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ABSTRACT

This study addresses analysing quarterly reports from a brand-
theoretical viewpoint. The study addresses the issue through a
method which introduces both a quantitative tool based on
linguistic theory and qualitative decisions of the researchers.
The research objects of this study are two quarterly reports each
of three telecommunications companies: Ericsson, Motorola
and Nokia. The method used is a collocational network. The
analyses show that there are differences in communication and
message strategies among the investigated companies and also
changes during a quite short period in each company’s strategy.
These changes reflect changes in the respective financial per-
formance data of the companies.

Keywords: Collocational Networks, Company Brand, Com-
munication, Quarterly Reports, Strategic Planning.
  

INTRODUCTION AND AIMS OF STUDY

Our main aim is to study how companies communicate their
brands when the target audience is investors or stockholders,
and thus potential and actual shareholders. The empirical mate-
rial consists of six quarterly reports from telecommunication
companies Ericsson, Motorola and Nokia. Osborne et al. [1]
state that the text in annual reports reflects the strategic thinking
of the management of a company. The specific questions ad-
dressed in this study are what exactly do companies say in their
quarterly reports, what do they emphasise, how do they do this,
and especially how is the brand strategic thinking seen in the
contents of messages and how do these companies differ from
each other in their message strategies? How do companies
present their own name when business is going well as com-
pared to when it is not?

Whereas many brand studies concern customer behaviour [2, 3,
and 4], investors and shareholders have not been common
objects of studies. In many cases advertisement is the main tool
when creating and developing a brand. In this study, when the
main target audience of the company is investors, also other
communication activities are emphasised. The quarterly report
should be seen as a means of marketing communication rather
than as a piece of exact information about a company, even
though law and practices in the corporate environment regulate
its content.  

The method in this study differs from traditional methods used
in the brand context. This study aims to introduce a linguistic

point of view to the study, and the main concept in this method
is a collocational network. So-called collocational networks
have been used by Magnusson [5] to study and visualise the
conceptual structure of quarterly reports. This study aims at
giving a brand-strategic interpretation of such network dia-
grams. 

BRAND THEORETICAL FRAME

Identity is a core concept in brand theory, and identity is based
on the strategic brand analysis [2]. A customer or other actors
have to recognise the brand among other brands, which also
means that the brand has to differ from those of competitors.
The difference has to be positive and based on the unique value
proposition and credibility of the brand. The benefits and credi-
bility of the brand have to cause favourable and brand-specific
associations in a target audience’s minds which requires suc-
cessful positioning  in order to get competitive advantages for
the company. The benefits may be functional, experiential or
symbolic [4, 6 and 7]. 

The brand will have many target groups, e.g. employees, in-
vestors and analysts, and its message must be relevant to each
of them [8]. The financial reports have also many target groups.
It is important for the company to communicate its actions to
actual and potential investors, but possible readers are also
employees of the company and representatives of other, com-
peting companies. The mass media are interested in annual
reports of large global companies as well. The existence of so
many target groups with different interests means that the com-
pany has to plan the message strategy as a part of their  com-
munication strategies [9] and thus financial report text has to be
planned very carefully. 

Familiarity is an important feature of the strong brand [10].
Personality is also a key concept when emphasising personal
relationships between the customer and the brand [3]. Ericsson,
Motorola and Nokia are familiar worldwide companies. One
would thus expect the brand strategy of each company to be
based on the name of the company. Collocational networks can
be used as a tool for studying what concepts in quarterly report
texts are linked to the company name, interpreted here as a
brand name. The second central feature of brand thinking is that
brand is based on the long-term strategic decisions, e.g. what
kind of values the brand must reflect at all times and how to
keep its consistency [11 and 12]. The roots of the brand are
often in the past.
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Keller [4, cf. also 13 and 14] divides motives of brand into
financial and strategy-based, consumer-oriented motives.
Shareholders and owners have financial expectations towards
the company. The brand is seen as an important asset for them
among other assets of the company.  "Brand equity is the in-
cremental utility or value added to a product by its brand name"
[15] and brand equity from the financial aspect is seen as mar-
ket value of a brand or a firm's stock. Themes in communica-
tion to investors may include more features of professionalism
[16].

METHODS

Collocational networks have been presented by Williams [17],
based on a theoretical framework laid out by Phillips [18].
Their purpose is to extract from a text or a group of texts the
most central concepts, interpreted as individual words, and the
most significant links between these concepts. This is attained
by using a statistical measure to rank the significance of co-
occurrences of all collocates of all words in the text as com-
pared to the occurrences of the words in the text(s) as a whole.
A collocate is a word appearing within a specific window, i.e.
distance of a particular word, the latter which is often dubbed
the node of the collocate. The nodes and their collocates need
not be adjacent, but can be separated by any number of words
based on the size of the window.

Based on the chosen statistical measure, a cut-off point is used
to select which words are incorporated into the network. The
network is finally constructed by combining and arranging all
the selected node-collocate word pairs into one diagram. If
some word appears in several word pairs, it forms a nuclear
node. To a nuclear node can be attached either individual nodes,
i.e. words which appear only once in and in conjunction to the
node in question, or other nuclear nodes.

In his study, Williams selected as the statistical measure the
Mutual Information (MI) score, using an implementation by
Church et al. [19] commonly used in linguistic studies. As the
size of the window between the nodes and the collocates Wil-
liams chose four words both to the right and left, which has

become a standard in English lexicography starting with Sin-
clair [20].

Magnusson [5] has used a similar configuration for studying the
conceptual structures of quarterly reports of three telecommuni-
cations companies, namely Ericsson, Motorola and Nokia, 
over a period of approximately two years (1999-2001). Mag-
nusson's assessment was that collocational networks were spe-
cifically useful for discovering change in the communication of
individual companies over time. Changes in the collocational
networks represent changes in the underlying texts of the quar-
terly reports, which as stated above have been shown to corre-
late with the strategic thinking of the management and the
subsequent financial performance of the company [1].

Consequently, in this study collocational networks representing
the most conspicuous changes during the observed period for
each of the three companies have been chosen. From the per-
spective of studying conceptual associations of the company
names as brands in this study, one could find comparisons
among the collocational networks of the three companies en-
lightening.

ANALYSIS OF QUARTERLY REPORTS OF ERICSSON,
MOTOROLA AND NOKIA

Ericsson. In Ericsson’s first and second reports for 2000 ‘mo-
bile’ is no longer the most central word as in 4/1999. ‘Sales’ is
now the most frequent word. An interesting feature is that there
are in 2/2000 several smaller networks and a large number of
word pairs. This would indicate that the company wishes to
present itself as versatile and working with many different
things. The word ‘Ericsson’ occurs 33 times in the text, but in
constantly varying environments.  

There are significant structural differences between the net-
works in 3/2000 (figure 1) and 1/2001. In 3/2000 has three
central words linked to each other: ‘Ericsson’, ‘sales’ and ‘mo-
bile’. These words also have four or five collocates of their
own. But this is an exception in company brand strategy. In
other reports of 2000 'Ericsson' is invisible.

Figure 1. The collocational networks of Ericsson in 3/2000.
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Ericsson’s last quarter report for 2000 contains another way of
presenting the company. The most frequent word is ‘we’ with
35 occurrences.

In 1/2001 the network looks completely different (figure 2).
There are significantly fewer words. The most frequent word is
‘mobile’, which now only has two collocates.

                                                      Figure 2. The collocational networks of Ericsson in 1/2001.

The words in the networks have also changed between 3/2000
and 1/2001. The report of 3/2000 contains a number of words,
which are specific to the telecommunication industry ('3g',
'internet', 'phones', 'network', 'operators'). In 1/2001 all these
words except ‘phones’ have disappeared, but more general
business words like ‘income’, ‘taxes’, ‘cash’ and ‘flow’ remain.
New in this network is the collocation ‘efficiency’ and ‘pro-
gram’. Karlsson et al. [21] studied the quarterly financial per-
formance of Ericsson, Nokia and Motorola and found that there
was a dramatic drop in the financial figures for Ericsson from
4/2000 to 1/2001. Ericsson's reporting policy emphasised words
‘we’ and ‘operating’ in 4/2000 and ‘mobile’ and ‘we’ in 1/2001.
The company wishes to keep a low profile and try to direct
investors' attention from the company-brand to the environ-

mental factors (e.g. 'market' and industrial concepts) and to the
future (e.g. 'expect').
 
Motorola. The structure of the networks remains almost the
same from 2/2000 to 2/2001. Both consist of one central word
linked to 6-7 collocates (e.g. 'orders', 'down', 'systems'). ‘Sales’
is the central word in both networks (figures 3 and 4). ‘Mo-
torola’ is the most frequent word in 2/2001, but it is not the
central word as it is linked only to one word, ‘announced’.

Some new collocates of sales denoting a change appear in
2/2001, such as ‘down’ and ‘decline’. Other collocates have
disappeared, as ‘increased’ and ‘higher’, which were in the
report of 2/2000.

Figure 3. The collocational networks of Motorola in 2/2000.
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                                                          Figure 4. The collocational networks of Motorola in 2/2001.

Motorola had a large drop in their financial performance from
M00-4 to M01-1 [21]. Motorola emphasises the company brand
in 2001, but it has only one link. Negative associations as
‘down’ and ‘decline’ are linked to ‘sales’. It may be interpreted
that Motorola does not want to link bad news, represented by
these negatively charged words, to its company name. Another
notice is that Motorola is telling also openly about its economic
situation.   

Nokia. The most central word in 4/1999 is ‘Nokia’ with 96
occurrences. It is linked to several industry nouns ('mobile',
'networks', 'phones', 'gsm', 'communications', 'wap'). Outside the
main network there are some other indications of Nokia’s pol-
icy of mentioning themselves frequently. Self-referential words
‘we’ and ‘our’ also appear in two separate, smaller networks.
All Nokia reports studied resemble each other closely. They all
have one central word, ‘Nokia’, surrounded by many collocates
(figure 5), a large number of which are neutral or positively
charged (e.g. 'increased', 'launched', and 'continued').

                                                           Figure 5. The collocational networks of Nokia in 3/2000.

The figure of 4/2000 is different from previous ones in the
sense that it does not contain any smaller, separate networks.
Most words are connected directly to ‘Nokia’ or to a direct
collocate of  ‘Nokia’. In 3/2000, ‘Nokia’ is the central word
with ten collocates and in 1/2001 it is still the central word, and
the number of collocates has risen slightly. In 3/2000 the word
‘market’ also forms a smaller network of its own. By 1/2001 its
collocate ‘growth’, with its collocates ‘strong’ and ‘very’ have
disappeared. Words like ‘Nokia ventures’ and ‘networks’ occur
frequently in Nokia’s networks partly because they constitute
the names of the company’s business segments like Nokia
Ventures Organization and Nokia Networks. 

Nokia had a dramatic drop in their financial performance from
3/2000 to 4/2000 [21]. In quarterly reports it will be interpreted

as the aim to strengthen the company brand and to link it more
tightly to mobile industry and markets and also positive and
dynamic concepts as 'increased' and 'new'. Is it the aim to in-
crease the trust of shareholders with positive messages towards
Nokia? A new, quite significant collocate of Nokia in the net-
work of 2/2001 is 'decreased'. In the text it is used with subjects
like 'sales', 'profits' and 'earnings'. It usually occurs in the vicin-
ity of the word 'Nokia'. Outside the main network there are
interesting collocational pairs as 'our', linked to 'position' and
'cash', linked to 'flow'. 'Position' is used almost exclusively in
connection with 'our', and it only occurs in contexts which wish
to emphasise the positive aspects of events, such as "our posi-
tion has developed" (figure 6).
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                                                            Figure 6. The collocational networks of Nokia in 2/2001.

DISCUSSION

The networks show the concepts that are central in the reports
and the links between these concepts. Changes in the reports
lead to changes in networks and words used in them. New words
are introduced, others disappear. This does not mean, that com-
panies are doing short-term brand strategy, because companies
use their company names as brands. Single or new product
names are not used often. Although the central word is not
always the company name, the frequencies of company names
are high in each case. 

The appearance of new words in the networks indicates that
these words just have been introduced in the reports, or have
become more frequent in the reports, or occur together more
often with other central words. The new words represent con-
cepts, which the company now wishes to emphasise. The net-
works and links may also show the essential associations and
images companies seem to cause in the minds of investors or
stockholders. Whether these associations were actual and con-
scious goals of the companies and their managers was not stud-
ied. 

Different categories of words are emphasised in different net-
works. There are general business words (e.g. 'market', 'sales',
'income'), words specific to the telecommunications industry
(e.g. 'phones', 'mobile', 'internet', 'systems'), words expressing
change, words referring to the company itself and words empha-
sising the company as a person ('we', 'our'). The companies use
financial words appealing to financial motives of actual and
potential investors, shareholders and analysts. Words may be
very different from those used in consumer communication.
Both groups want also to get different benefits from a company.
The personality of the company-brand is expressed with collec-
tive words like ‘we’ and ‘our’, but no closer personal relation-
ships between the company and investors were found.   

There are obvious differences between the networks produced
from quarterly reports of each company. This shows that com-
panies emphasise and communicate different features of their
identity. The reports of Nokia all resemble each other and they
show stability, produce a compact figure and are quite self-
centred compared to reports of Ericsson. The fact that Ericsson
starts using a similar strategy in their third report for 2000 is
quite interesting. Ericsson tries to find a new way of positioning
the company near Nokia. It might be also an indication of the

intertextual nature of business documents, as the writers of
Ericsson’s reports also are very likely readers of Nokia’s re-
ports. This also shows difficulties of differentiating brands in
hard competition when competing for the favour of investors. 

CONCLUSION

We have used in this paper the method of collocational networks
in analysing quarterly reports of three telecommunication com-
panies. There have been changes in networks and word used in
them. This reflects also changes in the brand strategic thinking
of the management. The company brand has different position in
changing economic situations of the companies. Different cate-
gories of words are emphasised in different networks and the
company brand's position and its links to different concepts
varies.  In all cases the company brands were strong and familiar
brands.

The interesting observation is that new and different brand-
related concepts have been used when investors are target
groups in the brand context compared to concepts used tradi-
tionally in consumer communication. When thinking of future
research it may be interesting to study how stock markets have
reacted after the publishing of quarterly reports using also other
financial performance indicators. This might give new manage-
rial contribution for planning and controlling communications
and brand strategies.
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