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Abstract  

This paper examines the legitimacy strategies employed by OVS, a leading fast-fashion 

brand, through a multimodal rhetorical analysis of its sustainability reports from 2018 

to 2022. By analyzing the interaction of textual and visual elements, the study explores 

how OVS constructs its sustainability narrative to gain stakeholder approval. The focus 

is on identifying rhetorical arguments and argumentation strategies that support the 

company’s legitimacy within the fast-fashion industry, a sector often criticized for un-

sustainable practices. The findings highlight OVS's use of continuous improvement 

narratives, but also raise questions regarding the depth of its commitment to sustaina-

bility. 
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Introduction 

 

Sustainability reports have become essential tools for conveying a company’s initia-

tives related to environmental, social, and economic sustainability (Lock & Arujo, 

2020). As societal expectations continue to rise, sustainability reporting has gained 

widespread adoption across numerous sectors. These reports function as strategic in-

struments for businesses to transparently share their social and environmental achieve-

ments with various stakeholders (Thaslim & Antony, 2018). 

The persuasive nature of sustainability reports is increasingly significant, making rhet-

oric a key component in the drafting process across industries. While rhetoric aids in 

legitimizing a company's activities (Hooghiemstra, 2000; Cheney et al., 2004; Suddaby 

& Greenwood, 2005; Castellò & Lozano, 2011), there are concerns about the potential 

distortion of important information. Research has highlighted the presence of rhetorical 

strategies and deliberate persuasive techniques within these reports (Higgins & Walker, 

2012; Ihlen, 2015; Hossain et al., 2019; Putra et al., 2019). 
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This emphasis on persuasion is closely linked to the broader field of CSR rhetoric, 

which explores how companies communicate their sustainability efforts through cor-

porate reporting. Scholars in this area analyze both textual and visual/graphical ele-

ments found in corporate reports and executive statements (Courtis, 2004; Hill, 2004; 

Höllerer et al., 2013; Davison, 2014; Greenwood et al., 2019). 

 

In sustainability reporting, companies frequently use rhetorical strategies to legitimize 

their actions and strengthen their corporate ethos. The concept of rhetorical legitimacy 

revolves around the use of persuasive techniques that align the company’s messaging 

with broader social expectations, encouraging the public to attribute credibility to the 

company (Hearit, 1995; Cheney et al., 2004; Suddaby & Greenwood, 2005; Castellò & 

Lozano, 2011). Ethos, as a persuasive appeal, invites audiences to confer authority and 

trust on the speaker (Green, 2004), making the character of the speaker—or in this case, 

the company—central to the act of persuasion (Aho, 1985; Conrad & Malphurs, 2008). 

Specific analytical categories used to identify appeals to ethos include resemblance, 

deference, expertise, self-criticism, and appeals to success (Higgins & Walker, 2012). 

The aim of this study is to analyze the legitimacy strategies adopted by OVS, a leading 

company in the fast-fashion sector, through its sustainability reports from 2018 to 2022. 

Fast-fashion is often criticized for its unsustainable practices and environmental and 

social impact. However, many companies, including OVS, have adopted communica-

tion strategies aimed at legitimizing their practices, using the language of sustainability. 

In this context, multimodal rhetoric plays a crucial role in how these companies con-

struct their sustainability narrative. Through the analysis of these reports, this study 

seeks to understand how OVS uses visual and verbal rhetoric, arguments, and argu-

mentative strategies to legitimize its actions and gain stakeholder approval. Therefore, 

this study aims to update previous research on corporate legitimacy in the context of 

sustainability, expanding the analysis with a specific focus on the fast-fashion industry 

and OVS. 

 

 

Methodology   

To examine the reports through a multimodal rhetorical analysis, a qualitative content 

analysis will be carried out. Content analysis is commonly defined as a systematic and 

objective approach to analysing qualitative data, such as textual and visual materials, 

to identify patterns, themes, and meanings within the content (Berelson, 1952).  The 

choice to employ this research methodology is motivated by the recognition that con-

tent analysis is a valuable approach for assessing the analytical context, extracting qual-

itative and quantitative data, and providing a solid foundation for future research. 
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Content analysis is particularly advantageous due to its ability to reconstruct the ana-

lytical process and its flexibility in gathering relevant information. Content analysis 

enables the collection of qualitative and quantitative data that are essential for analysis 

using the multimodal rhetorical analysis approach.  

To analyze OVS's sustainability reports from 2018 to 2022, this study will adopt a mul-

timodal rhetorical analysis approach. This methodology combines textual analysis 

with visual analysis, allowing the examination of how verbal and visual elements inter-

act to construct a persuasive message (Kress & van Leeuwen, 2006; Royce, 2007; 

Roque, 2017). 

In particular, the study focuses on identifying the arguments that emerge through this 

interaction, especially those related to corporate legitimacy. By analyzing how OVS 

utilizes specific visual and textual rhetorical figures, the research seeks to uncover the 

narrative strategies employed to legitimize the company’s sustainable actions and im-

prove its standing among stakeholders. 

This method provides a comprehensive framework for understanding the company’s 

rhetorical strategies, identifying the key arguments that contribute to their legitimacy 

narrative, and offering insights into how the fast-fashion industry uses these strategies 

within sustainability communication. 

 

 

 

Findings. 

The table below presents a quantitative analysis of the different content typologies uti-

lized in the sustainability reports of OVS. The table categorizes the content into images, 

graphics, tables, graphs, and textual paragraphs, highlighting the varying emphasis each 

company places on different modes of communication (see Tables 1). Understanding 

the distribution and use of these content types is crucial for recognizing how multi-

modal rhetoric shapes the narrative and impacts stakeholder perception. 

Multimodal rhetoric, which analyzes the interplay between visual and textual elements, 

offers a comprehensive framework for evaluating these reports. By examining how 

companies combine images, graphics, and textual elements, we gain deeper insights 

into their strategies for conveying complex sustainability messages. The diversity and 

balance of content types reveal how companies aim to engage different audiences, sim-

plify complex information, and reinforce key messages. Thus, multimodal rhetoric 

emerges as the most effective approach for analyzing sustainability reports, as it cap-

tures the full spectrum of communicative techniques employed to persuade and inform 

stakeholders. 
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Table 1: Content typologies in reports 

 

Content Typology Occurences 

Images 342 

Graphics 157 

Tables 126 

Graphs 89 

Textual paragraphs 4,112 

 

 

 

 

The classification of multimodal rhetorical figures (Roque, 2017) into four distinct ty-

pologies—Assimilation, Emphasizing, Indication, and Capturing—emerged from a 

comprehensive analysis of these sustainability reports. These typologies have been here 

developed to better understand the role of rhetorical strategies in corporate communi-

cation by analysing the reports themselves. The multimodal rhetorical figures have been 

clustered in four typologies to better organize the scopes of each cluster: Assimilation 

figures. Emphasizing figures, Indication figures, Capturing figures (See Appendix for 

an complete overview of the clusters).  

Assimilation figures facilitate the association of abstract concepts with familiar ideas, 

making complex information more relatable. Emphasizing figures are used to high-

light and amplify key aspects of the report, ensuring that certain messages stand out. 

Indication figures guide the reader’s attention, structuring the information in a way 

that clarifies and prioritizes key points. Lastly, Capturing figures subtly shape the 

reader's perception, often framing the narrative to align with the company's objectives. 

This categorization reflects the sophisticated use of rhetorical strategies in effectively 

communicating sustainability initiatives and performance. In the table and graph below, 

it is possible to understand what kind of types of figures are most used by each company 

in their own reports. The tables below enlighten the numbers for each multimodal ty-

pology figure in the reports (see Table 2a and 2b). 

 

Table 2a: Multimodal rhetorical figures typologies in reports 
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Multimodal rhetorical figure typology 
 

Occurrences 

Assimilation Figures 50 

Emphasizing Figures 35 

Indication Figures 20 

Capturing Figures 9 

 

 

Here is a table that organizes the multimodal rhetorical figures identified in the OVS 

sustainability reports, classified by their typology (Assimilation figures, Emphasizing 

figures, Indication figures, Capturing figures) and showing their occurrence counts. 

 

Table 2b: Multimodal rhetorical figures occurrences typologies in reports 
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The graph below (Table 3), instead, illustrates the changes in the occurrences of differ-

ent types of rhetorical figures—Assimilation, Emphasizing, Indication, and Capturing 

Figures—used in sustainability reports between the periods 2018-2020 and 2021-2022. 

The data highlights a general increase across all figure types, with Assimilation Figures 

being the most frequently used, followed by Emphasizing Figures. This suggests that 

companies have increasingly relied on these rhetorical strategies to shape their narra-

tives, enhance their messaging, and engage stakeholders more effectively in the latter 

period. 

 

The data reveals an increase in the use of all types of multimodal rhetorical figures in 

the later period (2021-2022), indicating a growing emphasis on enhancing communi-

cation strategies in the OVS sustainability reports. 

 

Table 3: Multimodal rhetorical figures occurrences between two periods clustered. 

0

2

4

6

8

10

12

14

16
M

et
h

ap
o

r

P
er

so
n

if
ic

at
io

n
(P

ro
so

p
o

p
e

ia
)

M
et

o
n

ym
y

Sy
n

ec
d

o
ch

e

H
yp

er
b

o
le

A
n

to
n

o
m

as
ia

En
u

m
e

ra
ti

o

G
ra

d
at

io

Ep
an

al
ep

si
s

El
lip

si
s

Ex
cu

sa
ti

o

Li
to

te
s

Assimilation Figures Emphasizing Figures Indication
Figures

Capturing
Figures



7 
 

 

 

The table clearly indicates a consistent increase in the use of multimodal rhetorical fig-

ures in the OVS sustainability reports from the period 2018-2020 to 2021-2022. Spe-

cifically, there is a noticeable rise in the occurrences of almost all figures, including 

Metaphor, Personification, Metonymy, Synecdoche, and Hyperbole. This trend sug-

gests a strategic shift towards a more sophisticated and deliberate use of rhetorical tools 

to enhance communication effectiveness and engage stakeholders more deeply. 

The consistent growth in figures like Antonomasia, Enumeratio, and Epanalepsis 

indicates a stronger emphasis on structuring the narrative and reinforcing key messages 

in the later period. The increase in Excusatio and Litotes suggests a heightened focus 

on managing potential criticisms and controlling the narrative surrounding challenges. 

Overall, the data reflects OVS's evolving approach to sustainability communication, 

highlighting a greater reliance on these rhetorical strategies to not only inform but also 
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persuade and emotionally connect with their audience. This evolution in rhetorical prac-

tices points to a more mature and nuanced communication strategy aimed at building a 

compelling and persuasive narrative in their sustainability reports. 

 

Metaphor: OVS frequently uses metaphors to simplify complex sustainability 

concepts and make them more relatable to the audience. For example, sustainabil-

ity initiatives might be described as a "journey" or a "path," emphasizing continu-

ous progress and effort rather than isolated actions. 

 

Personification (Prosopopeia): The company employs personification to human-

ize its environmental initiatives, often referring to the Earth or nature as a living 

entity that needs care and protection. This strategy is used to create an emotional 

connection with the readers, making their sustainability efforts feel more personal 

and relatable. 

 

Metonymy: OVS uses metonymy to associate specific sustainability projects or 

technologies with broader environmental goals. For instance, they might refer to a 

particular initiative as the company's "green revolution," aligning individual efforts 

with the larger objective of sustainability. 

 

Synecdoche: Synecdoche is employed to highlight specific elements of their sus-

tainability practices as representative of the whole. OVS often focuses on particular 

projects or actions, presenting them as symbols of the company's overall commit-

ment to sustainability. 

 

Hyperbole: The use of hyperbole in OVS reports is aimed at amplifying their 

achievements in sustainability. They often make bold claims about leading the 

charge in environmental efforts or revolutionizing the industry to emphasize their 

leadership and influence in sustainability practices. 

 

Antonomasia: OVS employs antonomasia to elevate certain projects or key fig-

ures within the company to a symbolic status. For example, flagship initiatives 

might be referred to as the "beacon of sustainability," representing the company's 

broader mission and efforts in the field. 

 

Enumeratio: The company uses enumeratio to present lists of achievements, data, 

or sustainability initiatives in a structured manner. This figure helps create a sense 

of thoroughness and completeness, reinforcing the impact of their sustainability 

efforts through clear and organized information. 
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Gradatio: Gradatio is used to present their accomplishments in a sequence that 

suggests continuous improvement over time. OVS often highlights progress in sus-

tainability metrics to emphasize a growing commitment and consistent enhance-

ment in their practices. 

 

Epanalepsis: OVS utilizes epanalepsis to reinforce key messages throughout their 

reports by repeating significant phrases or concepts. This technique ensures that 

core ideas, such as "carbon neutrality" or "sustainable innovation," remain promi-

nent in the reader's mind. 

 

Ellipsis: The company strategically uses ellipsis to focus the reader's attention on 

the most favorable aspects of their sustainability performance. By omitting less 

positive details, they maintain a strong, positive narrative about their achievements 

and goals. 

 

Excusatio: Excusatio is used to preemptively address potential criticisms about 

their sustainability initiatives. OVS acknowledges the challenges or limitations 

they face while emphasizing their ongoing efforts to overcome these obstacles and 

mitigate any negative impacts. 

 

Litotes: OVS employs litotes to downplay the difficulties or setbacks in their sus-

tainability journey, often using understatement to focus on the positive steps they 

have taken rather than the challenges. This approach helps to manage stakeholder 

perceptions and maintain a constructive tone in their communication. 

 

These rhetorical figures are employed strategically in OVS's sustainability reports to 

create a persuasive and engaging narrative. By blending these techniques, OVS not only 

communicates its sustainability achievements more effectively but also strengthens its 

brand image and fosters a deeper connection with its stakeholders. 

 

After identifying the multimodal rhetorical figures and their evolution in the reporting, 

it is necessary understand what kind of argumentations they help to address for a more 

persuasive discourse in sustainability reports. The table below provides a structured 

overview of the rhetorical strategies employed by various Italian companies in their 

sustainability reports. It categorizes these strategies into key arguments, or common-

places, that guide their communication efforts. Each argument is associated with spe-

cific rhetorical strategies that are prevalent within the companies' narratives, and the 

companies that most prominently utilize these themes are listed alongside the 
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corresponding multimodal rhetorical figures. These figures, such as metaphor, hyper-

bole, and personification, are the tools through which these companies articulate their 

sustainability initiatives, shape stakeholder perceptions, and reinforce their leadership 

in sustainability (see Table 4). 

 

Table 4: Rhetorical arguments for rhetorical strategies by rhetorical figures used in 

reports 

 

Arguments Rhetorical strategies Multimodal Rhetorical Figures 

Humanization and 

Relatability 

- Creating an emotional 

connection  

- Making complex ideas 

more accessible 

- Metaphor  

- Prosopopeia 

- Antonomasia 

Amplification and 

Leadership 

- Emphasizing achieve-

ments  

- Highlighting leadership 

- Hyperbole  

- Antonomasia  

- Metaphor 

 

Consistency and 

Structure 

- Reinforcing key mes-

sages  

- Structuring information 

clearly 

- Epanalepsis 

- Enumeratio  

- Gradatio  

- Metaphor 

Preemptive and Con-

trolled Communica-

tion 

- Managing potential crit-

icisms  

- Controlling narrative 

- Excusatio  

- Litotes  

- Ellipsis  

 

Innovation and Stra-

tegic Alignment 

- Aligning with sustaina-

bility goals  

- Emphasizing continu-

ous progress 

- Metonymy  

- Synecdoche 

- Metaphor 

- Epanalepsis 

- Enumeratio  
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The table highlights OVS's strategic use of rhetorical techniques to craft narratives that 

reinforce its legitimacy as a sustainable company. By focusing on different Arguments, 

OVS effectively communicates its commitment to sustainability and positions itself as 

a leader in the industry. 

 

Humanization and Relatability emerges as a core strategy, where OVS employs meta-

phors and personification to create an emotional connection with stakeholders. This 

approach makes complex sustainability concepts more relatable and humanizes the 

company’s efforts, fostering a sense of empathy and engagement from the audience. 

 

In the Amplification and Leadership argument, OVS utilizes hyperbole and antonoma-

sia to amplify its achievements and emphasize its leadership in sustainability. By mak-

ing bold claims and elevating specific projects as symbols of broader success, OVS 

positions itself as a pioneer in environmental initiatives, reinforcing its status as a key 

player in the sustainable business landscape. 

 

Through the Consistency and Structure argument, OVS leverages epanalepsis, enumer-

atio, and gradatio to ensure a clear and structured communication strategy. This narra-

tive technique enhances the company's credibility by repeatedly highlighting its con-

sistent performance and systematic approach to achieving sustainability goals. 

 

The use of Preemptive and Controlled Communication strategies, including excusatio, 

litotes, and ellipsis, allows OVS to manage potential criticisms and control the narrative 

around its sustainability initiatives. This approach helps the company to address any 

shortcomings proactively, maintaining a positive image while acknowledging chal-

lenges in a way that does not undermine its broader sustainability claims. 

 

Lastly, the Innovation and Strategic Alignment argument focuses on OVS’s efforts to 

align its operations with sustainability goals, using metonymy and synecdoche to link 

specific projects to larger environmental objectives. This narrative strategy strengthens 

the perception of OVS as a forward-thinking company that prioritizes innovation and 

strategic alignment with sustainable development. 

 

Overall, OVS's rhetorical strategies are designed to build a persuasive and cohesive 

narrative that not only highlights its achievements but also mitigates potential criti-

cisms, making its claim to sustainability more robust and credible. By weaving these 

multimodal rhetorical figures into its communication, OVS effectively legitimizes its 

role as a sustainable leader, enhancing its reputation and trust among stakeholders. 
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To illustrate OVS's use of multimodal rhetorical figures in its sustainability reports, let's 

analyze specific examples from each argument in detail. These examples showcase how 

the company employs rhetorical strategies to reinforce its sustainability narrative and 

legitimize its position as a responsible business. 

 

1. Humanization and Relatability 

• Metaphor: OVS frequently describes its sustainability journey as a "path" or 

"roadmap," emphasizing the notion of continuous progress. This metaphor 

helps simplify complex sustainability concepts, framing them as an ongoing 

journey rather than isolated actions. It allows stakeholders to see OVS’s efforts 

as part of a larger mission, making their initiatives seem more relatable and 

attainable. 

• Personification (Prosopopeia): OVS humanizes the Earth or nature by refer-

ring to it as a "living entity" that requires protection. This personification ap-

peals to the audience's emotions, encouraging them to perceive OVS's envi-

ronmental actions as a form of care and guardianship. It reinforces the idea 

that the company is not just a business but a steward of the environment, add-

ing a personal and moral dimension to its sustainability efforts. 

 

2. Amplification and Leadership 

• Hyperbole: An example of hyperbole is found when OVS claims to be "lead-

ing the charge" in sustainability or "revolutionizing" the fashion industry 

through its eco-friendly initiatives. These exaggerated statements amplify the 

company's achievements, positioning it as a leader in environmental innova-

tion. The hyperbolic language serves to magnify OVS's impact, creating a nar-

rative that emphasizes its pivotal role in driving industry-wide change. 

• Antonomasia: OVS often refers to its flagship sustainability projects as the 

"beacon of sustainability," symbolizing its broader environmental efforts. This 

use of antonomasia transforms individual projects into representations of the 

company's overall mission. By highlighting specific initiatives as exemplars, 

OVS strengthens its image as a pioneer and leader in sustainable practices. 

 

3. Consistency and Structure 

• Epanalepsis: The repeated use of phrases like "carbon neutrality" throughout 

the reports reinforces OVS's commitment to its sustainability goals. By con-

sistently echoing these terms, OVS ensures that the central themes of its nar-

rative remain at the forefront of the reader’s mind, highlighting the company's 

unwavering focus on reducing its carbon footprint. 
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• Enumeratio: OVS systematically lists its sustainability achievements, such as 

reductions in carbon emissions, water usage, and waste management initia-

tives, in an organized format. This technique creates a sense of completeness 

and transparency, giving stakeholders a clear overview of the company's pro-

gress and its dedication to continuous improvement. 

• Gradatio: The presentation of sustainability milestones in a sequential man-

ner—showing incremental improvements year after year—demonstrates 

OVS’s ongoing commitment to enhancing its environmental performance. 

This approach emphasizes a trajectory of growth and progress, signaling that 

the company is not static but actively advancing toward its goals. 

 

4. Preemptive and Controlled Communication 

• Excusatio: OVS preemptively addresses potential criticisms by acknowledg-

ing the limitations of its sustainability efforts, such as the unavoidable envi-

ronmental impact of its operations. However, it quickly emphasizes its ongo-

ing initiatives to mitigate these effects. This strategy helps maintain a positive 

narrative, showing that the company is aware of its challenges but is actively 

working to overcome them. 

• Litotes: Through understated language, OVS downplays the difficulties asso-

ciated with transitioning to more sustainable practices, focusing instead on the 

progress already made. By minimizing the negatives and highlighting the pos-

itives, litotes allows OVS to guide stakeholders toward a more favorable per-

ception of its efforts. 

• Ellipsis: In some instances, OVS omits less favorable details regarding its en-

vironmental impact to draw attention to the most successful aspects of its sus-

tainability strategy. This selective omission helps to maintain a constructive 

tone, ensuring that the narrative remains focused on the company's achieve-

ments rather than its setbacks. 

 

5. Innovation and Strategic Alignment 

• Metonymy: OVS uses metonymy by associating specific sustainability pro-

jects, like its innovative recycling programs, with the broader goal of a circular 

economy. This rhetorical figure helps link individual initiatives directly to the 

company’s overarching sustainability objectives, reinforcing the message that 

OVS is strategically aligned with long-term environmental goals. 

• Synecdoche: The use of synecdoche is evident when OVS highlights a single 

eco-friendly product line as representative of its entire sustainable strategy. By 

focusing on a part (the product line) to symbolize the whole (the company’s 
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sustainability efforts), OVS makes it easier for stakeholders to grasp the es-

sence of its commitment to environmental responsibility. 

 

The most significant shift between 2018-2020 and 2021-02022 reports observed is the 

evolution towards a more sophisticated, emotionally engaging, and strategically aligned 

use of multimodal rhetorical figures. In the 2021-2022 reports, OVS places a stronger 

emphasis on amplifying its leadership, innovating communication techniques, and 

preemptively managing criticism. The company's approach has become more deliberate 

and nuanced, utilizing a broader range of rhetorical strategies to not only inform but 

also deeply engage and persuade stakeholders. 

This evolution indicates that OVS has recognized the need for a more dynamic and 

compelling narrative to strengthen its position as a leader in sustainability. The shift in 

rhetorical strategies aligns with the growing demands of stakeholders for transparency, 

emotional connection, and a clear demonstration of progress in the company's sustain-

ability journey. 

 

Here is a comparative table (5) that outlines the rhetorical arguments used by OVS in 

its sustainability reports from 2018-2020 and 2021-2022: 

 

Table 5: Rhetorical arguments for each period clustered 

 

 

Arguments 2018-2020 Reports 2021-2022 Reports 

Humanization and 

Relatability 

Focused on simplifying 

complex environmen-

tal issues through meta-

phor and personifica-

tion, but with a lighter 

emotional appeal. Ex-

ample: Describing sus-

tainability as a "jour-

ney" without much em-

phasis on emotional 

connection. 

 

Increased use of personifica-

tion to evoke a stronger emo-

tional connection with stake-

holders. Example: The Earth 

described as a "living entity" in 

need of protection 

 

Amplification and 

Leadership 

Moderate use of hyper-

bole and antonomasia, 

emphasizing leadership 

but with less assertive 

Stronger use of hyperbole and 

antonomasia to emphasize lead-

ership and success. Example: 

"Revolutionizing the fashion 
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claims. Example: OVS 

claimed to be a "pio-

neer" but without strong 

amplification of its role. 

 

industry" and presenting flag-

ship projects as "beacons of 

sustainability" 

 

Consistency and 

Structure 

Basic metaphors used 

to explain sustainability 

concepts such as circu-

lar economy or supply 

chain transparency, but 

with less symbolic asso-

ciation. Example: 

“Green economy as an 

essential goal”. 

 

Metaphors and metonymies are 

more refined and strategically 

aligned with company goals.  

Example: Circular economy de-

scribed as the "lifeline of sus-

tainable fashion" 

 

Preemptive and Con-

trolled Communica-

tion 

Limited use of excusa-

tio and litotes. Environ-

mental challenges 

acknowledged but not 

strategically addressed. 

Example: Mention of 

the use of non-renewa-

ble materials without 

much justification. 

 

More advanced use of excusa-

tio and litotes to preemptively 

mitigate criticisms. Example: 

Addressing plastic use by em-

phasizing ongoing efforts to 

transition to sustainable alterna-

tives. 

 

Innovation and Stra-

tegic Alignment 

Epanalepsis and enu-

meratio were used to 

maintain consistency but 

with a more straight-

forward approach. 

Repetitions of "sustaina-

bility" and environmen-

tal goals were present 

but less frequent. 

 

More structured and repetitive 

use of epanalepsis and enumer-

atio to reinforce core messages. 

Example: Constant reiteration 

of “circular economy” and 

“carbon neutrality” throughout 

the reports 

 

 

2018-2020: The rhetorical strategies during this period were focused on simplifying 

sustainability narratives and establishing OVS as a key player in sustainability, but 

with less assertive language and a lighter emotional tone. 
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2021-2022: The strategies evolved to become more emotionally engaging, with an 

amplified leadership narrative, and proactive mitigation of potential criticisms. The 

use of rhetorical figures is more sophisticated and deliberate, showing a shift towards 

a more strategic communication of OVS's sustainability leadership and commitments. 

 

Based on the multimodal rhetorical figures used in OVS's 2021 and 2022 sustainability 

reports, the narrative and persuasive trend appears to focus on three key areas: emo-

tional engagement, amplification of achievements, and controlled narrative. Here's 

a breakdown of each trend and how it manifests in the specific figures used during these 

two years: 

1. Emotional Engagement and Humanization 

• Figures Used: Metaphor and Personification (Prosopopeia) 

• Narrative Trend: In the 2021 and 2022 reports, OVS increasingly employs 

metaphors and personification to create a deeper emotional connection with 

its stakeholders. By portraying sustainability efforts as a "journey" or referring 

to the Earth as a "living entity," OVS shifts its narrative towards a more relat-

able and empathetic approach. This humanization of the environment and the 

company’s efforts encourages readers to perceive sustainability as a shared 

responsibility, fostering a stronger bond with the audience. 

• Persuasive Impact: This strategy is designed to make the company's sustain-

ability actions feel personal and urgent, appealing to the ethical and emotional 

values of its stakeholders. It helps build a sense of empathy and moral duty, 

reinforcing the idea that OVS is not just meeting industry standards but ac-

tively caring for the planet. 

2. Amplification of Achievements and Leadership 

• Figures Used: Hyperbole, Antonomasia, and Synecdoche 

• Narrative Trend: The reports from 2021 and 2022 show a noticeable increase 

in the use of hyperbole and antonomasia to amplify the company’s achieve-

ments and assert its leadership in sustainable fashion. OVS makes bold claims 

about its role in "leading the charge" towards sustainability and refers to its 

key initiatives as "beacons of innovation." This narrative shift suggests a more 

assertive tone, positioning the company as a pioneer and leader in transform-

ing the industry. 

• Persuasive Impact: By amplifying its achievements, OVS aims to enhance 

its credibility and influence in the market. This approach not only highlights 

their successes but also sets a standard for competitors, reinforcing their lead-

ership and innovation in sustainability. The strategic use of synecdoche further 

strengthens this image by presenting individual projects as representative of 
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the entire company's efforts, creating a powerful symbol of OVS’s commit-

ment. 

3. Controlled Narrative and Preemptive Mitigation 

• Figures Used: Excusatio, Litotes, and Ellipsis 

• Narrative Trend: In the latest reports, OVS has become more strategic in 

managing its narrative through controlled communication. By employing fig-

ures like excusatio and litotes, OVS anticipates criticisms and downplays po-

tential setbacks or challenges related to its sustainability initiatives. The use 

of ellipsis to omit unfavorable details subtly guides the reader’s focus toward 

the most positive aspects of their efforts. 

• Persuasive Impact: This trend reflects OVS's intention to control the dis-

course surrounding its sustainability challenges. By addressing potential crit-

icisms in advance and reframing them within the context of ongoing improve-

ments, OVS maintains a positive image while acknowledging that its journey 

is not without obstacles. This transparency, combined with a focus on progress 

rather than problems, builds trust with stakeholders and positions the company 

as honest and dedicated to overcoming challenges. 

 

 

Overall, the 2021 and 2022 sustainability reports of OVS indicate a deliberate shift 

towards a more assertive and emotionally resonant narrative strategy. The emphasis on 

emotional engagement through humanization, coupled with the amplification of 

achievements and controlled communication, suggests that OVS is increasingly fo-

cused on not just presenting facts but also persuading its audience on a deeper, more 

emotional level. 

This approach aligns with a broader trend in corporate communication where compa-

nies aim to strengthen their legitimacy by connecting with stakeholders’ values, rein-

forcing leadership roles, and transparently managing potential criticisms. OVS’s narra-

tive strategy in the most recent reports positions the company as not only a pioneer in 

sustainability but also as a trustworthy and ethically responsible brand, actively engag-

ing its audience in a shared mission towards a sustainable future. 

 

Implications 

The analysis of OVS’s sustainability reports and its strategic use of multimodal rhetor-

ical figures highlights several managerial implications that are crucial for enhancing 

corporate communication and stakeholder engagement. The deliberate employment of 

rhetorical strategies such as humanization, amplification of achievements, and con-

trolled narrative suggests that OVS understands the importance of aligning its sus-

tainability messaging with both stakeholder expectations and broader market trends. 
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From a managerial perspective, this indicates the need for companies to develop a co-

hesive narrative that not only communicates their initiatives effectively but also reso-

nates emotionally with their audience. 

Managers can leverage the insights from OVS’s approach to strengthen their sustaina-

bility communication strategies by emphasizing transparency, leadership, and innova-

tion in their narratives. The use of personification and metaphors to humanize the 

company’s efforts can foster a deeper connection with stakeholders, making complex 

sustainability goals more relatable and driving a sense of shared responsibility. More-

over, the strategic use of hyperbole and antonomasia to amplify achievements rein-

forces the company’s leadership position in sustainability, encouraging stakeholders to 

view the company as a proactive and innovative leader in the industry. 

Additionally, the practice of preemptive mitigation through rhetorical figures like ex-

cusatio and litotes is a valuable managerial tool for maintaining control over the nar-

rative. By addressing potential criticisms head-on and reframing them within a context 

of continuous improvement, managers can build a narrative that is both transparent and 

forward-looking, enhancing the company’s credibility and resilience in the face of chal-

lenges. This approach not only mitigates risks associated with negative perceptions but 

also builds trust by showing a commitment to overcoming obstacles and making tangi-

ble progress. 

In summary, the use of rhetorical strategies in sustainability reporting, as demonstrated 

by OVS, offers a roadmap for managers to enhance their company’s reputation, stake-

holder engagement, and market positioning. By crafting narratives that blend emotional 

appeal with factual transparency, managers can drive a more profound impact on their 

audience, aligning corporate values with those of their stakeholders and solidifying 

their company’s role as a leader in sustainable practices. 
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