or other types of
messaging— returns to the original sender, often painting a different picture than the sender

originally had. Such an exchange is illustrated in Figure 1.

Figure 1 — The Shannon-W eaver model (adapted from Shannon, 1948)

Information Source Transmitter Reception Destination

Sender Encoder Channel Decoder Receiver

> » » »

Message —

Noise Message

The Shannon-Weaver model is focused on znfluence, and the factors that a message must contend
with —intentional and otherwise— on its way to the receiver. According to the technical origins
of the model, noise is a “dysfunctional factor” that constitutes “any interference with the message
travelling along the channel (such as static on the telephone or radio) which may lead to the signal
received being different from that sent” (Oxford, 2024). In a decidedly less-technical, qualitative
use of this model, as with this study, the concept of noise might be, for example, the publication
of financial data, sales volumes, operational changes and so forth alongside an intended message,
such that the now-competing material constitutes noise. Competitors, commentators and the

wortld’s other news and information all constitute such noise.

Society necessarily lacks visibility into the R&D and strategy within large companies, such as in
the automotive industry (Spence, 2002). A firm may then undertake steps such as obtaining
certifications and awards, form partnerships, and otherwise send messages through channels with

what are merely proxies for its inner workings (Connelly, Certo, Ireland, and Reutzel, 2011).

2.3.1 The Signal Effectiveness Model
Lins & Sunyaev (2017 p.7) write that “signal effectiveness is influenced by the signal itself, the
signaler, the receiver as well as the signaling environment.” Stressing that such signaling constructs

are “highly related and interconnected” and that “understanding signal effectiveness requires a



holistic perspective of the signaling process,” Lins & Sunyaev organize their research according to

a Signal Effectiveness Model, shown below.

Figure 2 — Signaling Effectiveness Model example, adapted from Lins & Sunyaev (2017)
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Figure 2’s four boxes represent, listed clockwise: attributes of the “signaler,” elements of the
“signal” itself, “attributes of the “receiver” and lastly features of the “signaling environment.” A
final fifth box, “signal effectiveness” remains in this illustration as a placeholder concept for

discussion in this study.

Signaling Theory typically places numerical scores against each attribute, element and feature —
so an actual positive, negative, or neutral score is assigned. Lins & Sunyaev (2017), for example,
populate their model by tallying scores based on a Signal Theory where Honesty is scored +10,
and Distortion is scored -7, thus creating a numerical output. For this study, however, the model
is used for the analytical exercise of listing the elements and clarifying what type of influence
exerted by, say, each attribute of the “signaler.” Instead of using this model as a quantitative tool,
its multi-dimensional aspect instead aids the qualitative aspects of Future-Frame Discourse signal

effectiveness considerations, and whether relationships are positive, negative, or non-directional.

Language formulates one’s view of the world, with both the audience and the text itself being built
by the writer (Xiaoqin, 2017). Industry leaders, in automotive and elsewhere, use language to spark
organizational change, partly by tempering uncertainties and ambiguity, inspiring others to align
with next-generation strategies, eliciting multiperspective solutions (Souba, 2010). Indeed,
leadership messages signal changes that will be made by the company and their strategic intent
(Kim, 2023). The communication of future events, possibilities, or scenarios to signal changes by

companies, also known as Future-Frame Discourse, can also be used to explain what may happen
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or what they anticipate for the future. Understanding this provides insights into the state of firms
and of the industry. Based on the literature reviews, the textual analysis of this thesis focuses on
two key pillars of Future-Frame Discourse by corporate entities: Transformation Leadership

Language and Innovation Language. An explanation of these topics follows.

2.4.1 Transformational Leadership Language

Generally, Transformational Leadership Language can be referred to as the usage of
communication to inspire change, growth, and signal a new trajectory in an organization or even
in a societal context. Usually, the language revolves around high-level strategic vision, values, and
goals that can be expanded and utilized as inputs for further strategic planning, tactics, and actions
at the operational level (Becker, 2022; Salter, 2017 & 2010). Transformational leadership is seen as
a positive leadership style (Searle & Barbuto, 2013). Citing Bass (1985) and Bass & Riggio (2000),
Searle & Barbuto (2013 p.8) describe the four dimensions of the operationalization of
transformational leadership: Firstly, the leader demonstrates “idealized influence” and acts as a
role model for the type of organization that is sought. Secondly, the leader shares their vision
through “inspirational motivation.” Thirdly, the leader uses “intellectual stimulation,” allowing and
encouraging new ways of thinking. Lastly, leaders show “individual consideration” by leveraging
followers’ unique needs, desires and skills. According to Hay (2006 p. 9), transformational leaders
“lead changes in mission, strategy, structure and culture, in part through a focus on intangible
qualities like vision, shared values and ideas, and relationship building.” Not unlike Seatrle &
Barbuto, Hay identifies the four stages of organizational change, and what is required under
transformational leadership: Firstly, make a compelling case for change, with a genuine challenge to
the status quo. Secondly, transformational leaders inspire with a shared vision, cast in ideological
rather than just economic terms. Thirdly, such leaders lead the change, with urgency, openness,
knowledge creation & sharing. Lastly, transformational leaders embed the change, by tracking

progress, changing rewards systems, and hiring teams that function in a highly collaborative way.

Both Searle & Barbuto’s dimensional and Hay’s staged views strongly emphasize Transformational
Leadership Language. For the automotive industry, a previous such analyses examined have been
undertaken. Choi & Cho (2021) studied environmental messages from automotive CEOs,
proposing benchmarks for lower-performing firms. Srinivasan (2017) found decreased readability
in Indian automobile industry annual report disclosures during the global recession, suggesting

potential obfuscation. Kim (2023) focused on CEO communication in entreprenecurial settings,



particularly Tesla, highlighting the effectiveness of clear communication and proposing a model

emphasizing strategic intent for desired outcomes.

2.4.2 Innovation Language

Amid disruptions in the automotive industry, discourse analysis reveals the Innovative Language
employed by top leaders. This type of communication stresses the importance of creativity, a
future-driven approach, and encourages experimentation to achieve further transformation within
the industry through innovation and improvement (Woodward, 2017). Ditlevsen (2012) notes the
emergence of the term “innovation” related to company performance in annual reports. Since
innovation is frequently discussed alongside automotive transformation (De Propris, 2021; Pichler,
2021) —yet captures a distinctly market-facing dimension— this concept is included in this

analysis. Such discourse is referred to as Innovation Language.



3 Methods

Based on the literature review in the previous chapter, this chapter details the process of data
gathering, clustering and processing for this study’s textual discourse analysis framework. The
outputs are then used for quantitative analysis and related visualization in Chapter 4), as well as
more qualitative insights in Chapter 5. It's important to note that the theories mentioned in this
chapter are used to facilitate the analysis, rather than being the main topic of the study itself. The

results are discussed in the next chapter.

Hermenentics approach

The philosophical foundation for this discourse analysis is hermenentics. As applied to textual
discourse analysis, the hermeneutic methodology relates to the understanding and interpreting of
communication and written artifacts (Salovaara, 2011). Textual discourse analysis is not a new
method for analyzing the ‘underlying messages’ behind communication. The tradition originates
from hermeneutic activity, where the idea is to decrypt biblical texts and understand what they
mean. In essence, it's about trying to understand the context of the biblical texts. For business, the
leadership-related communication and language utilized by top corporate leaders is usually also the
foundation and a guiding framework for company transformation. A lot of messages can be
decrypted to understand the direction of the company from official communication by the
leadership of the organization. When discussing about an industry-wide perspective, the
hermeneutic study can provide insights that can give the picture of the evolution of industry
dynamics over a certain period. A key reason why hermeneutics activities such as discourse analysis
cast light on the messages from the leadership communications is because the outcome from the
analyses is so critical to strategic planning by companies by providing outside-in market and

ecosystem perspectives for corporate strategy formulation.

As mentioned, the textual discourse analysis will focus on two languages. The analysis of
Transformation Leadership Language and Innovation Language discourse across the automotive

industry requires the following steps:

1. Identify Scope of study.
— Which companies, and at what level?

— Which study period?
10



2. Identify source text from among possibilities such as interviews, essays and annual reports.
3. Identify Transformation Leadership Language & Innovation Language discourse
keywords.

4. Gather CEO/Chair letters to stakeholders:

— from annual, sustainability or integrated reports.

— Covering fiscal years 2013 through 2022
5. Extract text, excluding headers and block quotes that are repeated from the text body.
6. Produce a “word frequency” per text, sorted by year, group, and country of headquarters.
7. Exclude all prepositions, conjunctions, articles, and interjections. Scan for and label

Transformation Leadership Language & Innovation Language keywords.

Figure 3 below illustrates the proposed sequence for the textual discourse analysis framework for
this thesis, summarizing the steps above. Partly reflecting the Shannon-Weaver Model, unfolding
as does the sender communicating through channels to the receiver. The encoding and decoding

are done based on several information sources and will be further described in following pages.

Figure 3 — Sequential Textual Disconrse Analysis Framework of this Thesis.

CEO and/or Software-

Annual Chairperson “S“:”i"‘bility, o Creation Based
Report JP . Integrated of raw Keyword
Search | Shareholders L textiichy Analysis

This section describes the data collection for the work. Below, the logic behind the data collection,
which include the companies’ categorization, the study period, the source of the text, keyword

clustering, as well as data limitations, is discussed.

3.2.1 Automotive Companies at the Group Level

Landscape of the antomotive industry

Companies are selected at the group level, as opposed to individual brands, capturing the highest
relevant reporting level within the automotive industry. This ensures accountability and
comprehensive communication to stakeholders. Often, messaging within the automotive industry
signals the overarching strategy for the industry’s car marque brands. For example, when owner

Li Shufu discusses electrification, his remarks extend beyond Volvo to encompass brands like
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Zeekr, Polestar, and Lotus, among others within his Geely Group (Liu, 2023). In addition, the rise
of electrification has led to the emergence of new pure-play companies within conglomerates like
Geely, slightly altering the demographic landscape of the automotive industry. Therefore, to
understand the holistic messaging across the automotive industry through the disruptive ongoing
transformation, textual analysis should not only be conducted from the EU but also from the USA
and Asia, including China and Japan, among other regions, to gain a holistic view of the messages

signaled by the companies regarding the automotive transformation over the past decade.

Twenty-five major automotive groups are identified, ranked by 2022 turnover (Bradley, 2024). For
easier analysis and classifications of the results, each company is grouped into one of five categories
based on its turnover: Powerhouses, Influencers, Players, Competitors, and Contenders. This
categorization emphasizes the companies' influence and impact on the market, with
"Powerhouses" at the forefront. Figure 3 below simplifies the automotive group clustering. It is
important to note that the clustering is intended to facilitate analysis for further sections of this
thesis, rather than commenting on each of the 25 companies individually. The grouping allows us
to understand the messaging of automotive groups at the group level, which is especially valuable
due to the synergies present there. For instance, the Volkswagen Group’s CARIAD initiative to
spearhead their software efforts impacted not only the Volkswagen brand, but all brands such as

Audi, Porsche, Seat and others under the umbrella (Knapp, 2021).

Figure 4 — The top 25 antomotive groups

Rank Group Name Region 2022 turnover Size Category
(billions)
1 Volkswagen Group Europe $299.50 Level 1:
2 Toyota Group Japan $278.70 “Powerhouses”
3 Stellantis Europe $192.60
4 Mercedes-Benz Group Europe $160.90
5 Ford Motor Company USA $158.10
6 General Motors USA $156.70
Level 2:
7 BMW Group Europe $153.00
“Influencers”
8 Honda Japan $136.50
9 Hyundai South Korea $114
10 SAIC Group China $107.90
11 FAW Group China $102.30
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12 Dongfeng China $86.10
13 Tesla USA $81.50
Level 3:
14 Nissan Japan $79.50
“Players”
15 GAC Group China $74.60
16 Kia South Korea $69.20

3.2.2 The Study Period

The years 2013 through 2022 are defined as the study period, enough amount of time for at least
two automotive product or service cycle to have occurred, and 2022 is the most recent year for
full data to have been available upon the start of this analysis. The selected period also witnessed
the emergence of various technologies, including autonomous driving, software-defined vehicles,

and electric vehicles.

3.2.3 'The Source Text

The sources selected for the study include annual reports, as well as those published in
sustainability or integrated reports, chosen for their standardized nature and suitability for
discourse analysis. While corporate leaders communicate through various channels such as
interviews and opinion essays, corporate annual reports are specifically chosen for this study due
to their role as promotional documents, often masking weaknesses and shifting communication
from purely financial to highlighting achievements (Hussain, Ali, Kasim, & Jalaluddin, 2020).
Official sources, such as annual reports, which often take firms thousands of hours to produce,
are utilized by CEOs to address criticism and enhance partnerships (Resche, 2020). Despite

variations in the volume of text produced by each group, the structure and purpose of annual
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reports make them ideal for discourse analysis. Typically, stakeholder-facing texts are found in

sustainability or integrated reports, and these corporate documents are used accordingly.

3.2.4 Identifying Future-Frame Discourse Keywords

Transformation Leadership Language and Innovation Language, as mentioned in the previous
chapter, are important for understanding the industrial changes in this textual discourse analysis.
Deriving representative language from Searle & Barbuto and Hay, the important characteristics

for transformational leadership are simplified into textual keywords:

Figure 5a — Transformation 1 eadership Language keywords

Disrupt Change/Transform Strategic

Similarly, drawing from Candelo (n.d.) and Trovao (2020), ten innovation keywords emerge:

Figure 5b — Innovation Langnage Keywords

Mobility Services Digital
Software Sustainability Autonomous Driving  Electric Vehicles
Connectivity Innovation Green

These keyword components of Future-Frame Discourse comprise the searchable text analysis
tools for this study. As illustrated in Figure 6, the flow and volume of data gathering produced
hundreds of unique text bodies —or corpuses— that were searchable for keywords, and the
separation of the text into individual files allowed the results to be grouped according to keyword
language type —either Transformational Leadership Language or Innovation Language— as well

as year, group name, and region.

Figure 6 — lustration of the volume and flow of the data collection.

Language Type?

Transformational
e Leadoeéship
24x* . 238 unique 238 distinct Innovation
automotive [X :::h gt::::" = | ‘corpuses’ ' %. fre:’::\cy ' Year?
groups: (text bodies) lists 2013 - 2022
Region?

Europe? China?
JaXan? India?
us

* Chinese group FAW is missing from the dataset. 2 S. Korea?

** Two groups had missing years, due to restructuring and other factors.
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Keywords must be found in the text regardless of conjugation. It is also true that synonyms clearly
intended to communicate the same concept must be discovered and “counted as a hit.” Figure 7a

below shows Transformation Leadership Language keywords and their keyword “clusters.”

Figure 7a — “Transformational Leadership” 1angnage Keyword Clusters

Change / Transform Disrupt Strategic

Adapt, adjust, alter, amend,
convert, evolve, improve, Disruptive, unseated...
rebirth, refine, shift, vary...

Calculated, deliberate,
planned, prudent, tactical...

Note the example of “disrupt.” Contextual considerations are here given to understand what is
meant both within the automotive industry, and within the study of Transformation Leadership

Language, so a term like “unseated” means —in an annual report context— “disrupted.”

Figure 7b below depicts Innovation Language and its keyword clusters.

Figure 76 — “Innovation” 1anguage Keyword Clusters

Autonomous Driving Connectivity Digital
Automated, robo-, robo-taxi, = Connection, connected, L
.. . Digitize, DX...
self-driving... wirelessly...

Electric Vebicles Green Innovation Mobility

Battery, BEV, charging, e- . .
b4 ’ ging Climate, eco, environment,

mob, electrification, hybrid, Create, innovate... Transport...
. greenwash, natural resource
plug-in...
Services Software Sustainability
Servitude Soft offer, software-defined... Sustainable...

Note the variety of terms within the “electric vehicles” cluster. “Battery” and “charging” are, in

nearly any automotive context, refer to electric vehicles the artifact itself, or related actions.

3.2.5 Gather CEO/Chair Letters to Stakeholders

Annual, sustainability & integrated reports:

This section features a discussion of the textual discourse sourcing. Annual reports are gleaned
from the ‘investor relations’ sections of the groups’ websites. Those reports containing CEO
and/or Chairperson letters had those sections converted to a raw text file for analysis. Since around
2018, many companies have used ‘sustainability’ or so-called ‘integrated’ reports, often replacing

the traditional annual report for corporate messaging. Although the adoption and content of such
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shifts in reporting varied by group, the letter to shareholders intended to convey the group message

was always clear.

3.2.6  Data Filtering
To ensure that only relevant data is gathered, several filters are applied to the process, such as the

text extraction criteria and data exclusions.

Text exctraction

The letters from annual reports often contain headers, including document name and page
numbers. Such content is excluded from this analysis. Often in these source texts, block quotes
are pulled from the main text and repeated in the margins for emphasis. These too are excluded,
so as not to skew the word frequency. Summary subtitles deemed part of the messaging are
included, but descriptions such as “in interview with the CEO” are excluded. Each text file is saved

off with the company name and year in the filename for correct placement in the master data table.

Word frequency

The corpus analysis software AntConc is used to produce a complete word count per “corpus”
text. One uploads either a single text-format file, or group of files, and is then able to produce a
list of all the individual words in a text. Alongside the resulting list is a corresponding number for
each word, which is the “count” of how many times it appears in the text. Both columns are
needed for the master data table, in which year, company name, word and frequency are placed

alongside each other, resulting in tens of thousands of table lines.

Text exclusions

Analysis of the data table excluded prepositions, conjunctions, articles, and interjections, meaning
that words such as “the,” “beside,” and “of” are exc/uded from the analysis word count, yielding a
net text for analysis. Transformation Leadership Language and Innovation Language keywords and
synonym surrogates, comprising &eyword clusters (Figures 7a and 7b), are flagged and compared
against the net text as a percentage. Ultimately, this table data is sorted according to the year, group,

and group’s country of headquarters.

This analysis based on the gathered and clustered data is designed to produce both quantitative,

and qualitative insights.
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Quantitative insights

The quantitative analysis in this thesis includes visualizing data from the gathered and clustered
data. The analysis, inspired from a method known as "descriptive research," involves summarizing
and organizing data to identify patterns, trends, and relationships (Gliner & Morgan, 2000). It
serves as the quantitative dimension to this study's method. Statistics and patterns found using this
method informed the qualitative portion of the analysis. Figure 8 below describes the quantitative

analysis process of this thesis.

Figure 8 — “Descriptive research” analysis process (using Transformation 1 eadership Language

“Change/ Transform” as an example)

S

“Adapt, adjust, alter,

i Change / : G G G 5 Change | |} +all text
mnansform ] ”"""’:;;f];ez;'::’:”ﬁ"” i Transform | =% (frequency) END

0.

The process shown in Figure 8 use the Transformational Leadership Language keyword
“change/transform” as an example. Several words are sought in the text, each synonymous with
change and transform in most contexts, including adapt, evolve, refine, and shiff, to name a few. Such
groups of keyword concepts are referred to as keyword clusters in this study. Using Microsoft Excel,
the word-frequency text sourced from the AntConc analysis is set up to be marked as either “Yes”
or “No” depending on whether a word matches the keyword cluster. This calculation was done
over tens of thousands of lines within the data table, with the “Yes” marks counted as the original
term in question. The resulting word count tally is then divided by all text within that file, providing
a percentage as the resulting figure. This is done to account for the fact that the length of the texts

greatly varies between firms, years, and report types.

Qualitative insights

Informed by the quantitative results, granted perspective by Communication and Signal Theory
models, the hermeneutic method is used to interpret the data in an industry and society context.
The figure below illustrates how the insights are made. The fusion of quantitative data, theoretical
theories as discussed in Chapter 2, and qualitative insights from the latest external market

information help deduce the qualitative insights in Chapter 5.
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Figure 9 — Hermenentics, Communication and Signal Theories enrich the data.

Quantitative Theoretical Qualitative

Data: Clustered, classified : Automotive Industry
Hermeneutics
& Visualized Trends

Communication Theory

Signaling Theory

Figure 9 depicts the data-driven Quantitative method producing results as the basis for the
subsequent theoretical use of hermeneutics, Communication Theory and Signaling Theory. The
qualitative analysis combines outside contextual perspective together with insights driven from the

Theoretical models, which affect each other.
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4 Results

This chapter presents the quantitative analysis, which results in a series of ratios developed from
the inputs described in Chapter 3 that, when plotted over a timeline, comprise data visualizations
suited for trend analysis, identifying patterns in the usage of specific keywords. This chapter is
structured into three sections, reflecting the three-part research question: 1) Future-Frame
Discourse keywords across the automotive industry, 2) comparison of Future-Frame Discourse
keywords among different groups, regions, and group size categories, and 3) tracking the evolution
of Future-Frame Discourse keywords over time. Please note that this chapter focuses solely on

presenting quantitative data. Qualitative insights and interpretations are provided in Chapter 5.

This section provides an overview of Future-Frame Discourse across the entire automotive
industry throughout the study period. Chapter 5 will analyze these industrywide patterns and their

significance in more detail.

Figure 10 — Example of the Chapter 4 Data

(Covid-19 Pandemic)

% of keyword ——— - : —
against entire

source text /

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

<&

< Time >

€C_o

Figure 10 shows the general format of nearly all diagrams in this chapter. The horizontal “x” axis
represents time, while the vertical “y” axis indicates the percentage of the keyword relative to the
rest of the source text for any given year. For reference, Figure 10 highlights the peak Covid-19

pandemic years.
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Figure 11 — Future-Frame Discourse, Industrywide
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Figure 11 visualizes the Future-Frame Discourse based on the textual discourse analysis across the
automotive industry. It shows the distribution and frequency of Transformation Leadership
Language and Innovation Language keywords over time. As observed through direct visual
inspection, there are notable similarities in the cadence of Transformation Leadership Language
and Innovation Language within the different groups. This suggests a pattern in how these
keywords are used across the industry. The rising and dipping lines signify greater or reduced
frequency of use each year. 2017, for example, features a greater share of Transformational
Leadership Language than Innovation Language, where the previous half-decade has seen a closer
relationship. After 2019 and through the pandemic, Innovation Language becomes slightly more
prominent, continuing to increase in 2022. Meanwhile, Transformational Leadership Language
dips again, after having peaked at just over 14% of all discourse in the source texts and having

begun the study period in 2013 with a mere 4.5% of discourse.

Figure 12 — Transformation Leadership Language, Industrywide

Disrupt
= Strategic

==Transform

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
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Figure 13 — Innovation Langnage, Industrywide
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Figures 12 and 13 above show the frequency of Transformation Leadership Language and
Innovation Language across the industry and economic regions. Each shows significant deviations
between the keyword usage. Figure 12 shows a pendulumlike oscillation regarding discourse
around “Disrupt,” having spiked notably in 2014 and through both 2017 and 2018. After a Covid-
19-era plummet, the term once again matches its 2014 peak. A full 20% of the relevant language
is built around the concept of unrest or disruption during those years, eliciting curiosity about
whether the “disruption” in question is very different after the pandemic than before. Surely, the
pre-Covid-19 concept of “disruption” meant a business strategy to jostle the industry and drive
growth in new areas, whereas the later usage likely referred to the disruption of the industry, its

workforce, and the global economy.

Figure 14 below refers to the top keywords for a given year within the study period, with rows

representing Transformation Leadership Language and Innovation Language.

Figure 14 — Most frequent Transformation Leadership 1angnage & Innovation Langnage by year

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Transformational

Strategic Disrupt Strategic Transform Disrupt Disrupt Transform Strategic Transform Disrupt
Leadership Language g P g o P P sfe g sf p

Electric
Vebicles

Autonomous | Autonomous

Innovation Language Green Innovation Driving Driving Services | Connectivity| Mobility Digital Digital

The usage patterns visualize the top word frequency and the change over time, enabling a glimpse
into the evolving communication strategies within the industry. For instance, in 2016, phrases such
as "transform" and "autonomous driving" dominated the discourse landscape, indicating a
significant emphasis on transformative leadership strategies and emerging technologies such as

autonomous driving during that year.
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4.2 Comparison: Future-Frame Discourse among Automotive Groups across

Various Regions

42.1 Global regional comparisons
In this section, Future-Frame Discourse is displayed within a regional and company size context.
The analysis encompasses the distributions of Future-Frame Discourse for automotive groups

across different economic regions (China, Europe, India, Japan, South Korea, and the USA).

Figure 15 — Future-Frame Disconrse by Region
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Figure 15 illustrates the distribution of Future-Frame Discourse in various regions. Initially, during
the early phase of the study period, Future-Frame Discourse predominates in South Korea, the
USA, and Europe. However, towards the conclusion of the study period, there is a noticeable
uptake of Future-Frame Discourse keywords by groups in emerging markets such as India and

China, coinciding with their increasing global presence in the automotive sector.
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4.2.2 Comparative Analysis within Regions across Different Automotive Groups

Figure 16 — Future-Frame Disconrse in Japan
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Figure 17 — Future-Frame Discourse in South Korea
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This section examines the Future-Frame Discourse data across various regions, as depicted in
Figures 16 and 17. In Japan (Figure 106), a consistent pattern is observed among major companies
such as Honda, Toyota, and Mazda, as indicated by the visual data. However, a noteworthy shift
is seen post-2019 pandemic, particularly with Isuzu, which shows a significant uptick in Future-
Frame Discourse utilization. Moving to South Korea (Figure 17), despite both groups falling under
the same parent company, Hyundai Motor Company, distinct strategies in Future-Frame
Discourse are discernible. Interestingly, Kia's rise in the discourse utilization post-2019 pandemic
aligns with its brand positioning as a more youth-oriented and design-focused entity compared to
its sister marque, Hyundai. This suggests that Kia relies more heavily on Future-Frame Discourse

to convey its strategic direction, as evidenced by the graph trends.
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Figure 18 — Future-Frame Discourse in China
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Figure 18 illustrates the utilization of Future-Frame Discourse in China, known as one of the
fastest-growing markets for New Energy Vehicles (Hybrid and EV) globally. Post-pandemic,
Geely's prominence in the chart has surged, correlating with the expansion of innovative products
under its brands such as Lotus, Polestar, and Zeekr. Meanwhile, BYD has exhibited a consistent
increase in Future-Frame Discourse over the past decade, indicating a strategic trajectory rather

than a random occurrence, especially considering their substantial global EV penetration.

Figure 19 — Future-Frame Discourse in India
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Though not the country’s only large automaker, Tata Motors is India’s sole firm within the groups
list that are studied. Its global presence includes the UK brands Jaguar and Land Rover, and its

Future-Frame Discourse rises steadily during the study period, peaking mid-pandemic (Figure 19).
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Figure 20 — Future-Frame Disconrse in Europe
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Europe’s major global groups shown in Figure 20 are “legacy” companies historically based on
ICE technology, as discussed in Chapter 2. For example, Volkswagen’s Future-Frame Discourse
steadily increases during the study period, only to rise sharply during the first phase of the
pandemic. However, throughout the pandemic, such discourse falls sharply, only to ramp up again
after the recovery. This aligns with what happened with their CARIAD organization. Stellantis,
with brands like Fiat is stigmatized as an “old-minded” group. However, since 2020, its Future-
Frame Discourse develops rapidly. This mirrors its media presence, and a recent rapid expansion

of its EV business.

Figure 21 — Future-Frame Discourse in USA

eFord

—-—Tesla

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Figure 21 illustrates the frequency of Future-Frame Discourse among the USA’s large automotive
8 quency g 8

groups. Future-Frame Discourse among the USA’s large groups is aggressive early in the study
period. This may be attributed to the initiation of automotive software and autonomous driving

start-ups in the Silicon Valley area. However, the data shows that Tesla aggressively champions
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the Future-Frame Discourse between 2015 and 2018, likely reflecting their development efforts

and resulting in subsequent market expansion.

Section 4.3 presents the Future-Frame Discourse categorized by company size, as discussed in
Chapter 3. The analysis will be conducted in two parts: the discourse related to Transformation

Leadership Language and Innovation Language.

4.3.1 Transformational Leadership Language Keywords

Figure 21 — Future-Frame Discourse among “Powerhouses”

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Figure 21 illustrates the Future-Frame Discourse among "Powerhouses" —companies with over
$200 billion in revenue in 2022— showcasing data for Toyota and Volkswagen. Please note that
there is no available data for Toyota in 2019. Examining this category, consider Toyota, recognized
as one of the most prominent automotive brands globally. Over the years, the Future-Frame
Discourse language within Toyota has exhibited fluctuations. This phenomenon is likely
influenced by the advantages associated with holding a significant market share. However, since
2021, both Volkswagen and Toyota have demonstrated a resurgence in Future-Frame Discourse.
This resurgence is attributed to global EV market growth, necessitating more discussions centered

around Future-Frame Discourse.
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Figure 22 — Future-Frame Disconrse among “Influencers”
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Figure 22 displays the Future-Frame Discourse among “Influencers,” which are companies with
revenues ranging from $100 to $200 billion in 2022. This group includes prominent automotive
manufacturers such as BMW, Ford, GM, Honda, Hyundai, Mercedes-Benz, SAIC, and Stellantis.
Upon examination, it's evident that there is no consistent pattern in the usage of Future-Frame
Discourse among these companies. Notably, for Ford, there are dips observed around 2018 in

their communication related to Future-Frame Discourse.

Figure 23 — Future-Frame Disconrse among “Players”
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Figure 23 illustrates Future-Frame Discourse among “Players,” representing companies with
revenues ranging from $50 to $100 billion in 2022. As evident, there are significant fluctuations in
the Future-Frame Discourse discussions among these companies. These fluctuations may stem
from various factors, including uncertainties regarding Future-Frame Discourse topics
prioritization —as observed in Figure 14— and the size of legacy companies, which may impede

abrupt changes. Notably, Tesla stands out among its peers in this group, displaying considerable
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activity in Future-Frame Discourse discussions, particularly from 2016 to 2019. This active

engagement also contributes to their global EV market growth.

Figure 24 — Future-Frame Disconrse among “Competitors”

==8YD

=Renault
Suzuki

—Tata Motors

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Figure 24 presents Future-Frame Discourse among “Competitors,” representing companies with
revenues ranging from $30 to $50 billion in 2022. Notably, all four companies —BYD, Renault,
Suzuki, and Tata Motors— increase the use of Future-Frame Discourse in their public materials.
This heightened utilization is significant as it underscores the imperative for these companies to
maintain competitiveness and relevance on a global scale. Additionally, it is noteworthy that this
increase in engagement with Future-Frame Discourse correlates with the establishment of global

presence for brands such as BYD and Tata Motors.

Figure 25 — Future-Frame Discourse among “Contenders”
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Figure 25 depicts Future-Frame Discourse among “Contenders,” representing companies with

revenues under $30 billion in 2022. The most notable observation in this context is the significant
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spike in activity by Geely Holding. This increase in investment is now bearing fruit, with Geely

boasting at least four higher-end marques of EVs globally compared to the early stage of the study

period, when Geely had recently acquired Volvo Cars less than four years prior.
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Figure 26 — Transformation Leadership Langnage by regions
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Further analysis in Figure 26 displays the utilization of Transformation Leadership Language in

various regions. Notably, China demonstrates a steady increase in their utilization of Future-Frame

Discourse language over the years, contrasting with the relatively slower communication on this

topic observed among automakers in the USA. These trends look to play a significant role in

shaping the global influence dynamics in these car markets.
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Figure 27 — Innovation Language by regions

° @==China

esmEurope
es|ndia
-—]apan

@ SouthKorea
® e oUSA

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Figure 27 presents the utilization of Innovation Language across different regions. Notably, China,

Japan, and India demonstrate consistent communication regarding Future-Frame Discourse-

related topics. This trend may be attributed to the software and digital origins of Future-Frame

29



Discourse, aligning with the younger populations in emerging markets like China and India, who
are more receptive to embracing newer technologies. However, in the USA and Europe,
discussions on these topics are relatively slower, despite the involvement of complementary fields

such as robotics and startup scenes within these regions.

Figure 28 — Transformation Leadership Langnage, legacy and pure-play groups
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Figure 28 above illustrates the comparative use of Transformation Leadership Language between
legacy and pure-play groups. Transformation Leadership Language signifies a novel form of
leadership necessitating transformation. Pure-play entities, benefiting from smaller organizational
size, can more readily enact radical changes and engage in discussions surrounding transformation
compared to larger legacy companies. These larger firms must first address organizational and

structural debt before announcing significant changes.
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Figure 29 — Innovation Language, legacy and pure-play groups
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Furthermore, for Innovation Language keywords in Figure 29, the discussions are initiated by
pure-play companies like Tesla. However, the data illustrates an increased adoption of these topics
by most legacy companies, indicating a rapid surge in the adoption of Innovation Language

discourse among legacy companies.

4.3.2 Innovation Language Keywords

Electronic Innovation Langnage keywords

In this section, the focus shifts to Innovation Language keywords, particularly those related to

) <¢

electronic aspects. The keywords “digital,” “software,” “connectivity,” and “services” are grouped
together as “Electronic” keywords to explore the shift towards vehicle electrification. The term
"Electronic" underscores the importance of digitalization in the automotive industry's evolution.
The data presented in Figure 30 reveals significant discussions surrounding these “Electronic”
keywords, particularly in China where the discussions saw a notable surge in 2019. This surge is
closely linked to China's rapid expansion in the EV market. It's crucial to recognize that EVs
represent more than just electrification; they also signify an increase in the adoption of digital
products, software, and connectivity within the automotive ecosystem. This holistic approach

underscores the interconnectedness of digitalization and electrification in shaping the future of

mobility.
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Figure 30 — “Electronic” Innovation 1anguage keywords by region
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In Figure 31, the discourse on Electronics Future-Frame Discourse is predominantly initiated by
pure-play companies. However, as observed, legacy companies eventually adopt these discussions
on a larger scale, leveraging their organizational size to delve into the topic more extensively. It's
essential to note that this increase in discussion volume does not inherently correlate with the
success of electrification; rather, it primarily reflects the prominence of Future-Frame Discourse

within the industry.

Hardware Platform Innovation Language keywords

The following illustrations depict the Innovation Language keywords “mobility,” “innovation,”
and “autonomous driving,” which are collectively categorized as “Hardware Platform” keywords.
This categorization is made to highlight discussions related to tangible aspects of technology
development, particularly focusing on the physical components or platforms involved in
automotive innovation.
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Figure 32 — “Hardware Platform” Innovation Language keywords by region
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Figure 32 illustrates USA automakers engaging in aggressive discussions on this topic before 2018.
However, the adoption declines after Covid-19 starts (around 2019-2020), while discussions in
other regions continues. Similar patterns observed in “Electronic” keywords in Figure 31 are

mirrored in Figure 33 between pure-play and legacy activities for hardware platforms.

Figure 33 — “Hardware Platform” Innovation Language, legacy and pure play
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Ecology Innovation 1_anguage keywords

The following illustrations group together the Innovation Language keywords “Electric Vehicles,”
“sustainability,” and “green” under the category "Ecology." This categorization is chosen to
underscore the thematic connection between these keywords, emphasizing their shared focus on

environmental concerns and sustainable practices within the automotive industry.
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Figure 34 — “Ecology” Innovation Language keywords by region
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Figure 34 illustrates the swift adoption of Future-Frame Discourse by China, aligning with their

previously discussed global expansion in the electric vehicle market. In Europe, the uptick in

Future-Frame Discourse relating to “Ecology” Innovation Language keywords may be influenced

by initiatives such as Euro Green NCAP (Green NCAP, 2024) and COP26 Agreements (UN,

2023) introduced by the EU. This highlights the potential impact of external factors from

regulatory bodies on adoption trends.

Figure 35 — “Ecology” Innovation Language keywords, legacy and pure play
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Similar patterns are observed in Figure 35, where Pure Play leads the way in ecology discussions

and is then adopted by Legacy companies after Covid. This underscores that innovation typically

originates from pure-play or smaller-size companies. This trend has also prompted large

companies to establish skunkworks organizations, while pure-play companies strive to minimize

organizational bureaucracy to enhance internal innovation efforts. Geely has been particularly

active in pursuing this strategy.
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4.3.3 Results — Key Findings

The Chapter 4 data suggests that Transformation Leadership Language and Innovation Language
vary based on regions and group size category. In addition, there's a swift adoption observed in
China, especially concerning EV expansion. Legacy and pure-play firms drive innovation and
discourse, with smaller entities often leading before larger corporations follow suit. Regulatory
initiatives in BEurope likely impacted the uptake of Transformation Leadership Language and
Innovation Language, as did the Covid-19 pandemic. Moreover, internal innovation strategies such
as establishing skunkworks organizations and reducing bureaucratic hurdles, as demonstrated by
companies like Geely, correlated with an increase of Future-Frame Discourse. The chapter
underscores the dynamic nature of discourse within the automotive sector, shaped by
technological progress, market dynamics, and regulatory environments. The Chapter 4 results are

further analyzed in Chapter 5.
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5 Analysis & Insights: Future-Frame Discourse

This chapter interprets and provides implicit insights from the data presented in Chapter 4. The
meaning behind Future-Frame Discourse frequency trends is likely to be self-explanatory at times.
Regarding Transformation Leadership Language, the uneven discourse around “disruption”
(Figure 11) may, for example, reflect oscillations in a firm’s strategy and reassessment of whether
it perceives itself as part of or distinct from the mainstream industry, or uncertainty about which
position is more advantageous. For Innovation Language, the decline in the use of terms like
“connectivity” and “autonomous driving” (Figure 12) suggests a shift that may reveal both changes
in R&D priorities and evaluations of market viability. Still, much of the Future-Frame Discourse
in the automotive sector necessitates interpretation, supported and enriched by the theoretical
models discussed in Chapter 2, which are applied to Future-Frame Discourse in this chapter. Such
a multidimensional examination of communication and signaling exchange is essential for building
upon the quantitative analysis and uncovering the underlying meaning. This chapter combines
these insights with external market analysis to offer a comprehensive understanding of the trends
and strategic implications for the automotive industry. Organized according to the three-part
research question, Chapter 5 analyzes Future-Frame Discourse across the global automotive

industry between 2013 and 2022, using Chapter 4 data results and the Chapter 2 theoretical models.

Drawing from the framework and textual discourse analysis, the Shannon-Weaver Communication
Model and the Signal Effectiveness Model depict the “sender” and “receiver” as actors in
communication. In considering the details—actors, media, message content, and measurement of
impact—both theoretical models introduced in Chapter 2 offer analytical tools for the
interpretation of the Chapter 4 data results. The aim of the discussion is to provide insight into
how these models contribute to understanding the dynamics of communication within the

automotive industry.

5.1.1 Senders and Receivers in Communication

The Figure 36 adaptation of the Shannon-Weaver model clarifies the results from Chapter 4,
outlining the roles of message senders and receivers. Here, the authors have mapped the Shannon-
Weaver Model within the context of their textual discourse analysis of the automotive industry.
The “sender” represents the “Leader” (CEO or Chairperson), while the “Encoder” embodies the

firm itself, presenting alongside financial facts and truths. Disseminated digitally, the publication
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serves as the “Channel,” with various websites and news outlets acting as “Decoders.” The

“receiver” encompasses the public, competitors, potential investors, and other stakeholders.

Figure 36 — A Shannon-Weaver illustration of Automotive Future-Frame Disconrse (Shannon, 1948)

Direct or 3rd-Party

Annual Report Publication Media Destination
Firm’s Facts & Digital Web & News Public
CEO / Chair & ’
' Truths ' Distribution ' Outlets ' Competitors
Future-Frame Discourse = Noise Societal Values & Commercial Value

Note the return flow of communication, indicating a loopback from receiver to sender. The pre-
channel sent message comprises Future-Frame Discourse, while the post-channel received
message communicates about the firm’s commercial and societal values. Despite initial
disingenuousness, a loopback —through market behavior, user and critic reviews, stakeholder
feedback, or share price— fine-tunes, if not corrects, the message's acceptability. The discussion
of the Shannon-Weaver model here provides a theoretical framework for understanding
communication dynamics within the automotive industry, particularly concerning Future-Frame
Discourse. By adapting the model to automotive discourse, communication flows among leaders,
firms, media outlets, and the public are illustrated. This framework conceptualizes message
encoding, transmission, decoding, and their influence on market behavior and perceptions.
Emphasis is placed on the return flow, underscoring the iterative nature of discourse and the role
of feedback in refining messaging. Overall, discussion of the Shannon-Weaver model enriches
analysis by providing a structured approach to understanding communication complexities in the

automotive sectot.

5.1.2 Signal Effectiveness and Environment

This section explores signal effectiveness and its correlation with the automotive textual discourse
analysis environment. Figure 37 visually represents the Innovation Language keywords as signal
components, each rated based on their impact on signal effectiveness—positive, negative, or non-
directional. This analysis is pivotal for grasping how various factors within the automotive
discourse environment influence signal effectiveness. The insights provided can enhance the

understanding of communication dynamics within the automotive industry, building upon Chapter
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4 results. While similar analyses could be conducted for Transformational Leadership Language,

Figure 37 focuses solely on Innovation Language due to its complexity and the study's scope.

Figure 37 — Innovation Language Signal Effectiveness Model, from Lins & Sunyaey (2017)
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*(+) indicates a positive relationship; (-) indicates a negative relationship; (M) indicates a non-directional relationship

Figure 37 portrays a scenario of the Signal Effectiveness model for Innovation Language. Two
aspects of this tool are particularly valuable. Firstly, comprehending the roles of the Signaler and
Receiver, as well as their subcomponents' relationship to signal effectiveness, is crucial for avoiding
oversimplified interpretations. Secondly, dissecting the signal and its environment with a granular
view enables a nuanced interpretation of the data results within their context, offering diverse
perspectives along the signaling chain. This analysis relies heavily on the Shannon-Weaver and

Signal Effectiveness models.

The first part of the research question —how do global antomotive companies utilize transformational
leadership and innovation langnage in their communications, as examined through textual discourse?— is

addressed here, with a look at the trends at the industry level.

Senders, receivers, and message oscillation

Figure 11 clearly shows an overall increase in Future-Frame Discourse during the study period.
Between 2013 and 2022, the frequency of such discourse quadrupled. As illustrated in Figure 306,
the automotive groups —ascenders— are messaging neither through a written magazine article
nor an evening TV interview but instead “encode” these messages alongside the financial reporting
facts and truths of the annual report. Through the channel of digital distribution, the media relays
—or “decodes”— these messages for the public, potential partners, and competitors. Future-

Frame Discourse, the industry’s own view of its aspirations and promise, must rise above the noise
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of earnings, investments, and the operational humdrum it generates. Additional noise includes

overall industry news, economic and societal trends, and all other media traffic.

The “sender” view is a useful perspective to consider as it suggests intent and strategy. Firms know
and understand what they wish to communicate, indicating there is something beneath the surface.
Therefore, it is alarming when industry-wide data shows concepts like Future-Frame Discourse
changing erratically. Notably, the Transformation Leadership Language keyword “disrupt” (Figure
12), and the similarly inconsistent Innovation Language words “connectivity” and “services”

(Figure 13) expand and contract from one year to the next.

One interpretation of this oscillation, viewed from the "receiver" perspective, such as that of an
investor, is indifferent or even negative in response to such a message. Investors might question
the desirability of "disrupting” the automotive business, which has stood for stability for over a
century. It is understandable why a skeptic of the Silicon Valley move-fast-and-break-things
mindset would be wary of it seemingly co-opting an otherwise predictable industry. In fact, such
an investor might argue that the steady, predictable nature of the investment is what attracted them
in the first place. According to Figure 30, this skepticism from the receiver would inevitably reach
the "CEO / Chait," contributing to the fluctuations in Innovation Language. For example, Figure
13 shows that the usage of "autonomous driving" dipped sharply during the study period and has
not returned to its 2016 peak. The lowest point was 2019, before the pandemic, coinciding with
the decline in start-up and other investments in this area. Along with other oscillating terms like
"connectivity" and "services," these three keywords peaked in 2016, 2018, and 2020, respectively,

with feedback from receivers likely playing a role.

One possibility is that investors, partners, reviewers, and the market responded with skepticism
about the potential for autonomy and digital services, affecting firms' R&D efforts. Another
possibility is that the apparent peaks are components of a single development flow, merely
communicated differently over the study period. If this is the case, discourse is aided by Signal
Theory, which indicates that a firm’s signals need not be entirely honest, but that the firm must
consider its reputation and distinct set of investors. A third possibility is that firms are launching
and redirecting their developments asynchronously. Regional market frailties, combined with still-
immature IT and digital expertise within the industry, result in firms expanding and shrinking

projects reactively, leading to renewed discourse.
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While the increase in the use of "electric vehicles" during the study period might be anticipated,
the dramatic rise in "digital," "software," and "mobility" usage across the industry is more striking.
This Innovation Language paints a picture of services, subscriptions, and business-to-business
opportunities within the automotive sector, underscoring that legacy firms are seeking new
business areas as a respite from challenges in traditional output. Rather than reflecting internal
R&D, another interpretation is that, for many firms, messaging is periodically rolled out like
marketing campaigns. In this case, the sender has calculated that the messaging will excite the
market or raise investment capital for R&D, internationalization efforts, and other initiatives to
fund the intensive R&D needed to productize emerging technologies. As the expansion and
introduction of such features demand a push from outside the firm, the sender-driven messaging
to secure funds is likely reflected in the Innovation Language's fluctuations. These patterns could
indicate that difficulties in securing investment and other external economic factors influence

keyword usage.

The second part of the research question —/how do the usage patterns of transformational leadership and
innovation-related keywords vary among different tipes of automotive companies, as observed through textual
discourse analysis?— 1s addressed in this section. Chapter 4 results are analyzed to identify differences

between firms and their distinct communication strategies.

Divergent strategies among antomotive companies

Different firms utilize different discourse. In comparing legacy companies to pure plays —the
latter comprised of China’s BYD and the USA’s Tesla, in this study— it becomes clear that pure-
play companies command Future-Frame Discourse through the bulk of the study period. This
mantle is then taken up by the legacy groups. From a “sendet’s” perspective, it seems clear that
BYD and Tesla, between 2013 and 2019, define the terms of an industry otherwise lukewarm to
pure EVs. Perhaps the dip in such discourse after 2019 reflects feedback from the market that
these pure-plays ought to adopt a greater volume of legacy-aligned discourse. Likewise, the same
feedback might suggest to legacy firms they mirror the prior messaging by Tesla, notable both for
its spearheading of the industry’s electrification movement as well as its dominance in the use of
Future-Frame Discourse. According to the Shannon-Weaver model, Tesla’s effective
communication is due to the clear encoding, transmission, and decoding of their innovation
messages, as early as 2016. This model explains how Tesla’s leadership successfully conveyed its

vision for electrification, leading to early adoption and market leadership. The analysis of

40



communication channels and feedback shows that Tesla's innovation message resonated well with
consumers and stakeholders, reinforcing its industry leadership. Using the Signal Effectiveness
model, Tesla's innovation discourse is seen in the clarity, consistency, and reception of their
messages. For instance, their consistent communication with “Electronics” and “Ecology”-related
Innovation Language correlates with higher sales among early adopters. The model demonstrates
how Tesla's frequent and effective use of Innovation Language enhanced their market signal,
bolstering brand recognition and influence. This strategic communication correlates with tangible
outcomes like increased market share and accelerated adoption of electric vehicles, showcasing the

alignment of Tesla’s Future-Frame Discourse and its effect on the industry.

Variations correlated with firm size categories

Breakout strategies are seen in Figures 16 and 18, when viewing cross-sections of firms in Japan
and China, respectively. Isuzu seems to kick off an uncharacteristically high volume of Future-
Frame Discourse after 2019. This change in strategy is mirrored by Geely Holding. These two
firms are both diverse industrial companies, but as examined in this study, their standout
commonality is that they both occupy the bottom tier of the Top 25 groups studied for this work.
Isuzu is the second-lowest place Japanese company by 2022 turnover, followed only by 25*-place
Subaru. Geely Holding is 24®-place on the list, the lowest Chinese company by 2022 turnover.
The global revenue position of these companies is likely closely related to their similarly radical
uptick in Future-Frame Discourse. Here, it is useful to consider signal effectiveness, where
positive, negative, and non-directional relationships are considered. While any aspect of
automotive industry messaging might be considered either negative or non-directional —such as
new technology or a new business area— there is surely more risk for messaging deviation among
those in the top tier, labeled “Powerhouses” for this study. Isuzu and Geely Holding, meanwhile,
have only growth to signal, firmly occupying the “Contenders” group, which explains at least some

motivation as to their strategy shift.
Future-Frame Discourse impact on antomotive strategies across regions

Use of Future-Frame Discourse in Europe, India and South Korea steadily increases over the
study period, outdone only by China’s and Japan’s in usage. Meanwhile, that of the USA first
flatlines and even decreases. There is a standout intensity to the Future-Frame Discourse within
the USA until 2018. Yet an even more conspicuous feature is the rest of the industry’s discourse

volume beyond 2019: that of a symmetry with 2019 at its center, in which the other regions seem
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to replace the USA’s volume. Thinking again of the receiver giving feedback to the sender, whether
market or reviewers or investors, there is something receivers must wish to hear from the USA
automakers prior to 2018 that they are not. There is some volume of discourse related neither to
Transformational Leadership Language nor Innovation Language for GM, Ford Motor, Tesla. For
the last, it might well be that the firm understands that it had established itself as an innovative
and leading company. GM and Ford might have a different situation, however, required to deliver

a much higher messaging volume about business fundamentals and their operations.

Understanding regional dynamics in Future-Frame Discourse

This section provides an in-depth examination of Future-Frame Discourse trends across various
regions and automotive groups, as illustrated in Chapter 4. In Japan (Figure 16), major companies
such as Honda, Toyota, and Mazda display a consistent pattern in Future-Frame Discourse, with
notable shifts observed after 2019, particularly with Isuzu signaling a strategic shift through
increased discourse utilization. Moving to South Korea (Figure 17), despite sharing the same
parent —Hyundai Motor Company— distinct discourse strategies are evident between Hyundai
and Kia, with Kia's discourse rising post-pandemic in line with its youth-oriented brand
positioning. In China (Figure 18), Geely's prominence surges post-pandemic, correlating with the
expansion of innovative products, while BYD demonstrates consistent growth, indicating a
strategic trajectory. India (Figure 19) sees Tata Motors exhibiting steady growth in Future-Frame
Discourse, peaking mid-pandemic. Europe (Figure 20) reveals Volkswagen's discourse steadily
increasing, scaling down during the pandemic and ramping up post-recovery, while Stellantis
shows rapid development since 2020, reflecting its media presence and EV business expansion. In
the USA (Figure 21), early aggressive Future-Frame Discourse among large automotive groups is
attributed to Silicon Valley start-ups, with Tesla notably championing discourse between 2015 and

2018, reflecting its market expansion impact.

According to the Shannon-Weaver model (Figure 306), the diverse shifts in Future-Frame
Discourse utilization across regions and automotive groups highlight a strategic response to
evolving market dynamics, underscoring the importance of adaptability in discourse strategies.
This adaptability is crucial given the varied market entry barriers and operational challenges faced

by companies in each region, necessitating a reactive approach to the surrounding "noise."

Utilizing the Signal Effectiveness model (Figure 37) reveals consistent growth trajectories in

Future-Frame Discourse among major automotive players post-pandemic, indicating strategic
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alignment with market trends and emphasizing effective communication strategies to drive
business objectives forward amidst evolving industry landscapes. Factors such as company type
and size, acting as signalers, along with the unique ecosystem of stakeholders, further impact signal
effectiveness, emphasizing the need for tailored communication approaches. For example, the
rapid rise to the software and digital origins of Future-Frame Discourse (Figure 27), aligning with
the younger populations in emerging markets like China and India, who are more receptive to
embracing newer technologies, shows that the different demographics of the receivers and

stakeholders will facilitate changes in Future-Frame Discourse direction.

As discussed in Section 5.3, four main overarching insights related to second research questions

are highlighted:

i.  Divergent strategies among automotive companies: Explores varied approaches to
industry trends, emphasizing adaptability and innovation.

i.  Variations correlated with firm size categories: Examines how company size influences
strategies, with smaller firms showing agility and innovation.

ii.  Future-Frame Discourse Impact on Automotive Strategies Across Regions:
Analyzes discourse's impact on strategies across regions, stressing the need for region-
specific approaches.

iv.  Understanding Regional Dynamics in Future-Frame Discourse: Investigates how

regional factors shape discourse trends and strategic outcomes.

This section addresses the third research question —How bas such “future-frame disconrse” changed over
the past decade in the commmunications of antomotive industry leaders, as investigated throngh textual disconrse?—
with an examination of significant shifts in industry communication about the future. The analysis
in this section focuses on the trends and ten-year evolution of Innovation Language. As shown in

2 <«

Chapter 4, the Innovation Language keywords “autonomous driving,” “connectivity,” and
“digital” are observed to erupt and fade in a series, with the last word seeming to hang on near its
2022 peak into 2021 and 2022. Also increasing in this period is “software” and “electric vehicles”
messaging. To further process the Innovation Language, the three logical groups of keywords —

23 <¢

1) “Electronic” (comprised of “digital,” “software,” “connectivity,” and “services”), 2) “Hardware

Platform” (comprised of “mobility,” innovation,” and “autonomous driving”), and 3) “Ecology”
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(comprised of “electric vehicles,” “sustainability,” and “green”) under the category "Ecology"—

are considered together (Figures 30-35).

“Electronzc” Innovation 1angnage

The third research question concerning “Electronic” keywords examines the evolving discourse
surrounding digitalization and electronic innovation within the automotive industry. This analysis

" "connectivity," and "services," collectively termed

centers on keywords like "digital," "software,
as "Electronic" keywords, to probe the sector's transition toward vehicle electrification. Notably,
Figure 30 highlights a substantial growth in discussions related to such keywords, particularly
evident in China in 2019, coinciding with the country's rapid expansion in the EV market. This
surge underscores the interconnectedness of digitalization and electrification in shaping the future
of mobility. Additionally, by 2021, India, represented by Tata Motors with its British brands Jaguar
and Land Rover, notably surpasses other regions in Electronic Innovation Language (Figure 30).
All regions, except for the USA and Europe, witness a gradual increase in such discourse, which

practically doubles after 2019. Europe remains relatively stable, while the USA experiences a sharp

decline, clearly intensifying its output of total non-Future-Frame Discourse.

According to the Shannon-Weaver model, the boost in discussions surrounding electronic
keywords in China, particularly in 2019, reflects a strategic communication effort by automotive
industry leaders to encode and transmit messages about digitalization and electrification. This
aligns with the model's emphasis on the sendet's role in encoding messages that resonate with the

receiver, in this case, stakeholders interested in the future of mobility.

Using the Signal Effectiveness model, the adoption of “Electronics” Future-Frame Discourse by
both pure-play and legacy companies signals an effective transmission of messages about
digitalization and electronic innovation within the automotive industry. The consistent growth in
discussion volume, especially after 2019, indicates a positive reception and impact on market
behavior, highlighting the effectiveness of these communication strategies in driving industry-wide

conversations and shaping perceptions of the future of mobility.
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“Hardware Platform:” Innovation 1angnage

The qualitative analysis insights for the third research question regarding “Hardware Platform”
Innovation Language Keywords indicate a shifting discourse trend over the past decade among
automotive industry leaders. Figure 32 showcases discussions surrounding keywords such as
"mobility," "innovation," and "autonomous driving," collectively categorized as "Hardware
Platform" keywords. These illustrations highlight the focus on tangible aspects of technology
development within the automotive industry, particularly emphasizing the physical components

or platforms involved in innovation.

USA automakers undertook aggressive “Hardware Platform” discourse prior to 2018, as depicted
in Figure 32. However, there was a decline in adoption following the onset of the Covid-19
pandemic between 2019 and 2020, while discussions in other regions continued to increase
steadily. Additionally, Figure 33 mirrors patterns observed in “Electronic” keywords, indicating a
correlation between pure-play and legacy activities for platform development and messaging.
Overall, the analysis suggests a dynamic evolution in future-frame discourse surrounding
“Hardware Platform” Innovation Language Keywords, influenced by factors such as technological

advancements, market dynamics, and external events like the Covid-19 pandemic.

According to the Shannon-Weaver model, the fluctuations in engagement with Hardware Platform
Innovation Language Keywords among USA automakers before and after 2018 suggest varying
degrees of effectiveness in encoding and transmitting messages related to tangible technology
development within the automotive industry. This aligns with the model's emphasis on the sender's
role in crafting messages that resonate with the receiver, reflecting the need for adaptability in
communication strategies to navigate changing industry dynamics.

Using the Signal Effectiveness model, the decline in adoption of Hardware Platform Innovation
Language Keywords by USA automakers following the onset of the Covid pandemic, despite
continued discussions in other regions, underscores the importance of signal clarity and
consistency in driving effective communication within the automotive industry. The correlation
between pure-play and legacy activities further emphasizes the impact of messaging alignment on
market behavior and perception, highlighting the need for tailored communication approaches to

maintain competitiveness in the evolving automotive landscape.
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“Ecology” Innovation Iangnage

The qualitative analysis for the third research question regarding “Ecology” Innovation Language
keywords suggest a notable evolution in future-frame discourse among automotive industry
leaders over the past decade. Grouping the keywords "electric vehicles," "sustainability," and
"green" under the category of "Ecology" forms a thematic connection to examine the industry's
focus on environmental concerns and sustainable practices. Figure 34 illustrates China's rapid
adoption of “Ecology” keywords, particularly in line with its expansive endeavors in the global EV
market. Meanwhile, the observed uptick in Europe's discourse could be attributed to influential
regulatory measures such as the Euro Green NCAP and COP26 Agreements, initiatives
introduced by the EU. These external factors shed light on the significant impact regulatory bodies
can have on the adoption trends of Future-Frame Discourse, shaping the industry's narrative on
sustainability and environmental practices. In Figure 35, a similar trend is observed where Pure
Play companies take the lead in discussions on ecology-related topics, followed by Legacy
companies' adoption, particularly noticeable after the Covid-19 pandemic. This highlights the
trend where innovation often originates from smaller-sized companies, prompting larger
counterparts to establish specialized units like skunkworks organizations to intensify internal
innovation efforts. Geely's proactive pursuit of this strategy serves as a noteworthy example,
emphasizing the significance of agile and innovative approaches to stay competitive in the
automotive industry. Overall, the analysis suggests a dynamic shift in future-frame discourse
surrounding “Ecology” Innovation Language Keywords, driven by factors such as global market

dynamics, regulatory initiatives, and industrywide innovation strategies.

According to the Shannon-Weaver model, the rapid adoption of Future-Frame Discourse by
China and Europe, particularly in response to regulatory measures and market dynamics, reflects
a strategic effort by automotive industry leaders to encode and transmit messages about
sustainability and environmental practices. This aligns with the model's emphasis on the sendet's
role in crafting messages that resonate with the receiver, demonstrating how regulatory initiatives

and market trends influence communication strategies within the industry.

Using the Signal Effectiveness model, the trend where Pure Plays lead “Ecology” discourse,
followed by Legacy companies' adoption, suggests an effective transmission of messages about
sustainability and environmental innovation. The correlation between smaller-sized companies'
innovation initiatives and larger counterparts' responses underscores the impact of messaging
alighment on market behavior and perception. Geely's proactive pursuit of innovative strategies
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further highlights the effectiveness of agile approaches in driving industrywide conversations and

shaping perceptions of sustainability in the automotive sector.

The analysis in section 5.4 discusses the decade-long evolution of Future-Frame Discourse among
automotive industry leaders, examining trends and shifts in communication strategies. Notable
observations include fluctuations in Transformational Leadership Language and the prominence
of Innovation Language keywords, indicating a dynamic landscape influenced by technological
advancements, regulatory influences, and market dynamics. These insights underscore the
importance of adaptive communication strategies tailored to navigate the ever-changing

automotive industry landscape effectively.

47



6 Conclusions

A textual discourse analysis framework has been proposed with the aim to provide quantitative
and qualitative analysis to understand the past decade of discourse within the automotive industry.
The aim is to provide the input for guiding top management and companies in formulating a better
corporate strategy for the next-generation automotive transformation. The analysis presented
underscores the complex and evolving nature of the automotive industry’s strategic
communications during the study period. By understanding the textual discourse from top
management’s public communications, the thesis stresses how global automotive firms navigate
Transformational Leadership and Innovation Language. Based on the communication and
signaling theory models, and on the activities done in the thesis, a communication map for the
Future-Frame Discourse in the automotive industry is also denoted (Chapter 5). This work shows
that Future-Frame Discourse frequency alone is not the key influence for global growth. However,
Future-Frame Discourse corresponds with —and effectively signals— the strategies that are
required to achieve growth as demonstrated in the case of Geely, Tesla and emerging pure-play

companies. The key conclusions drawn from this study, derived from the research questions are:
A) Utilization of Future Frame Discourse

The automotive groups in this study widely use Future-Frame Discourse via Transformational
Leadership and Innovation Language in their official leadership communications. The usage is
crucial for formulating strategic vision and facilitating innovation to deliver emerging technologies
products such as autonomous vehicles. Several years show a uniform approach to communication
in the texts, while other years show a more even distribution. While the various groups each have
distinct business, technology, and philosophical focuses, the trends among different company sizes
from the work done in this thesis also found several qualitative insights which can be useful for

further analysis. More details are in Chapter 5.
B) Variation in Usage Patterns

There are notable differences in the way automotive groups use Transformational Leadership and
Innovation Language. Pure play and smaller companies often take the lead in these discussions,
driving innovation and speeding up productization. In contrast, larger, legacy firms typically
follow, but at a slower pace due to organizational inertia. Patterns across regions reveal trends in

how firms navigate challenges and adopt emerging technologies to shape their strategies. Key
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findings highlight changes in leadership discourse, the increasing focus on innovation, and diverse
strategies based on factors like size and region. This research emphasizes the interconnectedness
of leadership, innovation, and organizational practices, offering theoretical understanding and

practical implications for industry stakeholders.
C) Evolution of Future-Frame Discourse in the Past Decade

The study observes a dynamic shift in Future-Frame Discourse over the past decade. Companies,
regardless of their size and economic region noticeably focuses on increasing the Future-Frame
Discourse in their communication, reflecting wider industry trends and market demands. In
addition, not only the communications involved the Innovation Language but also focusing on

Transformational Leadership Language to support the changes.

By mapping out how firms use Future-Frame Discourse in their communications, this research
offers valuable theoretical, managerial, and policy insights into the strategic communications of
the automotive industry, contributing to a better understanding of how language shapes strategic

actions and organizational transformations in a rapidly evolving sector.

Theory

This thesis contributes to theory by providing a methodological template for applying both the
Shannon-Weaver Communication and Signal Effectiveness models to a textual corpus-derived
word frequency dataset. It offers insights into how automotive companies utilize Transformational
Leadership and Innovation Language in communication over the past decade, providing
contextual insight into this utilization. The study identifies differences in keyword patterns and the
evolution of communication strategies, offering strategic implications for stakeholders to guide
decision-making processes. Additionally, it enhances theoretical understanding of communication

strategies and their impact on industry dynamics.

Managerial practice

The study also provides insights into how and where a company focuses its market and
development efforts, which is a constant focus of any multinational enterprise. This is because
management spends significant capital on its messaging. Having a comparative understanding of
a firm’s messaging and that of the overall industry would further inform strategic planning,

business tactics, and operational-level actions.
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Policy

The thesis contributes to policy by analyzing how company leaders discuss and express industry
growth across different regions. This analysis provides policymakers with valuable insights that
inform the development of more effective policies. These policies foster innovation while

considering the needs of various stakeholders and ensuring balanced industry growth.

In summary, the findings indicate that the effective use of Future-Frame Discourse influences
strategic decision-making and enhances organizational practices. Companies that skillfully utilize
Future-Frame Discourse are better equipped to adapt to market changes and technological
advancements. As this thesis centers on textual discourse analysis, further work suggestions will

be briefly discussed in the final section of this chapter.

Data completeness and frequent restructuring

Chrysler and other groups were in the process of merging into what would evolve by 2014 first
into FCA (Fiat Chrysler Automobiles) and, through a later merger with the Peugeot-Citroén-
comprised PSA Group, into Stellantis. In this study, FCA and Stellantis alike are sorted as

Stellantis, with the fiscal year 2013 missing.

Report availability
English-language annual reports could not be verified for the Chinese group FAW (First

Automobile Works), resulting in only 24 of the 25 groups comprising the total dataset.

Keyword cluster refinement

Though the authors endeavored to thoroughly capture all contextually relevant synonyms for the
Transformation Leadership Language & Innovation Language keywords, there remain several
whole-phrase concepts that ought to be captured. One such example is NEV (or New Energy
Vehicle) which is the preferred catch-all term in the Chinese market for BEV and hybrid vehicles.
This region-specific initialism was not included in the keyword cluster for Electric Vehicle,
however. Such a term —and those that may emerge— capturing more nuanced language might

be included in a future study.

Carefully tracking financial and investment data alongside Future-Frame Discourse will add a

correlative or even causal dimension to future studies, likely requiring categorizing such finance

50



data in a harmonious “clustered” manner as shown with Transformation Leadership Language
and Innovation Language keywords in Chapter 3. Additionally, investigating Future-Frame
Discourse across several companies and regions within a supply chain would expand the study
scope, using both the Shannon-Weaver and Signal Effectiveness models to depict the automotive
groups themselves as receivers, possibly discerning a Future-Frame Discourse value ripple effect.
Finally, the analysis of intracompany and cross-functional discourse across divisions such as
marketing, operations, human resources, supply chain, and sustainability would be a logical

extension of this work.
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