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Foreword

Peter STOCKINGER
INALCO, Plidam, Paris, France

It gives me particular pleasure to introduce this collection of texts entitled
Digital Presences of Organizations. As its scientific publishers, Nathalie Pinede,
Luc Massou and Patrick Mpondo-Dicka rightly point out the digital challenge is
without a doubt one of the major issues in the communication of today’s
organizations.

We should bear in mind that one of the distinctive elements of the
communication of organizations — compared to other communication ecosystems —
is the fact that it is built around an institutional actor called an “organization” which,
in order to deliver on its missions, has to build and maintain (beneficial)
relationships with a greater or lesser diversity of collective and individual actors.
The social organization in the sense of a collective institutional actor constitutes a
very particular kind of social actor. This type of social actor is characterized by the
coming together of a group of individuals who occupy specific functions in order to
achieve common (and pre-defined) objectives. Typical examples of an institutional
actor are companies, local authorities, associations and NGOs (non-governmental
organizations), political organizations, educational and research establishments or
heritage institutions such as museums, archives and libraries.

A social organization is an actor in its own right whose voice cannot be reduced
either to the voice of one individual actor who is a member of it or to all the
combined voices of the actors who constitute it. As an actor in its own right, a social
organization finds itself faced with missions and tasks that it must or is supposed to
fulfill in a given social environment in which it spreads and evolves.

Digital Presences of Organizations,
coordinated by Nathalie PINEDE, Luc MASSOU and Patrick MPONDO-DIcKA. © ISTE Ltd 2024.
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One of the main issues which is revisited on a regular basis by almost all the
experts in this field of specialized communication is that of creating, then
maintaining and furthering, through the widest possible variety of activities and
communication campaigns, a certain vision of a social organization (such as a
company or a university), of its missions and activities, its service and products, the
communities of actors with whom it maintains a relationship. In other words, the
issue here is to maintain and (above all) to gain acceptance of a world of images that
is used as a theatrical stage, as a simulation space for the world of life (personal,
everyday, professional, etc.) in which the diversity of actors evolves and shapes
itself into a community of stakeholders (agonistic or antagonistic) around a social
organization.

This world of images (or of the imagination) can be closer to or further from the
world of life, the world as it is lived by the actors involved; it can also break away
from it and offer a more or less probable fictitious world. Nevertheless, this world of
images (or of the imagination) is a world that offers a certain meaning, whose
interest, so to speak, lies in the fact of being potentially able to serve as a benchmark
for the diversity of actors involved in the maneuverings and service delivery of an
organization (such as a company, a university or an association). To “make sense”
actually means to have a value, a quality that responds to a need, an interest or a
wish of the actors concerned. This is how we assess the intellectual, emotional,
practical and utilitarian or even moral value of an object, a person, an activity, a
place, etc.

As a shared meaning, the world of images (or of the imagination) that is built,
disseminated and which gradually gains acceptance (with a greater or lesser number
of clashes) through an organization’s diverse activities and communication
campaigns, becomes a fopos, a common place that is shared by the diversity of
actors with whom the social organization forms a community.

To become an epistemic landmark — and thus also to become a kind of norm, a
maxim — it is not enough for the imaginary world constructed by and disseminated
through the diverse activities and communication campaigns to be known and
understood by the diversities of the actors concerned. It must also be accepted and
thus (tacitly or explicitly) adopted by the actors concerned. Thus, the world of
images or the imagination that the organization’s communication activities are
supposed to produce and maintain claims the status of a standard, the status of a
culture, of a cultural framework offering a greater or smaller population of
individuals an identity, values and also resources (cognitive and practical).
Reference to a cultural framework such as this not only provides an identity (a
“social face”, as Erving Goffman says) to an individual (precisely by assigning them
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an actor’s role) but also allows them to respond to a set of problems (which they can
regard as having greater or lesser significance) that they encounter in their world of
life.

“Claim” means in fact that the status of standard is not already established. It has
to be acquired, often in the face of a diversity of voices that are pursuing objectives
different from those that define the communication activities of an organization. It
must also be acted upon by the interested parties themselves, in other words, by the
actors who are the stakeholders. Sometimes these are the potential beneficiaries of a
service announced by an organization, sometimes they are partners, sometimes they
are groups of actors who can influence the very destiny of an organization,
sometimes again there is a whole panoply of actors who wish to compete with the
maneuverings of an organization or who, in one way or another, quite simply wish
for its demise.

Finding a way through this diversity and this cacophony of voices, each having
its own weight, its own audience, in order to win acceptance of a certain vision as a
standard, as a cultural reference, is, as we know, a very arduous and difficult task. In
any case, this is the great challenge of what in English we call branding, in the sense
of a technique, or rather, a whole diversity of (communication) techniques for
creating, for gaining acceptance of and maintaining — through the creation of many
messages about an object, a particular field of expertise — an imaginary world in
which, as we might say, the various actors involved gather together, “see each
other”, for the widest possible variety of reasons.

The process of creating these messages consists of various steps, among which
we include those of their localization (in a given environment), their conceptual
design, their expression and embodiment in the diverse formats, instruments and
media devices, their dissemination and circulation, their appropriation and
exploitation and, finally, their actual evaluation. The overall objective of all these
steps is to produce important information, information that has a value for the actor
or the community of actors concerned in the form of varied and multimodal
messages, messages that can be appreciated, experienced and exploited using very
diverse media techniques.

Understood as one of the constituent media of the communication ecosystem of
organizations, the website in particular and the digital medium in general play here,
of course, an absolutely decisive role. The contributions in this collection offer us a
very rich panorama of this.






Introduction

Nathalie PINEDE', Luc MASSOU” and Patrick MPONDO-DICKA®

! MICA, Université Bordeaux Montaigne, Pessac, France
2 Crem, Université de Lorraine, Metz, France
3 LERASS, Université Toulouse 2 — Jean-Jaures, France

1.1. Websites and digital presences of organizations

This book concludes a trilogy devoted to the study of websites' and more
generally of digital info-communicational devices from a number of perspectives
(epistemological, methodological and pedagogical, in particular). This book is a
result of a cycle of study days, initiated in 2015 by Patrick Mpondo-Dicka at the
University of Toulouse 2 — Jean-Jaures, around a somewhat provocative question: Is
website analysis still relevant from an info-communicational point of view? The
debates from this study day had then been considered sufficiently fascinating,
relevant and topical for a small group of researchers (Luc Massou, Patrick
Mpondo-Dicka, Nathalie Pinéde, Sébastien Rouquette and Peter Stockinger) to take
up this issue and give it life through a series of study days dedicated to the subject.
Thus, four other days were organized between 2017 and 2021, each presenting one
particular angle of questioning arising from this website “object”: the websites of
organizations at the heart of plural digital dynamics (Bordeaux Montaigne
University, 2017), the website in the new ecosystems of multi-cultural and
intercultural communication (National Institute of Oriental Languages and

1 A first collective book, Site internet : audit et strategie (edited by Sébastien Rouquette),
was published by Boeck in 2017. A second collective book, entitled Anralyzing Websites
(edited by Luc Massou, Patrick Mpondo-Dicka and Nathalie Pinéde) was published by ISTE
— Wiley in January 2024.

Digital Presences of Organizations,
coordinated by Nathalie PINEDE, Luc MASSOU and Patrick MPONDO-DIcKA. © ISTE Ltd 2024.
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Civilizations, 2018), audience representations and the practices of Internet users
(Clermont Auvergne University, 2019)and finally the communication of
organizations and online storytelling (University of Lorraine, 2021).

This book, prefaced by Peter Stockinger, thus completes the showcasing of the
main contributions that emerged from this cycle of five study days, and brings
together 23 authors around one main hub, that of the communication of
organizations (companies, communities, NGOs, etc.), in the light of websites and,
more broadly, digital ecosystems orchestrating differentiated strategies, themselves
inscribed in a heterogeneous and complex multicultural space.

The concept of “digital presence” for organizations, chosen as the generic title of
this book, testifies to the extension of our consideration of organizational
communication in digital environments. Merzeau (2014) emphasizes the
intrinsically temporal character of online presence, as a “form of existence in a
space”. To this temporal dimension must be added a mode of existence, between
representation and intervention (Rieder 2010). The digital presence of an
organization is not confined to what it produces and controls in terms of discourse,
rhetoric and narrative. By revealing a certain representation of its identity on the
Web, it offers this up to be read but also to be rewritten, whether by its users,
customers or by forms of algorithmic calculations of the traces produced by and
around the organization. Therefore, if “institutions and organizations try to define
themselves as stable entities with boundaries permitting a certain control of their
image” (Le Béchec and Alloing 2016), this perimeter is constantly pushed back,
redefined, its contours evolving all the time, the conditions of digital presence being
constantly subjected to reinterpretation. Pélissier (2018) suggests defining the digital
presence of an organization “as a system introduced into digital devices, formed
from the traces of interactions between identity construction and reputation
processing. [...] The digital presence of an organization is thus evolutive, changing,
corresponds to voluntary or involuntary traces and can be observed at least in part”
(p. 112). We find in this definition the ingredients of the digital presence mentioned
above, between dynamics, the construction of a mediated ethos and the
unpredictable reuse of an interweaving of ephemeral and shifting traces. As a result,
we cannot capture the totality of this digital presence and we are condemned to
grasp only fragments, incomplete snapshots, inscribed in a given space-time.

If we return to our main topic, namely the role and legitimacy of websites
through the prism of the digital presence of organizations, the website embodies one
of the facets of the organization’s online presence, relatively stable in the register of
inscription, but also a springboard to other spaces and always (re)negotiable when
put into operation and calculated. The various contributions in this book propose,
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although with no claims to be exhaustive or able to explore every dimension, various
levels of reading of this digital presence of organizations, for example, by updating
the links that are forged between anchorage and flow or between representation and
intervention, mobilizing and re-examining the concept of media ethos, analyzing the
narrative logics and the reappropriations that are made of them, etc. The whole thus
contributes to setting out a multifaceted and multi-strategic vision of the digital
presences of organizations.

This work is structured on three major thematic axes built around 12 chapters. In
the first part, we will look at the different strategies (content, services,
territorialization) identified in various organizational contexts with various
audiences. In the second part, the focus will be more specifically on the cultural
dimension of websites, raising the issue of a digital organizational communication
that oscillates between local and global. Finally, in the third part, we will pay
particular attention to the role of storytelling and narratives in organizations’ online
communication strategies.

.2. Websites and organizational strategies

Between stability and dynamics, websites enroll organizations in a complex
digital environment where their presence and their identity are constantly redrawn,
according to practices, from being put into symbolic circulation but also from the
logics of economic and technical development of the Web. This is highlighted by
Mariannig Le Béchec through the concept of circulating entities, the symbolic signs
transmitted by websites and put into circulation in a changing digital environment.
This dynamic of transposition of signs, which the author describes as “agency”, thus
contributes to modeling digital territories, in which the major challenge faced by
organizations will be to control the circulation of their brands.

This link that is forged between statics and dynamics around websites is also
highlighted by Stela Raytcheva, Thierry Come and Gilles Rouet, who apply it
through their approach to strategies for stabilizing a company culture. They use a
processual reading of corporate culture through discursive strategies that can be
identified in the communication narratives produced by an organization (in this case
Danone) on its institutional website and Facebook pages. This discursive analysis
thus operates at two levels: identifying the company’s values in the communication
texts produced (static level) and analyzing the discursive sequencing and
interweaving of the texts produced by the organization on social media (dynamic
level). By adopting a dual perspective, semiotic and material, the communicational
texts are analyzed in themselves but also at the heart of a set of interrelated texts
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from which a corporate culture is co-constructed in a performative and meaningful
way.

Marion Rollandin for her part focuses on the representations made by companies
on their websites, using the example of six manufacturers of photographic
equipment. To do this, she mobilizes a semio-pragmatic analysis and the concept of
media ethos to update the relationship between, on the one hand, media ethos and
product promotion strategies and, on the other hand, media ethos and typology of
target audiences, as read through websites. Although the organizations studied seek
to produce a very positive media ethos while using the ploy of differentiation from
their competitors, two factors of uncertainty remain: the risk of a mismatch between
user perception of content and the communication’s intentions, and the difficulty of
mastering and controlling a media ethos subject to change, whether by the company
itself or by forms of reappropriation and reinterpretation of this ethos in digital
spaces such as social media, which brings us back to this question of the circulation
of signs, mentioned previously by Mariannig Le Béchec.

Christelle Larguier and Sébastien Rouquette examined the role of websites
(belonging to associations and profit-making organizations) aimed at caregivers, in
particular reviewing in this context the initial question that led to the cycle of events
about websites: Are they still relevant in terms of digital communication strategies
relayed by social media? To answer this question, they use a mixed methodological
framework (comparative analyses of traces of activity on websites and social media
sites, and in-depth interviews), which reveals that websites offer communicational
advantages for which social networks are no substitute.

Marcy Delsione Ovoundaga extends the study initiated by Christelle Larguier
and Sébastien Rouquette by focusing on the communication of associations based on
their discursive online strategies. The author draws on the example of two
associations, La Chaine de I’Espoir and Action Contre la Faim, and on the analysis
of a corpus of Facebook posts and comments. His study highlights the use of these
socio-digital platforms as a renewed space of expression for associations, in which
social marketing strategies emerge, themselves drawing upon discursive online
strategies highlighting the argumentative and empathic dimensions.

1.3. Websites and cultural dynamics

The second part of our book puts a particular focus on the cultural development
of websites and the differentiated strategies that can be associated with them. For
this, Alexander Frame and Will Noonan propose to revisit the concept of website
localization, through the prism of the cultural dimension. Based on a review of the
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scientific and professional literature on the subject as well as discourses by
professionals and practitioners in the sector, they give a critical reading of a certain
number of approaches giving prominence to national cultures to foster an
apprehension and implementation of localization as a communicational activity
based on a “liquid” approach to cultures and identities and inscribed in a trans-
creational paradigm. In this perspective, they open up three pedagogical axes to train
specialists in cultural localization.

Cécile-Marie Martin explores the place of indigenous minorities on the Web, this
being understood as a political, material, technological and cultural system largely
dominated by representations, operationalization and governance by Western states.
Having identified these barriers to access and to representation of minority
indigenous communities on a Web space that is less open and universal than is
portrayed in discourses, the author suggests a number of concrete paths that would
lead to a better appropriation of Web as well as a reaffirmed digital presence of
these communities.

Sandra Mellot, Thomas Hoang and Anais Theviot decode the cultural, political
and rhetorical dimensions anchoring the online environmental communication of
non-governmental organizations and new collectives. By deploying a multimodal
semiotic analysis of a corpus of websites and video clips arising from the concept of
ethos, the authors highlight registers of differentiated ethos (ethos of action, of will,
of justice, of belief) and also the emergence of a new ecological homonoia, marked
with the stamp of urgency, between praise and blame. Websites and other media
productions such as video clips provide here a form of stabilization of this collective
positioning.

Finally, Géraud Ahouandjinou, Ornheilia Zounon, Agnés Badou and Isméne
Kpédjo explore e-fundraising strategies in a context of pandemic emergency
(Covid-19) as they were deployed in France between March and May 2020. To
complete this study, conducted on the basis of a content analysis of fundraising
campaigns collected from a corpus of NGO Web pages and Facebook, an
exploratory questionnaire survey was conducted among Beninese representatives in
order to collect the perceptions, sometimes ambivalent, of this fundraising for Africa
in the context of COVID.

I.4. Communication of organizations and online storytelling
In the third part, we focus on the issue of storytelling in digital media and

transmedia environments, particularly in relation to communication dynamics in
organizations. Julien Falgas sets out to discuss and differentiate the three elements —
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storytelling, narration and stories, a triad within which storytelling is situated as an
act of communication. Based on this notional positioning, he mobilizes an approach
inspired by Howard S. Becker breaking down the communication process into four
stages constituting the “manufacturing of representations” to analyze Web pages
published by a banking organization. Through this example, he shows the analytical
potential of this approach to reveal the fabric of storytelling.

The last two chapters of this section focus on online storytelling in connection
with TV series. Using a diachronic approach to emblematic media productions,
Me¢élanie Bourdaa explores the development and diversification of narrative,
transmedia (websites, apps, social media) and audience strategies through multiple
entertainment experiences, whose nature in the context of targeted marketing
campaigns can be ephemeral. The fan audience thus has to take on another role, that
of preserving traces and records of these strategies and labile digital universes.

Frédéric Aubrun and Thomas Bihay, for their part, look at the series produced by
the Netflix platform and examine how the fictional universe of these series is
extended, reused in promotional strategies and diffracted on different media
platforms. Using a reading grid inspired by three types of textures (explicit, implicit,
zero) of fictional worlds, the authors analyze two Netflix series and show the reuse
made of narrative sources in promotion strategies where the brand seems to be
effaced in a logic of de-advertising that masks hyper-advertising where Netflix
adopts a role of social influencer.

1.5. What next?

So here we are at the end of a cycle of events and questioning around a study
object that is somewhat neglected today, the website. From these 7 years of
reflections, what has emerged for us is that the website is still a living and legitimate
object. But its place and role must now be debated, thought about and analyzed
within complex digital ecosystems, oscillating between visibility and invisibility,
articulated to intersecting communication issues related to the current (and future)
socio-economic and socio-political challenges of organizations. This is what we will
set out to do in a future cycle of scientific meetings and discussions on these objects.
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Websites and the Agency
of Circulating Entities

Mariannig LE BECHEC
ELICO, Université Claude-Bernard Lyon 1, France

1.1. Introduction

Our everyday environment is made up of digital objects, and we frequently hear
the expressions “digital environments” and “digital ecosystems” (Agostinelli and
Koulayan 2016). These are linked to the issue of the digital transformation of
organizations. Websites, on account of their potential to showcase the organization
and its digital transformation, have been studied since the 2000s as markers of the
digital transformation of organizations.

A website, from its namespace in the Web browser to the hyperlinks that point to
or come from its online environment, provides a stage-set. The focus of our analysis
in this chapter is on the possible links between websites and the elements that can
circulate on them. How can a set of websites constitute a brand’s digital territory
(Le Béchec and Alloing 2016)? Beyond the interface accessible to Internet users or
the notion of qualculation (Callon and Law 2005) available to the Web designer
through audience analysis tools, we will focus here on brands in the symbolic sense
that circulate between groups of websites.

In this chapter, the website is analyzed according to the organizational
communication concept of symbolic processes that are interpreted as “info-
communicational phenomena” (Bouillon et al. 2007) pertaining to the compositions
of organizational digital identities.

Digital Presences of Organizations,
coordinated by Nathalie PINEDE, Luc MASSOU and Patrick MPONDO-DIcKA. © ISTE Ltd 2024.



4 Digital Presences of Organizations

In a digital environment, the study of websites characterizes the symbolic
processes operating on the Web according to a number of methods of analysis. The
term “website” can refer to a static analysis method, often represented in semiotic
analyses of websites. However, the Web’s technical properties have created a
dynamic environment according to network science. The collective work of
Newman et al., The Structure and Dynamics of Networks (2006), and more
specifically a chapter by Jon M. Kleinberg on navigation in small worlds enables us
to think beyond a situated analysis in an inter-connected space. These methods will
be included within the field of information and communication sciences through
Web analysis manuals (for instance, Barats 2013).

In the course of our studies of websites, let us add that analyzing the signs found
on websites also takes account of so-called propagation, imitation phenomena
(Tarde 2001). Symbolic processes are replaced by symbolic dynamics that have
changed in line with the evolution of digital ecosystems and their arrangement of
digital content circulation.

The purpose of our analyses is therefore not to think without categories,
obtaining responses in the collected data and their visualization in the form of
website networks, but to question the strategies of the actors in the field, that is, the
organizations, institutions, and so on that have a presence in a digital environment
via their website. In this chapter, we will define circulating entities. They play a
part in the symbolic dynamics and the info-communicational phenomena of
organizational digital identities. But beyond the website from which they were sent,
their circulation between websites allows us to qualify them as symbolic processes.
According to our analyses and in a semio-pragmatic perspective, these circulating
entities are signs, which we call transposable because they have the potential to
represent a territory, a culture. They have the potential to become a brand on the
Web and to aggregate websites, giving them a collective dynamic. We will therefore
examine the topological analyses of the Web, which can help us to summarize the
dynamics of these circulating entities (signs in a digital environment) and how their
transposition, circulation and potential for action that we call agency enable us to
define digital territories on the Web.

1.2. From website analysis to website network analysis
1.2.1. The website as a defined and static semiotic entity
The analysis of the composition of organizational digital identities works for

limited bodies of websites with monographic analyses (Stockinger 2005; Rouquette
2009, 2017). The methods developed in monographic analyses describe a website as



