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Abstract

Against the backdrop of frequent global public health events, the practice and communication of cor-
porate social responsibility (CSR) face new challenges, exerting a profound influence on interna-
tional corporate image construction. Guangzhou, as the core engine of the Guangdong-Hong Kong-
Macao Greater Bay Area, which is a frontier of China’s deep engagement in globalization, is particu-
larly noteworthy for the international narrative of its leading enterprises. To explore how Guang-
zhou-based enterprises in different industries discursively construct their CSR images in response
to major external crises, this paper selects GAC Group and GPH Group, representing the advanced
manufacturing and pharmaceutical industries, respectively, for a case study. With Jamali’'s “3 + 2”
CSR model and Fairclough’s three-dimensional CDA framework integrated, and corpus methods and
text content coding employed, the focus, discursive strategies, and image construction in the English
CSR news reports released on the official websites of the two enterprises are compared. A divergence
between an “internal strategy-driven” approach and an “external demand-driven” one is revealed.
Specifically, GAC Group’s CSR discourse concentrates on economic and strategic discretionary re-
sponsibilities, constructing an image of a forward-looking “strategic innovator”. In contrast, GPH
Group focuses on altruistic discretionary and ethical responsibilities, shaping an image of a “profes-
sional responder” that addresses core societal concerns. This paper uncovers the effect of the “social
contract” embedded in industrial attributes on CSR discourse, providing empirical reference for Chi-
nese enterprises to optimize their international dissemination strategies and enhance cross-cultural
communication effectiveness in a crisis context.
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AR (CLURRIFR “T R ) SEYBEL SR AR MEGEBA IR A R (LLUR R 77257 ).
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2. Xzt
2.1, MR EXHAT

HHT, BRI T EZE TR T AR FEAATE T L. 15 F IR
DTS A N AR ST TE S A SRR O &) Hor, RE Il 2 R CSR i, 704
IR ANV TR R TP S [1] . T8 SR 1 ERIE IR TE R S . BIETRR . SRS EITRA]
WRC SRS, R TG IE[2] PPN IERIE[S] SLImRIKIE[4]5F, AN A] ILAERHE T3 946 51 T X ok ]
[5]+ fRFRIA[6]SE MR Bl A B s 25 S AR IR I i B b e, M E A th. IefF &R
HEFREE T (LU RIAR “CDA” YA T HI Il B3t 7E, LA Fairclough (9 =4E 7T HESCAARER 7]

2.2. CSRiFIEHXMR

CSR il HImT FeiE e 1 1 M 70 M BAE T  Hr s it o BB 7T 2 X CSR ik i i AR S
BAGAT, I RIER AR S UGB A [8]. XM FidtiL: T CSR LRI Z WL S, (HME AR
AR, HRTE F RS SR SIREA R R . BEE CDA FIEREE 5 2R, DHREITIRRE
TS KWk B8, R SRS SR, B SRR ERRRER. flan, =, B
PRSI IA] R A A Bl A PR S A A IR T RO A R (RTRREER RS ) T A 5 45 1E,
PO sk, G SRR, EEIME, UAAAR, BiEE L7 S bBRIEMERR[9].

2.3. HETHRETF

[EI A b2 DX CSRABIE AL QAR T L BRE, APIFAET LB, B e, T8 ARk
XV HHTI R 5 AT AL S, RA XA CSRIE R LT T, Ik, iR L
REAE SRR S A B 1 BT G TR A T K AR 24— B FE ] T4 4R B CSR R 35 B2 MAE B R THT, SC
AAPAIRN: BT RIEES, DOREGR WA, MM CSR BRIV 4EL B —. i, A
o LU 0 SR G RATAT S TR )58, /b WRFE O BRIZ AR th U, S HCEAT o R LA (i A £
o AT “HiliEk vs BRZGL” X AR ATE T SN S EEOA A R A A = B, BT I E RO
EFRE, PRS2 12T B A Ml A ) SR R I 1 o R g LA 3 A
3. IEIpER
3.1 “3+2” CSRiRE!

Wil gy, LB TIBIRFEARR LGRS, ERTBURF . BT &7 ARXER K a8 A 75 7K
R TN Ss . AL MR CSR IISMES Wik, A5 Su)RHHIEZ CSR BAL, Jrh Jamali fY
“3+27 CSRIME G T JLRIRAILSS, HIEHIIN T REFEZ X CSR FE#[10]. “3+27

CSR 5 8Y[X 73 | 5l 5 B &M CSR. B M B BAREIEETE . MG DT, 58 SR
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Figure 1. Discretionary and mandatory CSR
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Figure 2. Fairclough’s three dimensional CDA framework [13]
[& 2. Fairclough B CDA =#E4EZ2[13]
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4. fERET
4.1. ARMREBRIERE

PR 258 R A ERAE T N T 5 500 5EE Sk Ak, R EER AT AL 2 S DL R AE N 3R B AR S AL B
TYHEMIARRF CSR fth, AASCIRAL T EAME RN LA o TERIR 2 N S Ak By W3 SC i CSR A
JBTEARIE, WAVERE D 2020 4 4 H 1 HZ 2025 43 A 31 H. & N Lk SRS, R&ELH
ANMRTERIEE . VR TESC CSR HRAE 1E B (Corpus of GAC’s English CSR Reports, L Ff#i#% “CGAC” )fl
72530 CSR I 1E ) (Corpus of GPH’s English CSR Reports, LA fiifk “CGPH” ). Bl & 32 Fi
1, EIERFHECON 13,789 H); JEE 1 40 B EARIE, SIEFTECN 19,272 16 (55 1).

Table 1. Basic information of CGAC and CGPH
% 1. CGAC 5 CGPH RIEAREER

<

~__ - CGAC CGPH

O aH T R T
2020 0 0 4 1788
2021 2 883 7 3604
2022 4 1644 9 4910
2023 6 2333 7 3109
2024 16 6619 8 3452
2025 4 2310 5 2409
&t 32 13,789 40 19,272

4.2. S BREMRICIE

B, BAERER RN AntConcd.2.4 SEHUPN/NTERHE ) 18R & . HIK, 454 “3+27 CSR
RIh ANYERE R P, B8 AR A RN o 1o, PR K2z dshrie. S TSCMRIBIE, BN “18
HIME” s EEWRYBHAE. SRS GE, HAN Rttt A RIHE” - UAKRBOVRNALL, S
TR AL A CSR 4R EMETERAN . BB=, R — CSR 4EfE ARG 4), 3t CSR IGiH
SIS ST RIEMITREGEE T . BJm, WPIEAE S RITE GUd i) 72 5 i AL 22 3 DR BEAT TR .

FARRUL, ASCHAE[RIE BUT =AN0F 52 L

(2) WFANS RS T A FIEIESENS, 75 CSR FLANMERE B4 BIEER T A FP il 5 2
(3) LA E VB SRR A R A 22 R R AL S S R A 4 2

5. %R 51418

5.1. CSRiZIBERERST

= ] i 7E AR R R R T B T S IRE R 1 . A 4 A AT DA s AR A
£ CSR GBI LoiEE M. L AMEO6 NS IRiIERE, A CGAC 5 CGPH A 20 1 3 i % (&
2).
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Table 2. A comparison of the top 20 keywords of CGAC and CGPH
#z 2. CGAC 5 CGPH i 20 fuE/aiAxttE

CGAC CGPH
Hi4

1] Likelihood A 1] Likelihood AR
1 GAC 3418.396 395 management 541.401 81
2 motor 705.648 106 ESG 494.841 69
3 AION 664.602 77 development 437.496 36
4 brand 532.011 78 ethics 423.699 78
5 SuUv 343.784 43 we 379.116 42
6 technology 341.577 71 employees 357.975 51

market 327.731 7 our 328.089 27
8 vehicles 313.255 47 environmental 315.267 150
9 automotive 301.450 36 training 305.556 48
10 intelligent 284.972 42 continuously 300.966 102
11 global 276.290 63 carbon 286.221 45
12 launch 272.636 42 emission 273.237 471
13 electric 262.069 45 quality 260.652 45
14 EMZOOM 238.588 31 protection 230.295 27
15 models 232.946 27 climate 214.185 24
16 international 224.386 44 sustainable 206.328 21
17 innovation 219.941 58 safety 196.608 39
18 model 212.153 40 health 181.602 30
19 quality 210.908 123 compliance 179.583 27
20 expansion 207.612 31 supply 169.389 24

5.1.1. [T;RKI CSRIZIEER

Wi 2 fisn, CGAC M EEEHRAR 1T IR EART “HEARGIF SN AERE” , REMWET —
ANEORGE S 77 s A RARBRI RIS BT E T TR R BATE, HAFEE AT ABLUR LA T THERA
s

5 ERE. GAC. motor. brand. SUV. vehicles. models. model Zia] 3L [ 21 8h Hi ) IS A ik
ERERMRA B, [EREERR, HHReET MM AION WALFIHTS, R IR I B bR
E T RE TR AU it R o

L AREAI#. technology. intelligent. electric. innovation ZiaJC (B4 I, TR T — oK
AR TEE Sy, LUV CSR AR H B 5147 5 EHT TR R U 03 o7 B % e, B “amid 47
ROVH R B UM JEATH TR, RIS CSR 151G .

2T EY TK. market. global. international. expansion Z5im 57 1 VX502 I 4 BRACALEF A1 17
WL, RWTIRIEARBRK H CSR SEEAE N IT R E bRty a4k AR B ) B TR, AT
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ZN)T TR ERR SRS

BT REREAE . 21 launch &R T K CSR IHIEM “SHAFIR5)” FHE, BT VRIFAESR A
®, MR kAT 2 s FREAE CSRIER . [N, quality SR SRR RN 11
fE7R T, R EARNH LRGN P E, R 6 Al A B A 288 1 St i 2R

5.1.2. ["Z4R9 CSRiEBER

HIMREBETEAR, iy “ Wim 87 35 B, 25 e 2 ARk
IXF e N7 RFAE, ¥B3E 7N L ESG WHEZE, DAASRER v flidr, LATERESHUNFEAR) “ Lol
&7 MR HAGEE RS LN LA J7 1

ESG B GEMEEM. ESC &KW, "I CSR AT NN AT H bR LM FrE(LRT ESG
IEIEHESE . Ak, management. ethics. protection. compliance %5 it 3t [F Ak 1 iX —EN 4. @it 3t
PREBREIEAR, WE T — AT, EEEH . TSI, BRI S

BRI SATFFEE R B . environmental. continuously. carbon. emission. climate. sustainable %51 &
I, R I EE UGS T B A, fhiss T ANBUIT CRR” BARS RTRRAER R I SR Al
N

BT 542484, employees. training. safety. health, LA s AFRACHE we. our, JL[ENE T2
XN BT, XBEASEME NN BRI R AE G 1 R L, AR AR AN IR R A AR, W T —
MEAENKRN. BMAA S REER TR S Z4er “REREE” B

Ay 5 B R AR . quality . health. supply 7820 KEL 1 25 (AT ML AR AN S AL 6 £ €652 47 - quality
se HL P P iR &5 AR AR 2K 3, health 2 H P 47 IR H R, supply 72 HAE fE bl iz 0473, 3k
[FZiis 7 “ iR KIER.

5.2. CSR BB R S RENER

NA ST VR 251 CSR B RIS 5T R &M ER, AT “3+2” CSR BTN,
Xt ) CSR I 4ho #E 4738 — % EL o #r .
52.1. CSRIEIBHE I MER I

24451, CGAC il CGPH 434l 320 N1 392 MNwfg sl . X —HiE HiZO CSR EFEHER, &
11 CGAC 5 CGPH 7E %52 & 1) /A LL il (¢ 3)

Table 3. A comparison of the CSR dimension distributions of CGAC and CGPH
% 3. CGAC 5 CGPH HY CSR iEIE4EE S Xt tL

CGAC CGPH

CSR #EfF — — TEFENE
T gl G GUmERE bk

LT 112 35.00% 78 19.90%  fRUEAES=. FRe st RS, fRERL
VEEETAT 6 1.87% 7 1.78% (B3R e, BDENEAETE )

1 TAT 48 15.00% 119 30.36% PR E . ZehaE. R, AMEE
M e a0 S0 1279 ORI SRS, MIERK. TR

A}
s 26 8.13% 138 35.20% WUV, BRI . ST, H T
Eji%‘i—’ff . 0 . 0 TEE. & v LY ~ I
£t 320 100.00% 392 100.00% /
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3 R, THRHIIEE TR S AR Cheg - 007 WG BRI “ s B R DT F
“HFTUER” AR L EEIL 75%, GER] T CSR IRIR %L, R A2 TURIR B IR B RS A2 5 R
IJQZEP L AR BT AN SR O (RIS E R DU ) IR T I 0 %5, Jl i OR e 28 7 AR g (i B (2 5F 3
)BT o ZATE G5V B AT T TERA R G .

MHZN, TT2REE AR “Fifh - R otz Ot am Mg, <RI E & 5T M
“AEHEFE” MIIE T G L 65%, i) 251 CSR 151 ﬁn%lﬁlfﬁ/*f/z}%ﬂ_’%fﬁﬂﬂiﬂ i B R (R
itk F R STAE), R R HAR B2l “ BOEHAG” O EEEND = & SR RV (1E BE5TAE), K HE
g T H L IRE T MBS

R A, PR “VEESUE” 4R L RRIE & LE IR, IXAF & CSR IEIE I — B, B
TR SFIE R VIS B BRI 498 L35, T M A M2 IR R B AL i

5.22. BFHREEERBSHREN

#1®: In 2024, GAC achieved a remarkable 96% year-on-year sales growth, accelerating its expansion into new
markets. (J~ %, 202542 A)

JHRME B SR TEEME | — A “Wh#F = suikE " 2. & Jcdid “remarkable 96% year-on-
year sales growth” iX —JLSL L E S, #5L TE NI RThE mE LR BHE, HX—HY5 “ac-
celerating its expansion into new markets” FIATBIAHIE, EAURI ARG T L REAT, e h—F
) XA ZE VT FE A BRI 4R TH 5 W 7 (1 412 DUk

#]@: We aim to provide premium drugs for our customers, benefit people from the primary level with more medical
resources and services, communicate the healthy living idea to communities and citizens, and eventually vitalize the industry
and contribute to the Healthy China Initiative. (S~ 2§, 2025 <F 3 A)

JTHNAE TR BN E A “BE = a7 WAEHER. HiEE A E TAES HiR, R
“provide premium drugs” 1 “benefit people o HEENE, HIMEEFIT A “vitalize the industry ”
A1 “Healthy China Initiative” ¥ 5 B AHZE, A2 5F 54 1) JE AT BEDRE o) 52 e 4k 2 A i 1) BRAT

5.2.3. ZEREIEERESHREN

#]®: Known for advanced technology and eco-friendly design, the AION V fully complies with Australian regulatory
standards, paving the way for the brand’s entry. (S~ 34, 2024 4+ 11 A)

JVRCRH “HBREE I SRS A IR TTIE R . @i S 4 iidn AR R “ Australian regulatory
standards” , WE7~ILP= S BENE T 2 KA E KPR HEANIRE, WE T —MEFRL. bR, B R EAR
NS, A ERFI AR ST AL B, BT E BRI AT RS S

#]@: We are granted the production license and use license of laboratory animals by the Department of Science and

Technology of Guangdong Province. (J~ 25, 2025 43 )

JHNER ST IRE R T “BUBGE” Klg. Wi 5HABUEES = “the Department of Science and
Technology of Guangdong Province” #%F#: “production license and use license” [z, JyF& HipE R4t
TIRA JIRANBE A, B5R T AR AEE, W T BUENUIA T AL R R SA R TR A

5.2.4. REBREEERBSHREN

#]®: Looking ahead, GAC Group remains committed to delivering better products, services, and experiences to consumers
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worldwide, enhancing mobility solutions and enriching the lives of customers across the globe. (J~i%, 2024 % 11 A)
JRISEE ST IRER A T “UEAE” HBE . #id “committed to” Al “better” 5 & IR 37 HXHH

Iy ‘ X -\LA:H: 0 "z
BB, i “enriching the lives of customers” ¥ F i AT AT HE T N AR AL IR BB K,
T — M. GRERN “SIAR” B

2025 %3 Al)

1] ®: Embracing the corporate philosophy of “spreading love all over the world”, we leverage our industry and resource
advantages, and channel our goodwill into rural vitalization, community health development, and charitable relief. (/™ 2%

IR SRR TR A T COME T SR R BT AT 30 E T “ spreading love all over the world”
— IR S R, R AR BT DR B B 7 ANME S 0, MR T — AN R A IO A SOk
W EFEBR T E TR,

5.2.5. Wil B R BHEEERE S REN

#1@: GAC’s relentless pursuit of innovation underscores its vision to reshape the automotive landscape and drive
sustainable growth. (S i%, 2024 4 )

JRI RIS VE B R SRR E O 1 DR BT 2 M. I
vation” ] H k¥ E N “reshape the automotive landscape”
FIRAT e, R —Fh 5] 45

“relentless pursuit of inno-

» TR R R BR B2 L SRR SE A 5
JATMVBED « HESH AT R AR A R FA I AL 2 DTk -

#]®: We always manage business ethics with the highest standards. We strictly abide by business ethics, continuously
improve the anti-corruption management system, and effectively integrate compliance concepts into our business opera-

tions. We strive to build a clean, transparent, and honest business ecosystem and create more sustainable business value
with all parties. (/" 25, 202543 A)

IRV B R ST G R WAL T O TE R @ A N O G T IS . 4 “business ethics”
“anti-corruption management” 1 “compliance concepts” 2% b v IS BE B AL A Hp Az B i —F6 47
AU A S E S, e —M Bl AE “clean, transparent, and honest business ecosystem” &
FRHL “sustainable business value” /& #& A7 J5)
5.2.6. Flfi B R REIT TR SR REW
#®:

The project is designed to boost Nigeria’s public transport services, promote the development of the online ride-
hailing sector, assist the Nigerian government in building a world-class online ride-hailing platform, and reform Nigeria’s
transportation sector. (J7 %, 2022 42 A)

IRt B R ST TER A T IR

ENARE” HMG . BT R AR, I HA 0™ i ATRE
WEZ 5 e AR S50 AR R SCE S . XA A
sl R T SEAE AR DR 05 SR

SR B 1 2tk 2, M RO T
LR

In 2024, expired medicines recycling investment funds RMB 200+ million, household expired medicines recycled

1800 tons, person benefited from household expired medicines recycling 700+ million. ()~ 24, 2025 %3 A)

I 2 AR B R ST TE R SR B AL 27 SR . @it
“1800 tons” F1 “700+ million”

HEH B PR HIECT “ 200+ million”
s B RAT AR AR A R AT B . DA B AR B AR, 1
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BT AL LTI B BRI R R, T AN DME. BIT AR TE A,
5.3. CSR KR ERHIENEA 5

AR (What & How) R 25 22 5, ARIET SEIR IR IR E 1R SE oA 2 Sk, SRR 1% 1 “Why”
g 1

53.1. EIBXERER

TEE S EAR FUSOR A= AR IR ST O AR o T 5 Al B I 0 S il P T8 153 AN AR 7% H AR AR E AR
RZER . RN —FKERRRERNGER, HIURIENZ A BT S Pl i EBIEEEKE
LSRR = S HITH P I R OCTE I L W 55 i R RS . BoRBE 22 BLBIE 22 4 Al A Ok 1
K. ik, CSRGEAMEMS T “@iimfE0” B, WAERETRERIKRISRE. SR
Se RIS KRB AL 7). HAARR MO BR T “HRWH KRR WIB, 7o 7 HARTER. TR
Rl HE S 1 T THT 22 A4 o

JTHAE AL PA SRR, 3L HARSZ At SR 4 8 & SRy K 2t DA UEE Ry %
FEBUF TAERSTT BT S RAT DA RO B SUB RIRE A A A% o 2 oAb B A% 0 U IR AR A BB A 5
R, TR “ZGERAET IR . “RIAMREE . gy 2, Kk, CSRIEESL RS
T MRS OeY) . AL ARGEAE” W E bR HAARBOIE T ASLES T WiE, T oRTATE.
AR TTRR I B S A E

53.2. tRXBER

Froe LB B ERE R B E T W 004 2 S0 S AT AR RE . R R A aG 15 SRS Y S AR
AZESE, e mHATIE TR A2 rdve . 52, Sl S5Ha 2 BAAE—Fia R,
e RV E FEREURIE, BT LA AR S AL R 7 AT [14] . TR “FESHHE”
XFFAEAT L A bR B, e P A A [E] 11

PASRARER IR, HAZ O SRR ME N E AT S0k, ik H AR AH#Esh &K,
BlIE o A7, PR HER Tolk= 5 Bk, JRTENLF R “FRAE = RIS, RENE” , AL T
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