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ABSTRACT 

Based on Critical Discourse Analysis Theory and through corpus research methods, the current study has 

analyzed the images of Huawei shaped by 12 mainstream media in Britain and the United States from 2015 to 

2019. Antconc 3.2.1 software was applied to analyze the keywords and collocations with "Huawei". Results 

show as follows: on one hand, with the rapid development of chip technology and 5G, Huawei has a positive 

image of a dynamic and innovative technology company. On the other hand, due to the trade disputes between 

China and the United States and the hegemony of the United States, Huawei has a negative image of a 

technology threat in the United States. By contrast, the UK has questioned Huawei's security even though it 

recognizes the company's technological and innovative capabilities. Hopefully, these findings will help readers 

better understand the characteristics of Huawei's images in the British and American media by exploring the 

reasons behind so as to provide insights for image construction for Chinese companies. 
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1. INTRODUCTION

With the continuous development of economic 

globalization and China's increasing comprehensive 

national strength, more and more Chinese 

companies have become influential multinational 

companies, among which Huawei is one of the 

most representative one as the global leader in 5G, 

with the world's leading information and 

communication technology. Consequently, Huawei 

has been portrayed many different images by 

oversea media. Considering the significance of the 

image on the development of a corporate, 

"corporate image" has been paid more and more 

attention by both researchers and the corporate. 

Actually, corporate image is not only a valuable 

asset of an enterprise, but also a symbol of soft 

power of an enterprise [1]. "Image" refers to 

"people's beliefs, concepts or impressions about an 

object" [2], it is the perceptions or opinions of an 

object rather than the object itself [3]. In addition, 

"image" can be divided into "self-shaping image" 

and "another-shaping image". In the contemporary 

world, as media plays an important role in shaping 

people's opinion, the image shaped by the media is 

virtually another-shaping image. Therefore, with 

the increasing media coverage of Huawei, research 

on the media image of Huawei has drawn close 

attention in recent years. However, most of the 

studies are dissertations [4], [5], [6], and they are 

mainly about the self-shaping image of Huawei. 

Only one of them involves the another-shaping 

image of Huawei (Pan, 2020) [6]. However, its data 

is comparatively insufficient, since it only collected 

users' comments on Huawei on Twitter through 3 

months. 

Hence, it is meaningful to explore the images of 

Huawei in western media from a new perspective, 

and the range of the media should be expanded to 

collect more data. Therefore, based on the Critical 

Discourse Analysis Theory, the corporate images of 

Huawei will be examined in 12 British and 

American mainstream media in current study. 

Meanwhile, the reasons behind will be explained, 

too.  
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2. PREVIOUS STUDIES ON

CORPORATE IMAGE AND

THEORETICAL BASIS

The research on corporate image began in the 

1950s, and Martineau [7], who first systematized 

the concept of corporate image, argued that 

corporate image is composed of two attributes: 

emotional attributes and functional attributes, since 

then research on corporate image has prevailed. 

Generally speaking, the research history of 

corporate image falls into three categories. The first 

one is on the concepts of corporate image. Scholars 

believe that the corporate image is immediate 

mental picture that audience have of an 

organization, and it includes judgment, emotion and 

belief [8] [9]. The second category touches on the 

functions and effects of corporate image. It is 

agreed that positive corporate images help the 

company to open up the local market and promote 

its rapid development into a better enterprise [10]. 

The third one is research on the various elements 

that make up a corporate image as well as different 

ways of building up positive images [11].  

In recent years, as a main force of Chinese 

enterprises to go global, Huawei has attracted much 

international media attention. Especially during the 

recent trade tension between China and U.S. since 

March, 2018, Huawei has long been the focus of 

international media. Therefore, scholars have made 

attempts to study the media image of Huawei. 

Nevertheless, as stated earlier, the previous studies 

focus more on self-shaping image of Huawei and 

the content analysis method is applied, few applied 

corpus-based method. Therefore, it is meaningful to 

combine quantitative and qualitative methods to 

examine the media image of Huawei shaped by 

western mainstream media.   

In regard to the theoretical basis, the Critical 

Discourse Analysis (CDA) was first introduced by 

Fowler (1979), et. Al [12] in the book Language 

and Control. Since then, the theory has been 

regarded as an approach to reveal the hidden value 

and beliefs encoded in the discourse, especially to 

reveal the relationship between discourse and 

ideology. As news discourse is a typical ideological 

discourse, the media subjects are sure to express 

their social and political attitudes [13], the pattern 

of CDA is suitable to analyze the British and 

American news reports about Huawei in this study. 

To be reckoned with the above-mentioned 

practical and theoretical reasons, the current 

research will compare the media images of Huawei 

in British and American mainstream media, 

attempting to complement some empirical studies 

in this field. 

3. THE CORPUS AND PROCEDURE

Firstly, it is about the data collection of the 

study. Through LexisNexis database, we've 

downloaded news reports about Huawei from six 

well-known newspapers in the UK and the US 

respectively. We use "Huawei" as a search term, 

and the search scope is limited to UK, US from 

2015 to 2019. Altogether, there are 12 

representative newspapers of the two countries
1
. 

Luckily, the size of the corpus is comparable, with 

a total of 1,514 reports and 673,617 tokens. It 

contains 457 special reports (the content is directly 

and mainly about Huawei) and 470 related reports 

(Huawei was only briefly mentioned) in the US 

corpus, with a total of 344,356 tokens. By 

comparison, there are 353 special reports and 234 

related reports in the UK corpus, altogether 329,261 

tokens. 

Secondly, based on mutual reading, we divide 

the news reports in to special reports on Huawei 

and relative reports according to the standard 

whether the report is mainly about Huawei.   

Next, we used Antconc software to analyze the 

data. After analysis, we have obtained the keywords 

list, and lists of collocation before and after 

"Huawei". 

 Finally, according to the theory of Critical 

Discourse Analysis, we analyze the top 30 of the 

key words list, and collocation with "Huawei". 

Therefore, it will reveal the attitudes of the 

mainstream media so as to depict the media images 

of Huawei. 

4. RESULTS AND ANALYSES

4.1 Keywords and Huawei's Images 

"Table 1" shows the key words list of American 

and British news on Huawei. Due to the limited 

space, we selected the top 30 words in the list for 

analysis.  

1. Six British newspapers are: Mirror, Independent, 
Standard, Telegraph, Guardian, The observer; six American 

newspapers are: New York Times, Investors Business Daily, Los 

Angeles Times, Associated Press, Washington Post, UPI. 
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Table 1. Key words of American and British news on "Huawei" 

From the "Table 1", it can be seen that the 

nouns in American and British keyword list include 

two parts: proper noun and topic noun. Proper noun 

means a noun that designates a particular object, 

and it does not take a limiting modifier. And topic 

noun means a noun is related to a particular subject 

that you discuss, study or write about [14]. For the 

proper noun, we can see that in the US key words 

list the words "China", "Chinese", "United" 

"States", "American", "Canada" ranked 3th, 4th, 

8th, 9th, 13th, and 21th respectively. And the 

keyness are 3702.290, 3483.613,1700.978, 

1635.928, 1508.597, 736.306 respectively. From 

the UK key word list, we can see that the words 

"US", "Chinese", "China", and "UK" ranked 2th, 

4th, 5th, 6th respectively. The keyness are 2402.671, 

1958.156, 1758.052, 1752.335 respectively. It 

shows that the media in the UK and the US share a 

common concern about the relationship between 

Huawei and China, the UK and the US. And the 

media all regard Huawei as a representative of 

China and associate Huawei's corporate image with 

China's national image. From the example 1, we 

can see that Huawei is portrayed a positive image 

of a company with "industry-leading design and 

manufacturing expertise". However, the US media's 

reports on Huawei are biased and mixed with a lot 

of subjective malicious speculation. From Example 

2 and 3, we found that the American media 

described Huawei as a negative image, that is either 

"susceptible to the control of Chinese intelligence 

services" or "working to advance Chinese global 

ambitions and undermine America's interests".  

UK US 

No. Frequency Keyness Words No. Frequency Keyness Words 

1 4144 5923.063 Huawei 1 5962 8251.609 Huawei 

2 1681 2402.671 US 2 3068 4229.546 said 

3 1509 2141.535 said 3 2675 3702.29 China 

4 1370 1958.156 Chinese 4 2517 3483.613 Chinese 

5 1230 1758.052 China 5 1872 2575.23 company 

6 1226 1752.335 UK 6 1358 1864.478 technology 

7 1043 1476.215 company 7 1316 1806.412 companies 

8 826 1166.52 time 8 1229 1700.978 United 

9 821 1159.386 security 9 1182 1635.928 States 

10 700 986.758 new 10 1143 1581.951 Trump 

11 698 972.921 phone 11 1120 1535.463 government 

12 684 963.935 government 12 1102 1510.583 security 

13 574 807.061 technology 13 1090 1508.597 American 

14 528 741.48 trade 14 1077 1476.028 trade 

15 514 721.523 global 15 968 1325.382 equipment 

16 503 718.943 concern 16 752 1040.793 Meng 

17 509 714.396 network 17 721 984.114 concern 

18 486 694.645 smartphone 18 572 778.356 world 

19 491 688.741 says 19 567 771.453 against 

20 461 658.912 Trump 20 544 739.703 administration 

21 432 604.667 ban 21 532 736.306 Canada 

22 429 600.393 companies 22 521 721.082 Beijing 

23 412 588.876 national 23 530 720.379 officials 

24 410 586.017 Google 24 526 714.858 national 

25 411 574.751 equipment 25 504 684.494 business 

26 406 567.629 world 26 459 622.4 global 

27 387 553.143 Mate 27 453 614.122 network 

28 392 547.689 decision 28 428 592.366 Washington 

29 377 538.85 Britain 29 421 569.979 countries 

30 350 500.259 Brexit 30 419 557.299 ban 
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Example 1 With this landmark device, Huawei 

is demonstrating our industry-leading design and 

manufacturing expertise by bringing a beautifully 

crafted flagship product to market that is redefining 

the new style of business. (Mirror, February 21, 

2016 Sunday) 

Example 2 The U.S. intelligence community 

has long believed that Huawei is susceptible to the 

control of Chinese intelligence services. (The 

Washington Post, January 25, 2019 Friday ) 

Example 3 Officials have long suspected 

Huawei of working to advance Chinese global 

ambitions and undermine America's interests. (The 

Washington Post, April 10, 2019 Wednesday) 

For the topical noun, we can see that in the table 

1 in the US key word list, "technology" "security" 

"network" "equipment" ranks 13th, 12th, 27th 

and15th with a frequency of 1358, 1102, 453, 968, 

and a keyness of 1864.478, 1510.583, 614.122, 

1325.382 respectively. In the UK key word list, 

"technology" "security" "network" "equipment" 

ranks 6th, 9th, 17th, 25th with a frequency of 574, 

1102, 509, 411 and a keyness of 807.061, 1510.583, 

714.396, 574.751. As we can see from the 

following examples, the media in both the UK and 

the US have recognized Huawei's technology, 

products, and services. From example 4, we can see 

that Huawei has been portrayed as a positive image 

of a company with advanced technology, high 

quality products and excellent service. And in 

example 5, from the expression of "the top ranks of 

global technology providers" , we can see the 

image of Huawei as a giant technology company. 

However, from example 6, we learned that the U.S. 

media perceives Huawei's advanced technology as 

a threat. Therefore, it portrays Huawei as a 

technology threat in a negative light. 

Example 4 Huawei today is recognized for low 

prices, reliable equipment and engaging customer 

service. (Washington Post, April 10, 2019 

Wednesday) 

Example 5 Huawei, the first Chinese company 

to break into the top ranks of global technology 

providers (Associated Press, April 1, 2016 Friday) 

Example 6 Huawei is a national security risk 

(The Washington Post, December 7, 2018 Friday) 

Next, the adjectives of "national" and "global" 

in UK and US keywords list will be analyzed. They 

ranked 23th, 15th, with the keyness of 588.876 and 

721.523 in the UK keyword list, while they ranked 

24th, 26th, with the keyness of 714.858 and 622.4 

in the US keyword list. As shown in example 4 and 

5, Huawei is among the top companies in the world 

in terms of both product sales and product quality 

and have huge influences on global supply chains. 

However, the words in the keyword lists of the UK 

and US are not the same. The US list contains the 

word "official", while the British list does not. The 

word "new" is in the British keyword list but not in 

the American keyword list. This may imply that 

UK focus more on Huawei's new technology or 

products, while US is inclined to perceive Huawei's 

identity as official. Similarly, in example 7 and 8, 

the UK pays more attention to the products (new 

flagship smartphone, Huawei P30 and Huawei P30 

pro) of Huawei and its identity as a global supplier. 

It means that the British media has taken a neutral 

stance in portraying Huawei as a technology 

company. By contrast, while US admit Huawei's 

status in technology (a global powerhouse in 

smartphones and equipment in example 9), it 

always take a suspicious attitude towards Huawei 

as it believes that Huawei's development will 

undermine its interests (example 10). 

Example 7 Huawei having farreaching and 

long-lasting impacts on global supply chains.(The 

Daily Telegraph, June 22, 2019 Saturday) 

Example 8 Today, Huawei has launched its new 

flagship smartphone, the Huawei P30, alongside 

the P30 Pro. (Mirror, March 26, 2019 Tuesday) 

Example 9 Huawei has become a global 

powerhouse in smartphones and equipment for the 

mobile networks. (The New York Times, December 

7, 2018 Friday) 

Example 10 Officials have long suspected 

Huawei of working to advance Beijing's global 

ambitions and undermine America's interests and 

have begun taking steps to curb its international 

presence. (The New York Times, January 29, 2019 

Tuesday) 

Finally, we'll give a brief analysis on the verbs 

in the table 1. We found that the first three verbs in 

the UK and US key word list are "said, concern 

and ban", which ranked 3th, 16th, 21th and 2th, 

17th, 30th respectively. Their frequencies are 1509, 

503 432 and 3068, 721, 419 respectively. From the 

following examples, we can see that although both 

the UK and the US have shown concern about the 

rapid development of Huawei's technology. 

Nevertheless, the two countries have taken very 

different approaches to Huawei. From the example 

11 and 12, we know that the U.S. has banned 

Huawei's 5G technology from the U.S. market 
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altogether, while making false claims that Huawei's 

5G technology could steal state secrets and threaten 

national security. From the example 13, we learned 

that the U.K. has concerns about Huawei's 5G 

technology, but still supports the development of 

Huawei's 5G technology in the U.K. 

Example 11 Washington has been concerned 

for years that telecommunication equipment sold by 

Huawei could be used by the Chinese government 

for hacking. (Los Angeles Times, June 8, 2019 

Saturday) 

Example 12 The U.S. has banned government 

use of Huawei technology in 5G. (Los Angeles 

Times, January 15, 2019 Thursday) 

Example 13 The Prime Minister May would 

allow Huawei's presence despite they concerns the 

national security. (The Daily Telegraph, May 28, 

2019 Tuesday) 

The verb with different tense has special 

meaning. For example, the word "said" is used not 

only to indicate the tense but also to refer to another 

person's point of view. It indicates the reliability of 

the quoted news source, which is also a feature of 

news text. The present, past, perfect and future 

tenses are used very frequently in the reports from 

the UK and the US. This shows that the mainstream 

media in the UK and the US are not only concerned 

about the current stage of Huawei's development, 

but also trace the history of Huawei's development 

and make predictions and speculations about 

Huawei's future. This shows not only the rapid 

growth of Huawei, but also the sense of anxiety in 

the UK and the US. 

4.2 The Collocation and Huawei's Images 

Here, we choose the top 30 words in the 

collocation word list for analysis, and the results are 

shown in Table 2. 

From "Table 2", we can see that the frequencies 

of "equipment, technology and products" in the US 

collocation list are 171, 162 and 68, respectively, 

and they are ranked the 6th, 7th and 29th in the list. 

However, in UK list, they are ranked the 4th, 7th 

and 30th, with frequencies of 351, 299 and 123 

respectively. As we can see from examples 14 and 

15, the collocations with "big presence" "largest 

manufacturer" and "sense of safety", demonstrate 

Huawei's responsible, trustworthy and powerful 

corporate image. And from examples 16 and 17, 

Huawei is"technology giant" with "the fastest and 

most reliable networks" and "edge technology". 

The use of the highest level here shows that Huawei 

is technologically advanced in the world and the 

word "giant" shows that Huawei is a leading 

company in the Internet industry. From the example 

18 we learn that the products of Huawei have left 

an impression of good quality and reasonable price. 

To sum up, here Huawei is mainly portrayed a 

positive and trustworthy company with strong 

technology and cost-conscious products. 

Example 14 Huawei has had a big presence in 

Europe's mobile communications infrastructure and 

is now the largest telecom equipment manufacturer 

in the world. (Los Angeles Times, February 22, 

2019 Friday) 

Example 15 Customers will be able to use the 

equipment with a sense of safety (Telegraph, May 

22, 2019 Wednesday) 

Example 16 Huawei is the Chinese technology 

giant. (The New York Times, January 17, 2019 

Thursday) 

Example 17 UK consumers "will have access to 

the fastest and most reliable networks thanks to 

Huawei's cutting edge technology." (Mirror, April 

24, 2019 Wednesday) 

Example 18 Huawei owes its success in Canada 

to making reasonably priced, good quality products 

consumers like to buy. (The New York Times, 

February 27, 2019 Wednesday) 

However, both UK and US emphasize the close 

ties between Huawei and Chinese government 

considering the high frequency of "government" in 

"Table 2". Still, "ban", "concern" and "security" 

appear in Table 2, too. As stated earlier, they imply 

a threatening image of Huawei shaped by the two 

countries' media.  
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Table 2. Collocations with "Huawei" 

UK Collocation Words List US Collocation Words List 

No. Frequency MI Collocation Words No. Frequency MI Collocation Words 

1 321 3.92339 US 1 6229 1.37108 Huawei 

2 308 4.15889 Chinese 2 633 3.86053 Chinese 

3 247 4.00069 UK 3 631 3.57037 said 

4 247 3.70105 said 4 351 4.38842 equipment 

5 219 5.49066 Mate 5 309 3.25306 company 

6 171 5.04692 equipment 6 307 2.72873 China 

7 162 4.48701 technology 7 299 3.66869 technology 

8 151 3.86923 security 8 239 3.64692 security 

9 146 3.47536 company 9 239 5.22535 giant 

10 139 4.50619 smartphone 10 211 3.21112 companies 

11 130 3.06999 China 11 206 4.39126 against 

12 125 5.40748 ban 12 187 3.26957 government 

13 116 3.75219 government 13 182 3.80517 Meng 

14 112 4.50471 decision 14 177 4.39773 tech 

15 109 4.63316 phones 15 175 3.0399 US 

16 94 4.39498 use 16 172 3.18811 UK 

17 94 4.11177 networks 17 164 3.0025 States 

18 89 4.07699 Android 18 160 3.68003 networks 

19 84 4.0249 Google 19 160 4.19661 business 

20 84 4.46121 concerns 20 157 4.43577 ban 

21 79 3.76722 Trump 21 144 5.74576 Technologies 

22 78 5.16284 giant 22 139 4.67628 chief 

23 75 3.79605 companies 23 136 4.3028 sales 

24 75 5.25548 allow 24 136 5.24594 officer 

25 74 3.53 network 25 134 2.75944 Trump 

26 73 3.94347 Britain 26 132 4.51698 says 

27 69 5.52577 involvement 27 127 3.68077 world 

28 68 3.73419 world 28 125 4.25169 use 

29 68 5.2097 products 29 125 4.42973 executive 

30 67 3.33376 trade 30 123 4.30262 products 

5. REASONS FOR MEDIA IMAGES

OF "HUAWEI" IN UK AND US

To sum up, in the mainstream media of the UK 

and the US, Huawei has both positive images as a 

"large multinational company", "innovative 

technology company" and "giant in the Internet 

industry", and negative images as a "technology 

threat" and a "spy company". The reasons why the 

mainstream media in Britain and the United States 

have shaped such a completely opposite image of 

Huawei is related to the political environment and 

economic system ideology of China, the United 

Kingdom and the United States. 

In terms of political environment, for one thing, 

the contemporary international political structure is 

developing in the direction of diversification, and 

new economies are playing an increasingly 

important role in international affairs. In 

contemporary times, peace and development 

remain the theme of the times. In this friendly 

international political environment, China has 

proposed the "One Belt, One Road" Initiative, 

which brings more possibilities for Huawei to 

develop in overseas markets. At the same time, 

China's domestic political situation is stable. The 

country strongly supports the development of 

information technology and has proposed the 

"Network Power Strategy", which provides Huawei 
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with great policy support for its development. This 

is a huge boost for Huawei to become a "giant in 

the Internet industry". For another, there are 

differences in the political system between China 

and the West. China takes the road of socialism 

while most western countries adopt the capitalist 

system. Led by the United States, western countries 

have been committed to fighting, suppressing and 

even eliminating communism. Western hostility to 

China's political system has been amplified by 

Huawei. This is the source of Huawei's deep "spy 

company" controversy. 

Secondly, another reason lies in the situation of 

global economy. The international economy is 

relatively stable, regional economic integration is 

developing in depth, and bilateral and multilateral 

trade agreements are proceeding steadily. Such an 

economic environment provides the possibility for 

the implementation of Huawei's "joint innovation" 

strategy, which is conducive to Huawei's innovation 

and development. China is in the period of 

economic "new normal" and vigorously 

implementing the supply-side structural reform. 

Traditional industries are facing transformation and 

upgrading, while emerging industries are 

embracing an opportunity period. Therefore, the 

Internet finance industry develops rapidly. Huawei 

has been growing stronger and bigger in such an 

economic environment. This economic situation 

has helped Huawei become an "innovative 

technology company" and an "Internet industry 

giant". 

Thirdly, the ideology factor may also account 

for the result. There are great differences between 

China and the West. In China, the "Wolf" of 

Huawei's corporate culture refers to a culture of 

striving forward without fear of failure and 

adversity. However, when Huawei entered the 

British and American market with the attitude of 

scientific and technological research and innovation, 

the "Wolf culture" was magnified and Huawei 

formed a threatening and aggressive image. 

6. CONCLUSION

The study has used the corpus-based method to 

analyze the reports on Huawei of the mainstream 

media of UK and US from January 1, 2015 to 

August 31, 2019. It is concluded that Huawei's 

corporate images are mainly positive, as a "large 

technology company", "Internet industry giant", or 

"good product quality and cost-effective", but there 

are also negative images such as "spy company" 

and "threat company". This is resulted from 

complex political and economical factors between 

China and the western world. Moreover, one-sided 

narrative and rigid reporting mode of the Western 

media is responsible, too. The study aims to help 

more people know about the characteristics of 

media image of Huawei in the two countries and 

understand the reasons behind. Hopefully, it will 

shed some lights on the corporate image 

construction of other Chinese international 

corporations. 
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