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Abstract
The paper takes corporate profiles of Chinese and American banking institutions listed in the
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2020 Fortune 500 as the research object, builds two corpora respectively, and makes use of
wordcloud, KWIC, index and other functions of the corpus tool AntConc. It describes and analyzes
the similarities and differences in the English versions of corporate profile between Chinese and
American banks, and further reveals the differences in identity construction between Chinese and
American banks from three levels of macro-themes, meso-discourse strategies and micro language
features. Results show that in general, banks in China focus on building the identity of “industry
leader” in their corporate profile, while banks in the United States are more inclined to build the im-
age of “community communicator”. This study combines the corpus tool and the discourse-historical
analysis to explain differences in discursive construction strategies of identities by banks from the
two countries. It not only enriches the theoretical and practical attempts of the research on cor-
porate identity discourse construction, but also provides certain reference value and practical
significance for improving discursive construction ability of Chinese banks in the worldwide.
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“Hfn” X —RESHEIRE T, SRR FW T LN EYIIN R, R X AR )
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e B LA ATIRER . Simon (2004)I\ K & 3 R BA - S RN FIPE, 2 AATTARAE S N2 5
¥yt 2250 206 B A F 4E B R [1]. Coupland & Brown (2004)F{E WL FIRE B A By, XAEHL
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N RGBT, SRR EEN A Bk, EREWERN[4]. T, 15 F U
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VB AT IE TR VRGN 1) S ME R SR M SE A, XA —F =ANENEE, HE KRR E KREE
H J 7R 5T A 28]

3.2. HENRIR

ARHFFELL 2020 4E (W& A E 500 5% Al AT SE [E 500 5 Al N FEAHE L

N T EEGAT ML ZE T A A TR RIS, B SR A SR BURAT LA R AL BT AR Hpp EA 23 K
i AR BIARAT, SEEA 20 K. (HJ2, ST A EARAT 0 IR 1 VA 9 SCRR, - B D SCRRRI Aol
IR T, LA 5325 EARAT B N DT TR B, e 243 B H Sk A LA 36 [ 1) &% 16 Rk ARAT . i
HA P EERATAT L RIARER, PRI ATT A £ lb 8 G mT DIAR 12 B AR AT HLAL) B 0 WA [ PR TE AR A

3 Sl Ja 3 (R ERAT B A 1 R A0 36 B ARAT B 0 iE R ST RLEE, DU fRIRR R RN SE I, B RHE R/
%N 63,502 1 29,547 F4F .
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mE 1, E 2 fios.

SRy B B R 5 2 R 9 A SRR R A A b R R S R 2 Ak, B BRA IR ki e S T e 1]
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Figure 1. Wordcloud in CBID (Chinese Banking Identity Discourse)
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Figure 2. Wordcloud in ABID (American Banking Identity Discourse)
2. EERRZ

Table 1. High-frequency wordlist of CBID and ABID
F* 1. hEMEENSMIATIR

T XE
Bank Our
China We
Was Clients
Development Communities
Banking Help
Management Was
Financial Employees
Business Business
Director Customers
Corporate Diversity

4.1.1. Fr¥EiRES

Frg s R farb i sl . FAERE . R WATEE R P asE S IraaaRm, 8 sum 7 R
NI E ST B TT

M 1 AT LA H P I ERAT B A eh R A% SERT HOES R B R PRI a], BRI B B S bR [4]. R T

AT iR RTERR, TPEEH R Z L “bank”  “banking” 1 “corporate” iXZSIEX 4R, N,

#/ 1. Through its continuous endeavor and stable development, the Bank has developed into the leading
bank in the world, possessing an excellent customer base, a diversified business structure, strong innovation
capabilities and market competitiveness.

o T RARAT A AL E PR LIRS, F “the bank” EFR, — 5 THE KA LA AL, BAFIE
A, BRI, SRR, 24T AR S B HE A B A R R BAT SN, 2R ST
BOBAE ARV TE G

T 5 [ ARAT R B A 28— AFRACIA “our” F1“we ” SKABACE &, H LA AAL . 2585 H1 = 2 B (2019)
NN, S AFRZAR “RPTERRA” , B0 1 REN SRS SL AR, AR T hii Al 53 22 JA]
RO HREEES, I HEIERY), &5 AN, KRB0 BB IRRAAE I, TG 15 R
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£/ 2. While we’re a global bank, our mission is simple: We responsibly provide financial services that ena-
ble growth and economic progress.

[FIRE R AT BA BT BT, 38 EAEAAT AE W /0 58 — A0 LUSE — AFRARRE “we” FRIFEC,
A “our” IR, HiEE T “BN” , ZEHZAMESERL, —ERE B 7 ihzAT
R AR, ARG 1265 ~FEEBEN S i .

AN, MRAEZE 1, wTLABRASENRAT @A BT AL s b EERAT IR KR A LA A 2R
MFETT, AL N, EEA R 745 “clients” ,  “communities” , “employees” , “customers”
TENHIZ AR GEAHRFE, FEH “diversity” —ia I 2 Jo Al e, BEM S 1 Al 736 EARAT “4h X4
WE” M.

4.1.2. BIBRME

WIE S R TR s P PEIE 5, xb b, B, JERW . R iBiEshia . e, B CE SO
HoAT NER R WREHATIHEEN . Hart YONRIE R S5 TRIGRE KRR EE, W —EN
FWAE[10].

T A B2 R R BOE TES R AN, 25015 2P E SRAT S IE s e S L. e, A [ HELE T
—M1AH “developed” , “managed” Al “established” ; SEENLHE “help” , “service” LAK “grow” .
FiEL AntConc 1] KWIC F1 Plot Dhfexf i kA7 e, Az izial i) B F SRR EAESL. LU A4
5] 73 330K B P AR P

£ 3. The Bank has developed into a public listed regional bank with total net capital of over RMB 148 bil-
lion, total asset of over RMB 1500 billion.

% 4. We protect people’s savings and help them make the purchases from everyday transactions to buying
a home that improve the quality of their lives.

MTLVER], o EEM AR RN 2L, EGIR) 3, Bl AT H] 7 BLAE 72 R 15
ZATTEIX RN C LB B R, R TIZATHRAITEN ), ondlk B & CBES 8 sl . e q) 4
t, SREA LM REEARAT WS I Zhid 50, BERMMRZATHEN, JFREHRAR AR, FR, 247
H RN kAT 4, “help” —iRIBERER ViZIT RS EEMKBER KRR, BiE T
— AR IR ST B .

4.1.3. HEIREHITHRAR

W R BRI 55 SRS R AR I R B SR B R &, 1B S L EEAIUNEEEA RS TR
F L AR UEE 0 S D VAR A SR A B R

R4 Halliday (2000: p. 76) (15 A5, 1531 73 9w & EH W1 must. ought to #1 have to 2 28,
=A% will. would F1 should & DL RARE A IEZA SN AFE can. could F1 may fEN[11]. Kix =iq] 531
TEPIANERLE PR, R SE [ m B A B0y 2 I, P EHEL T 8 I TR EEAS)H
EE MM 7 28 %k, PEHI T 30 Kk AREEREASShESEEA 32 &, i E AT 5 k. il BdEee
0 o [ R AT e A e AR B A A S, Ak N BO R AR, R EGR et R ER
A7 D00 58 A ) 2 P A A ARG A 80 1A], SRRARBIRE S, Pob S5 e, RIS SE S0
I EII AN ISR VIAS BE, S VA PR SR [RIREAE PN TE R EE v g B A i A IE o

#/5. We must be a front runner in terms of deployment of resources, provision of efficient service, and
business innovation.
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#/6. What we can and will promise is to be truthful and give honest assessments of our businesses and
prospects; act with integrity and honor; and do the right thing.

DAL A B AEAR A ARAT IR 5, 91 5 ) must — 1A 33k B o (8 28l ARAT BEIL 55« IR 552540
B ASE R, T SE I E B ARAT WEE can A will PN TR A S I, AR T INZE g, EAER B
FIp=g/INs

4.2. BMERESTHT

Gt DR OHE T SSRGS F RN, AEVETEMIBAE B, SR EEHTR NG . T i S A 9
B 95 S Ve PR A R R A . EASRE, P EARAT DU = AR S Ak, I Bhiit 2
IR AL 1 B AT A, LI S e e (R 25 Bl R R T3 1 e — AN S BB (A 53 1
S [ 55— AFRIRAC A, 3 1 R Bh A 10 B ARAT 5 2RI e B B R E — i, R PR R Bl
WS A RE VST E AR, B RHEEE R A R KV E SR

5. 458

ARSI PIA B BEEREZE S S Y FELBA [ RS0 ) BOARAT R HEAT XS L H, G5 SR AL SR ARAT
/GG oW S TR BN E S, SR A RN ER S 4. WHtss &
WRHRE 73T TH AntConc A1 Wodak (K17 - JI 2t ik, — R B3 1 E LA S0 i it i
W o

Al ] A F s AL B A R SCAC IR S B 1, v [ R RAT AR Aol i o (1 5 15 2 0 T T DA 2555 )
O, AT B e i 1 SRS A T RE 77, M S I ) [ B SR HOARAT B 4o 30k, B E AR AE— 52 )R
BRYE, TR PR, VERE TR R RN, AR TS SRAE — R B AT SRR, (HAR ST
TURBBE 5 RPNz U 2 T X R E S %,
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