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ABSTRACT

Imagery, and in particular photography, has become a regular and sometimes spectacular feature of
company annual reports. From a broad perspective, photography can be seen to have a multiplicity of
functions in society including the presentation of a factual, documentary view of the world, providing an
interpretative art form, being used as advertising, and even being seen as pure entertainment. Photography

can be seen to reflect the nature of society, while simultaneously altering and constructing society values.

As the New Zealand Government continues to advocate free-market policies, resulting in more and more
decisions about the nature of New Zealand society being put into corporate hands, concerns are being
voiced regarding the degree to which New Zealand citizens have a democratic vote on how their society is
constructed. These concerns relate specifically to the nature of corporate values, and how they impact on
New Zealand society. A logical place for a statement of corporate values to be found is the company

annual report.

This study explores and investigates the use of imagery in company annual reports by using the
imperatives contained in the political economy of accounting: be normative, be descriptive and be critical.
Two questions are specifically addressed. Firstly, an empirical investigation is made of the extent to
which imagery has been present in some New Zealand company annual reports for the period 1970 - 1997.
Secondly, these annual reports are examined to determine whether, from the perspective of the researcher,
company values that inspire and underlie company activities are reported by the use of imagery. In this
way, imagery in annual reports may highlight a direct link between company values and social values in

general.

This study is important in that if companies use imagery, and in particular photography, to report their
company values it may contribute to further understanding of the constitutive nature of the company
annual report from a broad societal perspective, rather than from that reflected only in the accounting and
financial numbers. This also has consequences for the nature of the corporate social report, an area
growing in importance in the accounting field. This study may also reveal previously unknown features

regarding the role accounting plays when it attempts to represent some aspect of a company’s activities.
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CHAPTER ONE - INTRODUCTION

1.1 Background

“A portrait is not a likeness. The moment an emotion or fact is transformed into a photograph, it is no
longer a fact, but an opinion...All photographs are accurate. None of them is the truth” (Avedon, cited in
Bolton, 1989, p.264)

The potential of photography to make some valid social comment is discussed by Bolton (1989), where,
although he states that photography is now a recognised discipline providing “practitioners and enthusiasts
alike with inspiration and a sense of identity” (Bolton, 1989, p. ix), he still has some reservations about the
assumptions made regarding the social function of photography. By using the above statement by the artist
Richard Avedon, Bolton (1989) illustrates that there is an inevitable conflict central to any representation:
“the clash between objective and subjective - between description and self-expression that haunts much
documentary” (Bolton, 1989, p.264). Avedon had exhibited photographs purporting to represent “In the
American West". The exhibiton was an attempt to portray the social fabric of that area through
photographic techniques that emphasise the ugliness and horror of poverty. The work, although celebrated,
became, in Bolton's opinion, a “visual horror” which “goes hand in hand with voyeurism and fascination,
and so seldom leads to understanding.” (p.264) Thus, although Avedon avows it was not “the truth”, and
just an attempt at portraiture where he, as the photographer, controls the image, Bolton considers that this
does not alleviate social responsibility. For, by making an attempt at social comment, whether it be “truthful”
or not, Avedon is constructing and shaping attitudes towards the subject, in this case, poverty in the
American West. In addition, Bolton suggests that this attempt at self-expression by a privileged
photographer exploits, rather than highlights, the plight of another less-privileged class. This is done by
selling these “artworks”, as another choice in a “parade of upper-class commodities” (p.270), and “turning
the subjects of the work into entertainment and consumerist frisson” (p.270). Bolton shows how Avedon
(who is also a public relations consultant) puts Western poverty and alienation “to work for the economic
system” (p.270), which inevitably contributes to (rather than changes) the same economic system that
caused the poverty and alienation being portrayed. When one considers company annual reports, and the
wide use of photography now seen to be contained in them, Bolton's comments raise a pertinent question.

What is the function of photography (and other imagery) in an annual report?



Some indication of what the annual report itself represents to company management was shown recently at
the “Annual Report Awards” given by the Institute of Chartered Accountants of New Zealand (ICANZ). A

recipient of one award stated clearly what his company annual report was intended to portray:

Our marketing people when they go overseas use the company’s annual report to help them sell
our product. They use our annual report to show new customers that the company is of substance,
is reputable, and is good to do long term business with. Cavalier excels in producing the best
carpet in the world, and it helps us greatly to reinforce this by showing these potential overseas
customers an annual report that also shows the same degree of excellence... The annual report is
our main communication with shareholders, and it is a pleasure that we are able to reinforce the
company'’s excellence in the annual report itself.
(Wayne Chung, Finance Director of Cavalier Corporation, 1998, p.7)
The above statement clearly shows that, for Cavalier Corporation, the annual report is intended to be a true
reflection of company excellence, a true representation of its products to be used as a selling tool to
existing and potential customers, and a true indication of company identity for its shareholders. For this

company, the contents of the annual report (including the photographs) are undoubtedly a matter of fact.

Although Bolton doubts that there are any fundamental truths able to be represented by photography, as
photos are only to do with “how people look”, he adds that few people are unaware of “the prejudices of
photographic representation” (p.265). Is it really all just a game, then, where, photographs in annual reports
are shown tongue-in-cheek, where “everybody” knows that they are not there to represent facts, but mere
appearance? Chung's comments do not indicate this. Thus, there is a dilemma in looking at the pictures in
annual reports - the same dilemma that Bolton has described for photography: the conflict between
description and self-expression. When questioning the function of the photographs and imagery in annual

reports, one must decide whether they are there to represent fact or opinion.

This chapter not only introduces the notion of a photograph in annual report being represented as fact or
opinion, but also introduces the structure of the study undertaken, and what it sets out to achieve.
Underlying the focus of this study is the claim that, in order that some decision can be made regarding the
facticity of the pictures and other imagery in an annual report, the company must first reveal its agenda, or

its underlying value system. Thus some judgement is then able to be made of the intended function of



these pictures. For example, by the use of pictures in annual reports, or indeed, imagery of any kind, can
one judge whether the company intends to show some concern as to the social consequences of its
activities? This would be possible, for example, if the company declared its interest in ensuring that its
products were meeting safety standards. If the company’s intention was to ensure profits were maximised,
then some judgement would be made of the likelihood that the company places more value upon the
images rather than the lives and well-being of people pictured in annual reports. Is there evidence that
pictures in annual reports of New Zealand companies exploit people (e.g. employees, or consumers) in the
same way as Bolton (1989) has described? Is it possible that companies make social comment through

imagery in their annual reports, and thus come to construct and shape attitudes about New Zealand

societal values?

Arrow (1963) made the point that “in a capitalist democracy there are essentially two methods by which
social choices can be made: voting, typically used to make “political” decisions, and the market
mechanism, typically used to make “economic” decisions” (p.1). He also showed the difficulty in
aggregating individual choices into a total concept of social welfare, which highlights the difficulty of any
political body to serve the needs of society as a whole. In New Zealand there are growing concerns about
the implications of the significant influence free-market policies have on the size and power of large
companies within its economy. Harris & Twiname (1998), for example, highlight their concern that, as the
New Zealand Government is withdrawing its influence over many previously state controlled activities, more
power is in the hands of large corporations which they believe would come to “dominate the economy and
shape society as a whole” (p.213). They are also concerned about the perceived reduction of the
democratic system. In an economy where there is a reduction in the power of the individual to display
“political” choice by voting, (i.e. because the state’s governance over economic welfare has reduced), it
may eventuate that company shareholders and other stakeholders (e.g. consumers) are the ones who
make “political” decisions, by exercising “economic” choice, e.g. by purchasing shares, and products. Such
a democracy, of course, would assume that all stakeholders command the required economic resources in
order to make this political/economic “vote” possible. In a consumer driven, democratic society, (rather
than a state run society), this assumption is fundamental to the ability of corporations to provide social

welfare, an assumption that drives the reasoning behind corporate social reporting and advertising. In New



Zealand it appears that this assumption may not be valid. There are wide gaps between those who have
economic resources, and those that do not. Kelsey (1995) has identified several “deficits” in New Zealand
society that are a result of liberal free market policies advocated by the incoming 4th Labour Government.
These deficits are discussed under the headings of economic, social, democratic and cultural. Of particular
relevance is the social deficit, which is characterised by “pain for the poor” and “gain for the rich”, where
“poverty, alienation and stratification along the lines of class, gender and race were intrinsic, and apparently
acceptable, features of the new order” (Kelsey, 1995, p.296). Further, concerns exist that the concept of
democracy (whether political or economic) in New Zealand is illusory:

Within our dual society we have established an underclass which no longer has a vested interest

in democracy or in democratic institutions and as a consequence we should not be surprised if

those ostracised from the mainstream of New Zealand life willingly promote its destruction.

(Shirley, cited in Kelsey, 1995, p.296)
It thus becomes important to see if companies represent values that apply to society as a whole, or just one
perhaps privileged part thereof. When looking at the role that companies play in contributing to social
welfare it also becomes increasingly important that it is known what type of social values or agendas the
company sanctions, or whether they are, for example, merely profit oriented rather than community
oriented. Companies may declare these values by making explicit social comment, in order that company
stakeholders may decide whether the company values are socially and politically appropriate. Voting
choices can then be made in the market. Alternatively, companies may declare these values in order to
justify and legitimise their activities to the whole of society. A likely place for this declaration to appear,

regardless of its intent, is the annual report.

1.2 Research Problem

Consequently, the research problem addressed here is to examine whether New Zealand companies
report through the use of imagery in their annual reports, company values that inspire and underlie their
activities for the year. This would include the incidence of social comment, via imagery, that could be seen
to represent some economical, political, or social stance, which then may attempt to shape and construct
social values. There are many questions which arise from this problem. This study focuses on only two

questions, namely, to what extent is imagery used in New Zealand company annual reports: and, to what



extent do New Zealand companies reveal their values through the use of imagery. If a major proportion of
the annual report consists of imagery, then this would suggest that a company considers this form of
disclosure important in some way, and further, an examination of what the company is representing
through the use of imagery will enable an increased understanding of New Zealand company reporting

practices through this medium.

1.3 Research Methodology

"...to justify its existence, a criticism should be partial, passionate and political...

written from an exclusive point of view, but a point of view that opens up the widest horizons...

'I sincerely believe that the best criticism is that which is both amusing and poetic: not a cold, mathematical
criticism which, on the pretext of explaining everything, has neither love nor hate, and voluntarily strips itself
from every shred of temperament....'

(Baudelaire, The Salon of 1846, p.44.)

So says French poet Charles Baudelaire in an essay on art critique titled “What is the Good of Criticism?"
Alternatively, criticism is seen by Foster (1985) not as a judgement according to pre-set subjective tastes or
norms, which he sees resulting in criticism (especially of art) becoming an opinion which is traded as a
consumable item, and thus capitulating to the market for art items. Criticism, rather, should be from the
fringe, “suspended between inchoate amateurism and socially marginal professionalism”, and “must use
this out-of-placeness to speak precisely, impertinently out of place” (Foster, 1985, p.5). The end result of
such a criticism is seen to be a transformation not only of the subject material, but also of previous
practices of criticism. This, ultimately, “opens up the widest horizons” of not only ways of thinking, but
knowledge itself, and, as described by both Baudelaire and Foster above, appears to be the whole point of

a criticism.

These two descriptions of criticism serve to introduce the approach taken in this study. There has been in
the past much debate about alternative approaches to accounting research (refer, for example, to Tomkins
& Groves, 1983; Abdel-Khalik & Ajinkya, 1983; Wilimott, 1983; Chua, 1986). Tomkins & Groves (1983), for
example, emphasise the importance of identifying, and critically reflecting upon, the ontological
assumptions behind any particular piece of research, which results in a decision regarding the appropriate
research methodology to be used. Willmott (1983), however, demonstrates that the problem with all types

of research, whether naturalistic or scientific, is that they are “both inattentive to the a priori constitution of



the objects of analysis within the primary, pre-scientific life-world” (Willmott, 1983, p.402). Put simply, it

means that in any type of research there is the problem of individual value judgements being present.

The merits of criticism involving partial value judgements are echoed in an alternative approach to
researching accounting reports suggested by Cooper & Sherer (1984). These authors find that when
attempting to assess the social value of accounting reports, a distinct shareholder orientation occurs under
a marginal economics perspective. They are concerned that this perspective “has limited the development
of research about how accounting systems operate and for designing corporate annual reports which may
lead to a fundamental improvement in social welfare” (p.610). They are also concerned that since
accounting reports seem only to serve one group or class in society (i.e. shareholders), the interests of
society of a whole are not being served by previous approaches to research of accounting reports. They
further highlight the difficulties in reporting for different user groups, and that a lack of theoretical base
about how these different users interact in the political and economic spheres means that it is impossible to
assess the economy-wide value of these reports. (p.614). Since social welfare, however, “is recognised as
being consistently partial” (p.611), they recognise that previous approaches may not be suitable or
appropriate. They suggest an alternative approach for valuing accounting reports titled “the Political
Economy of Accounting (PEA)” (p.620), which recognises the partial, political, and socio-economic aspects

of accounting and reporting.

Cooper & Sherer (1984) describe three features of this approach. One is that it requires recognition of the
influence of accounting reports on the distribution of income, wealth and power in society, and it also
requires some acknowledgement of the possibility that accounting reports serve “specific interests (e.g. of
elites or classes)” (p.621). Another feature of PEA is that, rather than harmony of interests prevailing, it
recognises that these “specific interests” operate in an environment that is full of contradictions and conflict.
Cooper & Sherer (1984) use the example of the Government which utilises taxation to fund its level of
spending, while on the other hand being actively involved on behalf of large firms and commercial interests.
Conflict arises where the state is obliged to regulate large monopolistic and oligopolistic profits (p. 621). In
relation to the social value of accounting reports, there needs to be careful consideration of the motivations

behind state intervention in the development of accounting practices. The third feature of PEA that Cooper



& Sherer (1984) emphasise is that “self-interest” may not be an unalterable characteristic of people, rather
it may be the consequence of how society (and accounting) is organised. There needs to be recognition
that firms acting in a socially responsible manrer may be genuinely concerned about social welfare, rather
than using it to enhance their image in order to increase profits, yet, by ignoring externalities (social costs),

“accounting for corporate activities may encourage self-interest at the expense of social interests” (p.622).

Tinker, Merino & Neimark (1982) have shown that, particularly for positive accounting theories, there is a
distinct normative origin in any theory which cannot be value free. They show that positive accounting
theories assume that one can extend knowledge gained from “what is” questions, to solve “what should be”
questions. This would involve inference from experience, something which is not acceptable to positivist
thought. Thus positive accounting theories are held by them to be epistemologically erroneous. Cooper &
Sherer (1984) suggest that, in order for accounting research to be more “valuable”, there should be three
imperatives: “be normative, be descriptive, and be critical” (Cooper & Sherer, 1984, p.622). By being
normative, an explicit value judgement is required regarding the assumptions or purposes of the research
(i.e. this seems to refer to the definition of a criticism by Baudelaire: rejecting a “cold, mathematical point of
view"..., and openly admitting "exclusivity'). Cooper & Sherer (1984) consider that this facilitates coherence,
and places individual research within the context of a particular paradigm (p.623). By being descriptive, the
interrelationship between facts and interpretations are acknowledged. Cooper & Sherer (1984) explain this
by stating further that “a political economy of accounting needs to be based on descriptions of accounting
practice based on alternative theories of society and accounting’s role therein” (p.624). By being critical, an
evaluation is required, which “starts from the premise that problems in accounting are potentially problems
in and of society” (p.625). An evaluation is required also of “what is and what is not in the public interest”

(p.625).

These imperatives thus address the inadequacies of accounting theories brought to light by Tinker, Merino
and Neimark (1982). By making an initial statement of “what should be”, then going ahead and discovering
“what is”, makes possible an informed base from which to make a critical assessment of “what is" in
relation to “what should be”. The limitation of this approach to research, then, is made clear from the start,

and stems from the initial value judgement, which ultimately is only a matter of opinion, or “faith” (refer



Ferguson, 1969, cited in Tinker, 1980, p.153; and Cooper, 1980, p.165). No claim is made of neutrality or
objectivity on the part of the researcher, and in this way the epistemological inadequacy of positivist thought
highlighted by Tinker et al. (1980) is addressed. Cooper & Sherer (1984) suggest several areas of
research which might be undertaken within PEA, one of which seems to be relevant to the aim of this

research, namely, “the role and forms of accounting within alternative definitions of social welfare” (p.629).

The PEA approach thus seems an acceptable methodology to use for a study which examines the use of
imagery in company annual reports. Each of the three imperatives described by Cooper and Sherer (1984)
will be addressed by this study, and are related to the research problem and the two identified research
questions as follows:

“Be normative”. The normative stance taken in this study, is that New Zealand companies should
report in their annual report on the company values that inspire and underlie their activities for the year.
This stance rejects the notion that valuable research can be undertaken assuming “a passive acceptance
of the existing social and political context of corporate reporting” (Cooper & Sherer, 1984, p.610) on the
part of the researcher. Cooper & Sherer (1984) discuss how PEA can show that this assumption is implicit
in much existing accounting research. Examining New Zealand company annual reports from this initial
overriding value judgement not only concurs with the PEA structure, but also hopes to highlight possible
deficiencies in the assumption of some accounting research that passively accepts (or even ignores) the
political and social context of company annual reports. The normative stance taken here also encourages
the search for some indication of the reporting of social accountability on behalf of companies, an issue
which is consistent with the normative stance contained in corporate social reporting described by Gray,
Owen & Maunders (1987).

“Be descriptive”. This imperative is addressed by the first research question identified. An empirical
examination is undertaken in order that questions regarding “what is" are addressed in relation to the extent
to which imagery is used in company annual reports. This part of the study concentrates on providing a
comprehensive database from which to make an assessment of the interrelationship between “what is” and
“what should be”. Although the role of accounting traditionally embraces the financial section of an annual
report, this aspect of the study incorporates what Cooper and Sherer (1984) describe as an alternative view

of the role of accounting within society as a whole. This part of the study expects to find that imagery



represents an increasing proportion of a company's annual report area over the period under review. If this
is s0, this has implications for the role of accounting in preparation of future company annual reports, since
traditionally, accounting has been concerned only with the numerical. There are alternative roles for
accounting in an environment with a reduced emphasis on numbers, for example, one which involves
corporate social reporting, and this aspect is discussed further in Chapter Three.

“Be critical” This imperative is addressed by the second research question. An extensive
analysis is undertaken which looks critically at the representations made by the company through the use
of imagery, to see whether this is a medium that companies use to represent their company values. A
model is developed, based on Image Theory (Beach, 1990), which provides a structure from which to
categorise and assess the images found in company annual reports. This part of the analysis openly
admits the limiting factor of the normative stance of the researcher, in that it is held that companies should
be reporting values via the medium of images. This results in a dialogue, in which many aspects of
company representations through imagery are expected to be revealed, but the study will focus on whether
companies report their values in order to facilitate some improvement of social welfare in general, rather
than the welfare of some privileged “elite”. This is consistent with the premise stated by Cooper & Sherer
(1984) that an evaluation is required of “what is and what is not in the public interest” (p. 625). In this way,

some link is expected to be identified between company values, and those of society as a whole.

1.4 Contribution to Knowledge

There is a recognised gap in knowledge in that studies of the use of imagery in company reports are rare
(Preston, Wright & Young, 1996). In New Zealand, it appears that research into annual report imagery is
non-existent, except for a few articles on company annual reporting in general (refer Clulee, 1988;
Macalister, 1994; Gore, 1998). However, by placing this study into a social reporting context, it is hoped to
contribute to both the growing corporate social reporting literature in New Zealand, as well as identify the
use of imagery in company reports as a possible fruitful area of research in its own right. By “looking at the
pictures” it is hoped to show the deficiencies in the ability of accounting numbers to represent certain
aspects of company activities. As previously explained, in order that political, social, and economic choices

may be made by all stakeholders in the company, imagery can be an important source of information about
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company values, and may directly reflect the political, social, and economic influence of corporations in
New Zealand society. This information is not available from financial accounting numbers. The study of
how imagery can contribute to a corporate social report could be significant to future directions in company
reporting because it may reveal not only previously unknown features regarding the role accounting plays
when it attempts to represent some aspect of a company's activities, but also call into question the

relevance and contribution of financial accounting theory to company annual reports.

1.5 Chapter Outline

The remainder of this thesis is organised as follows. Section Two discusses issues highlighted by a
literature review which are categorised based on the underlying decision one must take when looking at
photography, or, it is assumed, any type of imagery. That is, one must decide whether it is fact or opinion.
Thus the first three chapters in Section Two discuss issues that reflect the assumption that imagery is
represented as fact. After first briefly describing the history, and definitions of imagery, Chapter Two
highlights and discusses complex issues such as the ability of any imagery to reflect facts, the conflict of art
and representation, and, reality and appearance. The discussion also includes a brief overview of the
assumptions made under neo-classical economic theory specifically regarding the function of financial
accounting disclosures. Chapter Three outlines the assumptions underlying the function of corporate social
reporting and how they came to be developed. The nature of financial and social reporting is such that they
are both assumed to be factual. Financial accounting disclosures are required by legislation to be audited
to ensure their facticity. Corporate social reports are not statutorily required to be audited. While corporate
social reports can be viewed as subjective statements of company activities, and not necessarily a factual
representation, what is important is that they are intended to be a factual representation, which, from the
company’s point of view reflects society’s requirements. Thus they are included as aspects of factual

disclosure.

The next two chapters in Section Two focus on issues that assume imagery in annual reports is opinion.
This aspect commences with Chapter Four which discusses the notion that images are advertising, as well

as the issue of constructing and maintaining corporate identity, described by Preston et al. (1996) as
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“impression management”. The potential of the image to persuade, rather than inform is discussed. In
addition, the concept that images provide an opportunity for the company to obscure certain activities and
thus maintain ignorance, is introduced in Chapter Five. This section is organised in this way in order that a
clear picture may emerge regarding the existing literature on the possible functions of the use of imagery in

company annual reports.

Section Three concentrates on data, method, and results. The method by which data was collected is
explained in Chapter Six, followed by the results in Chapter Seven. This chapter includes the analysis of
the results of both the descriptive and critical aspects of the study. Chapter Eight contains some

conclusions, and implications for future research.
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CHAPTER TWO - DISCLOSURE ISSUES

24 Historical Background

'All sounds, all colours, all forms, either because of their preordained energies,

or because of long association, evoke indefinable and yet precise emotions,

or, as | prefer to think, call down among us certain disembodied powers,

whose footsteps over our hearts we call emotions;...

The same relation exists between all portions of every work of art,

whether it be an epic or a song, and the more perfect it is,

the more various and numerous the elements that have flowed into its perfection,
the more powerful will be the emotion, the power, the god it calls among us.
...poets and painters and musicians are continually making and unmaking mankind.

...for does not the eye altering alter all?'
(Yeats, 1961, pp. 157 -159)

The Aristotelian view of pictures was that “pictures can be true insofar as they are more or less correct
resemblances corresponding to visual facts” ; or, “pictures reveal the true or genuine being of what they
depict” (Brann, 1991, p.400). Brann concluded that Aristotle believed that pictures have a “truth value”.
This contrasts markedly with the view of Plato that “paintings are twice removed from truth, for they are not
only imitations, they are imitations of imitations” (Brann, 1991, p.38). The complex beginning of all Platonic
philosophy involves “the ability to recognise images as images, to distinguish between copy and genuine
original” (Brann, 1991, p.37). This idea relates not to art, but to knowledge, and how it is to be expressed.
The attempt to image the intellect was regarded by Plato as a “higher” function of the image e.qg.
mathematical diagrams. The “lower” functions relate to opinion, and sensation, and are thus deemed
artificial. In his work The Sophist (written 4th century BC), Plato distinguished two kinds of artificial image:
the “iconic” image, where although it is not the original, the image is at least a correct copy; and the
“phantastic” image, which is a copy based on an illusion, something less than the original. An example of
this was a painting, which was said to appeal to the lowest part of the soul, and given to “silly sentiment and
dangerous excitation” (Brann, 1991, p.39). In the Platonic era, poets and painters were deemed corrupt

because of their concern with the creative imagination, which Plato thought was just a practice of deceit.



13

Images were acceptable, however, in the interests of instruction, and this was the task assigned to the
visual arts by the Christian Church in the Middle Ages to avoid the charge of idolatry (Gombrich, 1990,
p.31). Pictures were considered appropriate replacements for words, in order that those that could not read
would understand. Thus, the word “imagery’ (or “ymagery”’) was used up until the eighteenth century to
designate and describe the pictures describing historical events found in tapestries and paintings (Furbank,

1970, p.25).

By the eighteenth century, however, the word “image” was defined in dictionaries in two ways:

“a representation or a likeness of a thing, either natural or artificial; a statue or a

picture”, or, “a feature of rhetoric”, i.e. a persuasive device to convince the reader that he is

actually witnessing the scene or action being represented (Furbank, 1970, p.26).
A more contemporary dictionary defines “image” similarly, but includes a reference to “character or
reputation of a person or thing as generally perceived” , “a mental representation”, and references to
literary use, such as metaphor and simile. “Imagery” is defined as “images collectively” (Concise Oxford

Dictionary, 1997, p.677).

For the purposes of this study, “imagery’ in company annual reports will be taken to mean the collective
use of pictorial images such as photography, artwork, graphics, (including graphs) and design features
such as the layout of such images. Using the above definitions, imagery found in company annual reports
can be seen as an attempt to represent either the company as if one was “there”, (i.e. the reality of the
scene), or the “character” or “reputation” of the company (i.e. the appearance of the scene). Yeats’ (1961)
emotion and power “called upon us" features here in an indirect sense, in that, if all pictures move us in
particular ways, then the persuasive power of these pictures becomes evident. Thus, the use of imagery by
a company could also be understood to be of a rhetorical or persuasive nature with regard to a company's

“reality” or “reputation”.
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2.2 Art and Representation: Social Functions, and Disclosure Issues

The connection between art and representation has always been a matter of debate. Art has been
described has having two basic aspects: “its aesthetic or presentational context comprised of form and
skill, and embodying style; and its meaning context comprised of subject and symbolic associations”
(Sieber, 1971, p.203). The process of art is separated by Mills (1971) in a similar manner, as indicated by
the following diagram:

Fig. 1 Summary of the artistic process

SUMMARY OF THE ARTISTIC PROCESS

Sociocultural context State of Mind Link Public Object Sociocultural context
of the process of public object
Definition of _ Experience _ Manipulation
artist’s role of the artist of medium
\
Presentation

_.«,-..--....-.-.----‘~----}StructureUtiIity

Suggestion
/
Definition of = Experience _ Process of
appreciators role of appreciator appreciation

(Mills, 1971, p.68)

This diagram highlights the complex nature of the relationship between construction of an artwork and its
impact. Representation is therefore not only a matter of the artist’s creative skill with form and style, but
also a matter of interpretation by the appreciator (or audience). Thus the artist may control the medium and
style, but does not necessarily have any say in what the audience’s interpretation might be, or indeed, on
who that audience might be. Further, although Sieber (1971) suggests that the arts are “symptomatic of
cultural values, and are for the most part oriented ...towards man's search for a secure and ordered
existence” (p.205), Foster (1985) suggests that the function of art has changed, and that art is a political
practice (to which category it is argued here that imagery in annual reports belongs) and cannot be a

simple representation of reality. This is because “such art tends to represent social practices as a matter of
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iconic ideals” (Foster, 1985, p.155). Thus art has an ideological function, seeking to persuade its audience

as to the universality of its message.

Mills (1971) suggested that the importance of art is reflected by the amount of trouble taken to alter one’s
surroundings, especially by embellishment or decoration: “(w)hen one considers the cost of the decoration,
it appears that what is added is as important as the original object, so that the separation of creation and
decoration is arbitrary” (Mills, 1971, p.75). Questions arise, then, as to the validity and credibility of the
representation of the original object, especially when, due to the costs involved, the artist has a vested
interest in ensuring the representation is possibly subservient to some pre-set, socially acceptable,
standard of consistency with the original. Questions as to costs, audience and reality subsequently arise,

and these will now be discussed in relation to the annual report.

2.3 Imagery in Annual Reports: Questions regarding Costs, Audience and Reality

2.3.1 The Question of Costs

In 1984, the H.J. Heinz Company produced an annual report that has been described as a “tomato
celebration” (Squiers, 1989, p.207). It contained ninety-six thick, glossy pages of extensive, extravagant,
art and photographic work, which cost the company over US$8.00 per copy. Average finished report costs
in the US range from US$250,000 to US$800,000, with some costing more than US$1 million (Squiers,
1989, pp.207-208).

In Australia, Western Mining reportedly pays more than A$310,000 annually for its annual reports, and, for
the average Australian company in 1997, “a 72-page annual report generally costs about A$5 - $7 per copy
for a medium-sized firm with 50,000 shareholders, but can be up to $20 a copy for a small firm without the
economies of scale” (Simpson, 1997, p.16). A small sample of New Zealand companies paid NZ$6 - $8
per copy for their annual reports in 1988, amounting to an average photography and art cost of just under

NZ$110,000 (Clulee, 1988, p.31).
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However, in a recent study of US, Australia and NZ company investors, it was found that the Chairman's
“essay” and pictorials (by definition, imagery) were found to be ranked low in terms of readership and
usefulness generally, but ranked high in terms of understandability. The low ranking for imagery in annual
reports is not attributed to lack of understanding, rather, it is attributed to the lack of credibility to
shareholders (Anderson & Epstein, 1996, p.56). Further, Squiers (1989, p.216) described the pictures in
annual reports as “a vehicle of extremely limited expressive and informational power, meant primarily to
reassure stockholders”. Why do companies annually spend large amounts of money to produce beautifully
designed photographs and artwork in their annual reports, when investors either do not look at this
imagery, or find it useless, limited in expression of information, and lacking in credibility? One suggestion
could be that it is because of the diverse nature of the intended audience of the annual report that justifies

this company expenditure, and this is discussed in the following section.

2.3.2 The Question of Audience

Although some of the above figures may be outdated, they still demonstrate that production costs for
artistic and photographic imagery in annual reports of US, Australia and NZ companies are significantly
high enough to assume that, even though this imagery may lack credibility, the companies involved find its
expense justified in some way. It appears that, with reference to the definitions made earlier, the imagery in
an annual report can be regarded as a persuasive device, or a reassurance, as to the good character or
reputation of the company, or a public relations exercise. Squiers (1989, p.215) supports this view by
stating “(n)o matter how bad the circumstances, the annual's (sic) job is to minimise the negative, and
maximise the positive”. Squiers (1989, p.208) also says that “it's one time when a corporation can tell its
own version of reality with no pesty journalists or unfriendly outsiders interpreting the information”. If the
pictures in an annual report are for the benefit of shareholders, this “version of reality” can be seen as an
exercise in narcissism, keeping information in-house, and preaching self-congratulatory nuances to the

“converted” shareholders.

It seems somewhat puzzling to regard the large amount of time, effort and money that has gone into

production of the photographic and artistic portion of the annual report, as simply a self-congratulatory
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device or a public relations exercise aimed exclusively at existing or potential investors/shareholders, as
one recent study has found that investors do not find this part of the annual report useful (Anderson &
Epstein, 1996). It must be safe to assume, then, that this pictorial section of the annual report is aimed at a
wider audience of potential users rather than just the shareholder. Preston, Wright and Young (1996,
p.114) suggest that “executives use them as calling cards, salesman as credentials (and) personnel use
them as recruiting tools”, and that it is the growing emergence of a “consumer culture” that explains the
expansion of the annual report from a mere statutory document, to a “concept document” aimed at

suppliers, employees and consumers.

The annual report has also been described as “a vital instrument designed - ideally - to tell the story of a
company, its objectives, where the company succeeded or failed, and what the company intends to do next
year” (Simpson, 1997, p.16). Australian company Western Mining has been reported as “trying to show
more and more of the total picture” , being more “transparent and open” (Simpson, 1997, p.16). The annual

report has even been described as an attempt to be “all things to all people” (Simpson, 1997, p.17).

Squiers (1989) questions how the annual report can possibly function as a public relations tool and a sales
tool both inside and outside the company, and finds that it is the use of a design concept that tends to
satisfy this “tremendously disparate audience” (p.208). She defines a design concept as: “ the ability to

convert problems into images of solution and to make corporate success look honest, hard won, and well

deserved” (p.209).

Use of design concepts such as Heinz's 1984 “tomato celebration” cited by Squiers (1989) is a relatively
recent phenomenon. Preston et al. (1996, p.113) state that the first annual report to use a design concept
was Litton Industries in 1959. Before this time, photography and artwork had been used, but only in a
“documentary style”, where “images related in some obvious and direct way to the nature of the product or
business in which the company was involved” (p.113). They further explain that, since then, imagery in
annual reports has developed to embrace features of the contemporary artworld, and it is now recognised
that “annual reports are visual mediums through which corporations.... attempt to represent and...

constitute themselves” (Preston et al. ,1996, p.115). Thus the annual report would appear to be on version
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of reality amongst an certain array of choices. The power of the image to present varying versions of reality

will now be discussed in relation to the annual report.

2.3.3 The Question of Reality

The place financial accounting (and this includes the annual report) holds in not only communicating reality,
but also constructing reality, has been well discussed by Hines (1988), and Morgan (1988). Hines (1988)
uniquely illustrates the constitutive power wielded by accountants in being able to present an organisation
in certain way: “There is no full picture. We make the picture. That is what gives us our power: people think
and act on the basis of that picture!” (Hines, 1988, p.254, emphasis in original). Here, the term “picture” is
presumed to mean the representation of the financial results of the company, rather than any imagery
content. However, by using this very word, Hines further illustrates the responsibility of the accountant in
determining possible “images” of the organisation presented to its various stakeholders. Morgan (1988)
further highlights the ability of financial accounts to contribute to a partial view of the world, because
accountants are “subjective "constructors of reality": presenting and representing the situations in limited
and one-sided ways” ....."exactly as an artist is obliged to produce a partial view of the reality he or she
wishes to represent” (Morgan, 1988, p.477). Viewing the accountant as “artist” is a means of developing a
sensitivity to the “many dimensions of the realities (accountants) are attempting to account for” (p.484); but
he warns that “whatever scheme they use should be sensitive to the elements of reality excluded by the
scheme, as to those elements that are included” (Morgan, 1988, p.484, emphasis in original). By extending
these comments to the use of imagery in annual reports it can be seen that imagery may be a scheme by

which an alternate reality, or a formerly excluded reality may become evident.



19

2.3.4 Linking Imagery and Reality

In concluding their article Preston et al. (1996) use the successive phases of the image as described by
Baudrillard (1983) to clarify their approach to the topic. These phases show how intertwined the image is
with views of reality and are described by Baudrillard (1983) as a “succession”, because the image can be
seen as a ‘“transition from signs which dissimulate something to signs which dissimulate that there is
nothing” (p.12).
“...the image:
-it is the reflection of a basic reality
-it masks and perverts a basic reality

-it masks the absence of a basic reality

-it bears no relation to any reality whatever: it is its own pure simulacrum”
(Baudrillard, 1983, p.11)
(“Simulacrum”: “an image of something, mere pretence” , (Concise Oxford Dictionary, 1997, p.1294))

The two eighteenth century ways of defining the “image” can be seen to correspond to Baudrillard's first
two phases of the image. These two phases present opposing views: either reflecting a basic reality, or not
reflecting a basic reality. Baudrillard describes the first phase of the image as “good”, and the second as
“evil”, and calls these phases “a theology of truth and secrecy” (Baudrillard, 1983, p.12). These phases also
reflect the empirical assumptions regarding reality that date back to the Enlightenment: i.e. it exists, and
“should be described in a manner which was clear, precise, testable and veridical” (Walters-York, 1996,

p.47).

Baudrillard's final two phases of the image question the existence of any basic reality. In these two phases,
reality can be seen, perhaps, from a more “post-modern” viewpoint. Traditional empirical approaches to the
image, based on the existence of a reality, rather than a construction of it, appear to be irrelevant in some
instances. Thus, Baudrillard's phases raise a pertinent question. What particular phase is represented by

the use of imagery in annual reports?

This then comes back to the contrasting definitions of the image, where the image is either a true
representation of reality, or a false representation of reality (assuming that such a reality exists). Such

opposing realities can be seen to emerge when looking at the extensive purposes to which imagery can be
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put. Thus, a further investigation of Baudrillard's phases of the image, and how they apply to possible
realities expressed by company annual reports is relevant here. In the first of these phases, Baudrillard
(1983) describes the image as a “good” thing, something close to a sacrament. Preston et al. (1996)
describe this phase as forming “the foundation for seeing that pervades our culture”, We can see that this
view underpins mainstream financial accounting, and indeed, any reporting that purports to represent and
communicate something factually, objectively and without loss. It is suggested here that striving for this
Yeatsian “perfect” view even applies to non-mainstream accounting areas such as corporate social
reporting for example. By attempting to tell the company story and its impact on society and/or the
environment by showing “more and more of the total picture” as Simpson (1997) has described, the
company can be seen to be “telling it like it is". This is so that stakeholders can use this information for their

diverse needs. Thus issues of auditing, financial or social, still apply, as only “realities” can be audited.

The second phase of the image is described by Baudrillard (1983) as “an evil appearance” (p.12). By
masking or distorting a basic reality, the image can be seen to approach the level of propaganda, or, be
seen as a rhetorical or persuasive device as to the true nature of the company's activities. The image as a
public relations tool fits into this phase. Reality, in the form of the true view of the company, can be
exposed simply by removing the mask, or the image. This view also underpins mainstream accounting, in
that it is the function of auditing to expose the presence of any masks or distorting features, such as
ambiguity, or a lack of objectivity, to ensure that the underlying reality is presented. Just as it is
unsurprising that “the view of metaphor as illicit" (Walters-York, 1996, p.48) is present in mainstream
accounting discourse, this view of the image in annual reports as a mask to reality or a “deviation from the
truth” (Walters-York, 1996, p.47), can indeed be seen as an “evil” influence. For example, Squiers (1989,
p.213) shows that many pictures taken for annual reports are “set-up or re-enacted” in order to present a
certain company reality (or image) that the company wishes to be seen. In addition, she reports the use of
black and white photography as a method to portray honesty, or reality, or a “crisp, steely authority” (p.209).
This is the reason why the pictures of directors, and other important persona, are often shown in black and
white. Black and white photography is also used to present an overall elegance to annual reports where

falling revenues are reported, which gives the impression that business will “undoubtedly be picking up
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soon” (Squiers, 1989, p.211). Thus while Squiers suggests that “bad news” is often confined to the financial

or narrative segments of the annual report, the pictures can possibly tell another, more positive story.

Preston et al. (1996) present the “asserted neutrality of photographic images” (p. 134) as an ideological
ploy on the part of the company in order to rationalise the present structure of society which emphasises
structural and institutional relations” (p. 134). The view of images being used in annual reports as an
ideological influence to support the status quo is also highlighted in Squiers' (1989) discussion, where she
suggests only those readers with a suitable education in accounting will be able to read the narrative and
financial segments. If, due to the workings of a market-based economy, education becomes funded by the
very companies which present this seemingly ideologically neutral imagery, then the image can indeed be
seen to have a function which “masks and perverts reality” (Preston et al. 1996, p.134). The “reality” for
New Zealand society as stated by Kelsey (1997), is that the companies concerned (for example, “major
industrial powers, the self-interested players in the capital markets...and free-market economists” (Kelsey,
1997, p.11)), may be really only taking part in a political “experiment” which may ignore the divergence
between prevailing social values and the market. Kelsey (1997) states that this has occurred because
there was an “unimpeded imposition of a particular ideological model” (Kelsey, 1997, p.11). If this is the
case, New Zealand companies can then be seen to wield a strong influence, or even control, over the
views of a majority of the population through the use of imagery. If this majority view is most likely biased in
favour of these companies, and its vested interest in creating profits, there appears to be a need for an

audit of these images, or at least some societal awareness of what the company is attempting to do.

The third phase of the image “plays at being an appearance - it is of the order of sorcery” (Baudrillard,
1983, p.12, emphasis in original). Here reality is acknowledged as something that does not exist, but the
illusion of it must exist for whatever reason. These reasons could be political in that the image is
constructed to avoid panic. Baudrillard considers that it is dangerous to unmask images, as it can
“dissimulate the fact that there is nothing behind them” (p.12). This causes a panic-stricken production of
the real and the referential. For him, this results in construction of myths, (such as God) and a “resurrection
of the figurative”. Preston et al. (1996) consider this view as indicative of post-modern schizophrenia and

depthlessness, and is illustrated by the use of images appropriated from the artworld in annual reports.
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These appropriated images are then used, out of their original context, to signify something completely
different. Further, these authors interpret such practices by a company as an attempt to escape criticism of

its practices by “altering existing conflicting economic and social relations” (Preston et al., 1996, p.129).

In the fourth phase the image becomes or, as Preston et al. (1996) prefer, constitutes reality. Baudrillard
(1983) gives an example of the endangered caves of Lascaux in France, which were replicated to protect
the original. He says that now, all that the tourists would know of these caves, is the replication. That is, the
replication is the tourist spot now. The “real” caves themselves have lost all significance and need now no

longer exist, and even do not exist for some people (Baudrillard, 1983, p.18).

The same could be said of imagery in company annual reports. A thick glossy celebratory annual report
could “be” the company to some stakeholders. The company itself has become inseparable from its annual
report, or, in other words, corporate images are seen “as inseparable from a vast visual apparatus in which
the subject and reality have been constituted in the twentieth century” (Preston et al. ,1996, p.134). This
view , as discussed previously, parallels the views of Hines (1988) and Morgan (1988), and perhaps,
Feyerabend: “we need a dream-world in order to discover the features of the real world we think we inhabit

(and which may actually be just another dreamworld)” (Feyerabend, 1975, p.32).

2.3.5 Imagery in Annual Reports as ldeology

In a study which considers how complex scientific issues (specifically, research on the effects of acid rains
are represented to lay people, Law and Whittaker (1988) find that “much has been lost in the use of
graphical representation” (Law & Whittaker, 1988, p. 176). They study how these “technologies of
simplification, discrimination and integration” (p.163) “suppress what they purport to represent, and replace
it with novel and more docile elements which are often visual” (p.160). Law & Whittaker (1988) find that
pictures of “breathtakingly beautiful country scenes” which are not related to the text seem to play a
“celebratory role”, and are “just there” often without captions. The writers suggest that these pictures do not
contribute to the arguments of the book, but are about what the book “would like to happen if all went well”

(p.171). They suggest that these pictures have been carefully chosen to represent a “technology of
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purification” , and thus providing a sacred view of nature, a view which is they hold as rather fragile. They
then contrast the use of pictures with those of graphs, and find that the original data has been replaced with
“objects that may more easily be interrelated with one another”, (meaning lines and spaces), and because
of this simplification, “representativeness is always questionable” (p.179). They are concerned about the
political and ideological nature of science because “it marshals, organises, and purports to speak on behalf
of objects that are rendered silent” (p.180). This demonstrates that an understanding of ideological
practices such as science and art is important because they both “silence and wield power on behalf of

others” (p.182).

Neimark (1992) shows that accounting, too, undertakes ideological practices in a company annual report.
Annual reports are described as “weapons” available to companies in order that they may struggle over the
meaning of their existence. The annual report is used “to construct themselves and their relationships with
others as they strive to create and maintain the conditions necessary for their continued profitability and
growth” (Neimark, 1992, p.100). She also suggests that the preparers of these annual reports may “be very
conscious of the partisan world they are simultaneously creating and perpetrating” (p.101). Annual reports
can also thus be seen as ideological weapons, from both a scientific and artistic perspective because of the

power they wield on behalf of others.

2.4 The Function of Financial Disclosure

The contents of an annual report can be separated into a number of categories: the pictorial, the financial,
the narrative. Although much of the financial information is statutorily required, there is still a portion of
financial information which is disclosed voluntarily. The narrative (e.g. the chairman’s report, and “overview

of operations”) and pictorial sections (including graphs and logos) are all voluntary.

The financial statements section has traditionally been recognised as factual. Indeed, the facticity of the
financial accounting reports is endorsed by the presence of an auditors report. The truth value of the
financial accounting information has long been regarded to be of vital importance in making decisions as to

the optimal allocation of scarce resources. Under neo-classical economic theory, which focuses on the
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mathematical expression of maximisation under constraints of scarcity, and utilitarianism based on
individual choice, financial accounting information is quickly absorbed by the (perfect) market, and is
reflected in share prices of companies through the actions of individuals making self-interested investmenf
decisions, based on this information. In addition, disclosure of financial information has been traditionally
viewed as reducing investor uncertainty in the market, thereby reducing the firms cost of capital (Gray,
Meek & Roberts, 1995, p.44). The information contribution of photographs in annual reports is not widely
held to be used in investment decisions, because, generally it is not regarded as credible or reliable
information (Anderson & Epstein, 1996). It has also been found that credibility is central to effective
financial disclosure, and this depends on the firms reputation in the market in displaying behaviour
consistent with internal organizational rules and policies. (Gibbins, Richardson & Waterhouse, 1990,
p.138). These authors appear to substantiate the argument that informational disclosure happens not
necessarily because of any savings in funding costs, but because the firm wishes to display behaviour that

is regarded as socially appropriate (thereby enhancing its reputation).

Why then, do photographs and all kinds of imagery appear in annual reports? Neo-classical theory can be
of limited use here in that, while it may explain its presence for instance as a signalling behaviour, and it
may be linked to profitability and prosperity, as explained above, imagery is present for the benefit of
customers, and others. Because neo-classical theory concentrates on the mathematical expression of
choice of the self-interested individual, it ignores the presence of social classes, class mobility and political
bodies. (Screpanti and Zamagni, 1996, p.148). Corporate social reporting attempts to address this
deficiency, and the next chapter discusses and describes the background to, and arguments for, corporate

social reporting, with suggestions as to the possibilities of imagery as a social report.
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CHAPTER THREE - SOCIAL REPORTING ISSUES

3.1 Background to Corporate Social Reporting

Preston et al. (1996) conclude that:

“critique is no longer a question of unmasking false representations of reality or ideology,
but rather a question of both revealing and subverting the functioning of the collective
apparatuses of subjectivity and reality production, of which mechanical reproduction
and, increasingly, the electronic production of images are part.”

(Preston, et al. ,1996, p.134)

This contrasts with a comment by Hines (1988):

“If individuals were to be self-consciously aware of the constructed nature of society,

and the part they play in creating and sustaining it, society would not function effectively.

(Hines, 1988, p.257n).
The question of whether society is better off by knowledge of the consequences of our actions is a
continuing theme addressed by all disclosure issues. The impact that imagery in annual reports has in
making us aware of certain constructed organisational or corporate realities is important in that imagery
has the potential to reveal or expose these realities. Whether we are better off by knowing that these
realities can be constructed is an integral part of how society is constructed, and how social order is
achieved. This then explicitly places the accountant in a social dimension, one not traditionally associated
with accounting. Social accounting, however, is an area of accounting that does address these issues.
Some background on this field is necessary to show how social accounting, social reporting, and the image

are linked.

In the Middle Ages, social consensus was maintained by two fundamental principles: authority and faith.
The power to govern was centred around the assumption of the existence of God (i.e. the divine right of
kings). The “Enlightenment” brought forward the problem of social thought: “how is social order possible if
God does not exist?” (Screpanti & Zamagni, 1993, p.55). French philosopher Jean Jacques Rousseau
(1712 - 1778), influenced by writers such as Machiavelli and Hobbes, developed the idea that the perfect
state of mankind was in isolation. It was scarcity that drove man to be a social being, and this is what made

him corrupt.
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Thus society's natural state was in conflict:

'‘everyone began to look at everyone else, and wish to be looked at himself, and public esteem
acquired a value' (Rousseau, Discourse on the Origin and the Foundations of Inequality among
Men, 1755, (Second Discourse), cited in Xenos, 1989, p.23).

In order that society should be harmonious, Rousseau believed that laws are necessary, and these laws
would only be obeyed if the people took part in making them. The State's responsibility is to administer
these laws, ensuring absolute obedience, in the interests of social harmony and welfare. The power of the
State thus derives from the 'general will' of the people, via a social contract:

'This would entail the maintenance by the State of a rigid moral code... with the aim of fostering a

regard for the collective over the self. Such a society would be "forced to be free" '
(Xenos,1989, p. 26).

Such radical ideas of freedom were to fuel the French Revolution, and provide the basis for modern social
science (Cranston, 1984, p.29). Rousseau was classed as an ldealist and a Romantic who despised
reason or man's capability of rational thought. He was never able to solve, however, the problem of
demonstrating that a free (or moral) life was possible while acting in one's own interests, or that civil society

was possible without the existence of the State.

Another approach to social order was taken by the Scottish philosophers David Hume (1711-76) and Adam
Smith (1723-90). Adam Smith, in particular, solved the problem of how one can morally justify selfish
behaviour. If individuals are naturally endowed with some form of 'moral sentiment’, then ‘there is no need
for external intervention to give sense to social life; neither God nor the State is necessary' (Screpanti &
Zamagni, 1993, p.56). Laissez faire was accepted as a moral and socially acceptable way of how society
was ordered, and how business ought to be done. This assumed that man was not corrupted by social

behaviour, and that a natural social order was possible:

'‘With the "theorem of the invisible hand" Smith simply aimed at demonstrating that individuals
serve the collective interest precisely because they are guided by self interest' (Screpanti &
Zamagni, 1993, p.56, emphasis in original)

In contrast to the Idealism of Rousseau, Hume and Smith were Empiricists who believed man was capable

of rational thought and action. Empirically based thought is now the basis for mainstream economic and

accounting views of reality, and social order.
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Social accounting arises from questions about the place the corporation holds in society, and directly
challenges the ability of profits obtained through maximising individual self interest, or their distribution via
Adam Smith's 'invisible hand', to promote 'collective' social welfare. Some writers on corporate social

reporting even find these ideas 'morally degenerate' and 'offensive’ (Gray, Kouhy & Lavers, 19953, p.52).

The use of imagery as an example of a social reporting medium has been acknowledged (Gray, Owen &
Maunders, 1987, p.113). Questions arise, however, after the preceding discussion, about the precise
nature of the representations made. Does the company commit to a 'morally good' stance, and represent a
certain 'basic reality' with these pictures; or does it show a more 'evil' intent by merely including promotional
material which masks and distorts this 'basic reality’; is it possible to represent such a reality, and is this
reality 'really’ in the interests of social welfare? These questions open up the possibility that corporate social
reporting can expose the invisible hand of Adam Smith, by making explicit a social contract between
business and society, by showing exactly how a company provides social welfare. Further, if there is such a
social contract, much like that of Rousseau's between the State and the people, can it be assumed that
business is essentially corrupt, much like Rousseau's assumptions about society? Is it realistic to assume
some ‘moral sentiment’ on the part of business to ensure that the invisible hand does indeed provide social
welfare? If not, it could mean that social reporting, through the use of imagery and other means, indeed
exposes the need for business to strictly adhere to legislation in order that social harmony prevails. Some

of the recent literature deals with these issues, and these will now be summarised.

3.2 Recent Research Findings

In a recent study of social and environmental disclosures in New Zealand companies, Hackston & Milne
(1996) identified specific variables that appear to be related to corporate social reporting (CSR). Size and
industry were found to be significantly associated with amount of disclosure, while profitability was not.
Further, 'the size-disclosure relationship was found to be much stronger for high-profile companies’
(Hackston & Milne, 1996, p.102). Companies with overseas affiliations were also found to have greater

social disclosure.
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Gray, Kouhy and Lavers (1995a) reviewed the empirical findings in CSR for the past 20 years in the UK,
and identified a number of characteristics that predispose a company to make social disclosures: 'capital
intensity, age of corporation, strategic posture, senior executive attitudes and the existence of a social
responsibility committee’ (Gray, Kouhy and Lavers, 1995a, p.50). These authors consider social disclosure
to be 'part of the dialogue between the company and its stakeholders', and that CSR has been a successful
medium for 'negotiating these relationships' (p.53). Further, they interpret the increase of environmental
and social disclosures in general, and the rise of health and safety disclosures in particular as 'evidence of
the State pulling back from regulation of the workplace, and leaving the matter to companies' (p.65). They
comment on the increasing levels of social disclosure, but admit that the overall amount is not enough to
describe it as anything other than a 'marginal activity' (p.68). This appears to support a 'laissez faire’
interpretation of corporate social disclosure in the UK. This situation also adds to the concerns regarding
political democracy as it raises the question of determining who is in charge of running the affairs of the
nation, if important matters such as this are left to the corporations. In addition, it cannot be assumed that
CSR is ‘'marginal’ simply because the areas devoted to social disclosure are relatively small. Further
discussion on the assumptions implicit in any content analysis is made in the method section in Chapter

Six.

In a study which looks at CSR in Western Europe, Adams, Hill and Roberts (1998) comment also on the
lack of Government interest in social and environmental concerns in the UK , and add further that ‘one of
the most effective ways of pre-empting legislation is to demonstrate that it is not needed” (Adams et al.,
1998, p.17). These comments are made to demonstrate that companies legitimate their activities by
making social disclosures, in order to 'reduce external or public demands for greater controls on their
freedom' and also to justify lack of Government control. These comments highlight the relevance of a
political economy approach to this subject, and also alert one to the question of the moral stance of
corporations vis-a-vis Rousseau discussed earlier. Imagery in annual reports, if seen as a social report,
could be another option the company has of justifying and legitimising its activities. Guthrie & Parker (1989)
suggest that a political economy of accounting has ‘richer’ explanatory potential than legitimacy theory, and
suggest further research in this area to see if it can explain the incidence of CSR. They define corporate

disclosure as:
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‘a proactive process of information provided from management’s perspective designed to set and
shape the agenda of debate and to mediate, suppress, mystify and transform social conflict’
(Guthrie & Parker, 1989, p.351).
Since this appears to be similar to the ability of a photograph to provide social comment, as discussed by
Bolton (1989) previously, it appears there is a possibility that imagery also can provide corporate social

disclosure. Thus, it is appropriate at this stage to look at precisely how a social report is defined, and then

how imagery can be incorporated into a social report.

3.3 Definition of a Social Report

Gray et al. (1987) define social reporting as ‘the process of communicating the social and environmental
effects of organisations’ economic actions to particular interest groups within society and to society at large’
(Gray et al., 1987, p.ix). Although mentioning ‘particular interest groups’ would seem to justify to some
extent an elitist stance, they acknowledge further that at the heart of CSR is ‘some overriding sense of
society-as-a-whole' (p.19) in the interests of democracy. They also note that consensus as to which group
gets prominence in the existence of conflict of interests is notoriously hard to obtain. Thus such terms as
‘user relevance’ become hard to determine. They choose accountability as a more suitable criterion for

determining what information is included in a social report.
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As a starting point they outline four characteristics of a social report:

Fig. 2. Required Characteristics of a Social Report.

T Each report should include a statement of its objectives which allows (inter alia) the
assessment of the:
-grounds for data selection
-reasons for form of presentation chosen

2. The objective of a social report should be to discharge accountability in the spirit of
improved democracy

g, The information should be directly related to the objectives held for the particular groups
to whom it is addressed.

4. The information should be unmanipulated and readable by a non-expert. It must be
audited.

(Gray et al., (1987), p.89).

Gray, Kouhy & Lavers (1995b) identify from the literature four major themes for CSR: ‘natural environment;
employees; community; and customers’ (Gray et al., 1995b, p.81). A social report would then be expected
to cover these themes. The article anticipates problems occurring, however, because additional themes
would inevitably appear, and distinctions between mandatory and regulated disclosure would exist. For
example, there are difficulties in comparability, either due to changes over time , or simply industry
differences. Problems also exist in determining who is to prepare the report. Although much of this
information can be regarded as beyond the expertise of accountants, Gray et al. (1995b) regard
accountants as being able to contribute especially in the areas of communication and audit of this material,
particularly since this information would most likely be communicated via the annual report, and also since

as they suggest, everyone else is also limited in their knowledge and requisite skills.
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34 Imagery as a Corporate Social Report

Notwithstanding the existence of problems in determining the content of a social repor, it is clear that
imagery can be seen to have potential as a social report, if one looks at the characteristics as defined in
Fig. 2. The first characteristic requires a statement of the objectives, or agenda that the company is
attempting to fulfil by the social report. This follows from what was explained previously regarding company
values. How can political or economic ‘voting’ decisions be made without knowing what the company
regards as important? These values can just as easily be represented by imagery, as text. It has already
been discussed that photography in particular can not escape portraying social issues, and with this must
come some element of social responsibility. The second and third characteristics support a democratic
accountability, meaning that the company must represent how it has achieved its objectives, in order that
decisions may be made by stakeholders as to the degree of achievement the company has made in
relation to its objectives. This type of information, again, can be represented by imagery. Documentary
styles of photography appear to be more appropriate here, rather than the interpretative, ‘concept’ styles.
Rather than being explained by narrative means, then, pictures can show how the company is achieving its
objectives. It is the fourth characteristic, however, that presents the greatest difficulty in complying with the
requirements of a social report. Although it may be generally agreed that pictures and other imagery may
be readable by non-experts, that this type information should be unmanipulated, as well as audited would
present a major difficulty, especially with regard to the previous discussion of the literature, which states
that pictures can be seen to be manipulations themselves, which then adds to a lack of credibility. How is
an audit of this phenomenon possible? One could solve this difficulty by assuming that only imagery
regarded as fact can be audited. If imagery is regarded as opinion, or some personal version of a self-
constructed reality, then expectations of compliance to certain standards would presumably be
unattainable, and thus the potential to be audited would be restricted. That pictures should be audited is an
inescapable condition of a social report by definition (although not necessarily of corporate disclosure in
general if one agrees with the Guthrie & Parker (1989) definition shown earlier). Mathews (1997b) has
highlighted the concern to accountants and auditors that much social disclosure material is neither
prepared by accountants, nor audited. Thus, it can be assumed then, that if imagery is to be regarded as a

social report, it must be factually based in order that it may be audited. To do this, it may be then argued
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that companies must resort to only ‘documentary’ type photography, because use of other methods means
that the imagery is rendered unauditable. This is argument is relevant only if one applies criteria that have
previously been applied to the audit of financial data. Yet, as Mathews (1997b) points out, early models of
integrating social reporting forms failed to attract long-standing attention ‘partly because the social
dimension was forced into a quasi financial accounting format’ (Mathews, 1997b, p.287). Thus the problem
may not be in the audit itself, but in the way an ‘audit’ is defined. In addition, compliance to requirements of
documentary based reporting for photography would be hard to maintain or police, and one finds difficulty
in foreseeing how a statute or a regulation would be formulated in order to set guidelines as to what
constitutes a ‘documentary’ type photograph. Bolton's (1989) comments regarding ‘the truth’ portrayed by
the photographer Avedon are relevant here. One must always be aware that photographs have the ability to
construct as well as represent social attitudes. Also, the argument of partiality can be equally applied to
any type of financial or social report, whether textual or not, because there is an ongoing problem of
information ‘completeness’ (Mathews, 1997b, p.283). Thus the problems arising from the audit of
photography come down to the same problems in auditing currently present in any social report: the

problem of inapplicable criteria being imposed.

Mathews (1997b) considered the problems associated with the current financial accounting format, and
suggested an alternative structure for annual reports, where rights to information are acknowledged for a
widening group of stakeholders, and also for the provision of ‘multi-faceted information’ (p.285). It is
suggested here that imagery is one of these facets. Mathews (1997b) also suggested an annual report
made up of individual reports concentrating on three areas containing social, environmental and financial
data, each with its own conceptual framework, standard system, and, requiring an audit. If a company were
to state its values regarding its social responsibility, by using imagery, an audit of these pictures could be
conducted not necessarily on how ‘true or fair’ it might be, but perhaps by ensuring that the imagery and
the values were not in conflict. The audit of social information would then be concerned about a company
being held accountable to meeting its own self-defined standards, not about investigating standards or
values pre-set by an ‘objective’ outside body, as this can quickly become an easily manipulated ‘truth’. The
credibility and appropriateness of these self-defined standards are then judged by the whole community.

This issue of accountability is at the centre of criteria for social audit advocated by Gray et al. (1987), and
'
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Mathews (1997b), and can be further illustrated by a recent example found in the local press. The
‘Dominion’ recently ran an article titled ‘The camera has always told lies’ (Dominion, 7 January 1999, p.7),
where it was shown that photos in magazines are ‘doctored’ to show whatever the magazine wished to
show. The article states that the function of news photography is to 'seize the moment and let the picture
speak for itself’, that this entails honesty, drama, and composition; meaning that pictures can easily be
moulded by technological means to present anything that editors and documentary makers wish, making
these people the ‘moral guardians of the new media age'. Appearing at the end of the article is this

statement:  The Dominion’s code of ethics prohibits doctoring of photographs’.

The readers rely, then, on this statement in order that they may believe future photographs. This, too,
applies just as importantly to annual reports. Although the Dominion appears not to have printed the full
version of its code of ethics with this article, it may be that the appearance of a similar ‘code of ethics’ or
statement of values within an annual report, would fulfil part of the requirements of an audit of social (and
environmental) information. Compliance with this statement of values is then required as part of the social
audit process. Alternatively, if such a statement does not appear, the reader is left to assume that the
equivalent corporate ‘moral guardians’ are the individuals controlling the corporation, meaning presumably,
the directors, and management. In this case it would be appropriate for individual director values to be
disclosed, in order that a social audit may be undertaken. This would almost certainly lead to an element of
accountability on the part of directors and management. Currently, there appears to be no attempt to
present individual director values in an annual report. This matter is discussed further in the section on

director photos, in the chapter on results.

Assuming that a statement of company values does appear in a company annual report, an understaﬂdiné
of societal implications of a variety of stated company values is then required by the social auditor, who is
most likely to be an accountant. As there is a demonstrable lack of social and environmental accounting
matters in an undergraduate curriculum (Mathews, 1997a, p.505), probably because of a financial
accounting perspective, investigating the way imagery is used as social disclosure in annual reports would
seem to add further support for its inclusion, especially as ‘the next generation of accounting professionals

are almost as poorly prepared to evaluate new developments (and embrace them where appropriate) as
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were past generations’ (Mathews, 19973, p.505). The importance of imagery as a social report is just such
a new development, yet has been recognised by few researchers in the corporate social reporting field,

perhaps because of this curricular inadequacy.

The recent Dominion article referred to serves as an introduction to the concept of imagery as opinion. The
role such opinion based information plays in social construction is discussed, as well as possibilities for the
media to play a ‘moral guardian’. Even in this new media age, Adam Smith's requirement for some such
‘moral sentiment’ being present in order for the invisible hand to operate in the interests of social welfare
can be seen to still be relevant, even though it appears that maybe it is now the image-makers, (or the
design/public relations consultants) rather than the business entrepreneurs who now undertake this role.

This issue is now discussed in relation to the changing format of annual reports.
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CHAPTER FOUR - ADVERTISING ISSUES

‘What man worthy of the name artist, and what true connoisseur, has ever confused art with industry?’
(Baudelaire, 1859, p.113)

41 Background: Advertising and Ideology

Williamson (1984) defines ideology as ‘meaning made necessary by the conditions of society while helping
to perpetuate those conditions’ (Williamson, 1984,p. 13). She concludes that this ‘need for relationship and
human meaning appropriated by advertising is one that, if only it was not diverted, could radically change
the society we live in" (Williamson, 1984, p.14). She believes that it is this ‘need to belong’ that makes
individuals vulnerable to the ideology of advertising, and shows that the image, when used as advertising,
can be seen to be ‘selling us ourselves’ (Williamson, 1984, p.13). This is a different perspective on the
image from that previously discussed, for, if the function of the image is to be regarded as a socially
constructive one, then, as Williamson suggests, the act of advertising could mean that, rather than a
privileged portion (a so-called elite), it is society-as-a-whole that is (re)constructing its own image.
Williamson (1984) also states however, that advertising can be ‘an anonymous speech’ (p.14) because
nobody sees the people actually inventing and producing the adverts. Thus there appears to be some
difficulty in ascertaining exactly who is doing the socially constructing act: is it society-as-a-whole, or is it
some privileged portion of society. If advertising is indeed an ideology both making necessary and
perpetrating conditions of society, one must necessarily give consideration to the party which is to benefit

from these conditions.

4.2 The Consumer and Social Engineering

Oliver Wendell Holmes defined the photograph as ‘a mirror with a memory’ (Holmes, 1859, p.54). Ewen
(1988) discusses Holmes' concerns on being able to capture and preserve the features of a person, place
or object, and how it would change the way people saw the world. In fact, Holmes thought that it would
make the image more important, and the object disposable. Before photography, one had to view the

original object to see the material world. With photography, one could immediately view an exact likeness,
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albeit a superficial one. This brought forth the related issues of representation, truth and reality. Thus Ewen
(1988) shows that Holmes' prediction was correct: ‘the ability to reproduce the disembodied appearance of
things portended the coming of a vast and mobile market in images’ (Ewen, 1988, p.25). This led to the
‘triumph of the superficial' in the beginning of the nineteenth century (p.32). A new ‘consumer democracy’
arose, based on the marketing of a certain ‘style’ of an elite culture, originating from the nobility of the
Middle Ages. The gradual breakdown of elite social power in favour of class mobility and social equality,
and the development of mass production enabled the connection to middle class consumption to be made
(p. 43). Advertising became a business in itself, intent on studying the impact of images on the mind of the
potential consumer (p.47), and thus providing commerce with ‘tools that could be used to its active
advantage’ (p. 49). Ewen's statements make clear that he thinks that the consumer is controlled by

commerce, which in turn is controlled by an elite culture because of the human need for emulation of ‘style’.

Barthes (1957) treated consumer goods, especially cars, as ‘the very essence of petit-bourgeois
advancement' (Barthes, 1957, p.90). By definition, the petite-bourgeoisie is the section of the middle class
with the lowest social status (Oxford Concise Dictionary, p. 1022) . Thus consumer goods would seem to
appeal to those with an interest in bettering their station in life, by the acquisition of material goods. This
can be said to be the mainstay of Western capitalist life, and understood by many to be quite acceptable.
However, if this material advancement is exploited for the betterment of a privileged, elite minority, then the
structure of a society that allows this to happen may be criticised on philosophical and moral grounds. It is
not the purpose of this study to embark on such a criticism. Yet, there is evidence from the literature, that
images are indeed used to engage in a form of social engineering, which results in certain classes of
society being induced to purchase consumer goods in order that they may participate in certain modes of
behaviour, pre-set by a cultural elite as ‘normal’. Promotion of these certain, pre-set modes of behaviour
can be regarded as advertising, or, as Williamson (1984) has shown, advertising with an overlay of
ideological values. This ‘elite’ could be regarded as the ‘moral guardians' referred to in the previous
chapter, and, further, a moral dilemma occurs if this ‘elite’ directly profits by the purchase of said goods.
Lee (1994), and Preston et al. (1996) suggest that it is company directors and management that constitute

this elite.
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Further, both Lee (1994) and Squiers (1989) suggest that this management elite uses annual report design
consultants to manage the production of the annual report resulting in an increasing use of design
techniques such as logos, reproduction technology, and overlay of narrative with pictures, all of which
appear to ensure that the anonymity of this elite is preserved. Nevertheless, it is assumed here that
directors and management, have a direct input into what is represented in images appearing in annual
reports, even if it extends only to the choices of images offered by the design consultant. Whether this

assumption is valid is a matter for further research.

4.3 The Image and the Product in the Annual Report

Preston, Wright & Young (1996) show that in annual reports from the 1950s, images found in annual
reports ‘related in some obvious and direct way to the nature of the product or business in which the
company was involved’ (p.113). They find that this has changed in more recent years, so that images in
annual reports now ‘draw upon the pluralism of form that characterises the contemporary art world’ (p.114).
They suggest that this change indicates a difference in the way corporations can be seen and known, in
that corporations constitute themselves through the use of these contemporary styles of images, and that
this means that images in annual reports are simply ‘stylised images’ that have the same fascinating
effects as those employed in advertising’ (p.119). By looking beneath this imagery, Preston et al. (1996)
suggest that this results in not only being able to discern ‘corporate messages of technology, globalism and
progress’ (p. 121), but also other messages, which can be understood by concentrating on what is not
shown. They use examples of the low-paid, manual worker, who is conspicuously absent from images in
annual reports. Only the ‘full-time permanent employee’ who is part of the ‘technical and managerial elite’
(p.122) is featured, and this is shows how ‘the new economy has been accompanied by a general
resurgence of authority across the board in business and government’ held by the ‘conservative business
class currently in power’ (Bolton, 1989, p.261, cited by Preston et al.,1996, p.123). These comments would
suggest that any factual base to the images of products and employees is doubtful, as products are used td

maintain authority and power in not only the market place specifically, but also society in general.
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In a study which examined the changing form of the annual report, Lee (1994) found that although report
volume is a ‘crude proxy' for the probability of the annual report being used to construct an image of the
corporation (Lee, 1994, p.224; refer also to the implications of conducting content analysis discussed by
Gray et al., 1995b), there was a ‘significant use of the annual report by management for purposes other
than to satisfy regulatory requirements for financial disclosure’ (Lee, 1994, p.226). Lee (1994) found also
that companies used visual techniques to project images of their position in the economic world, that
voluntary disclosures were increasing at a faster rate than regulatory-based changes, and also that
companies were using pictures more than narrative to portray company products. He found that this was
consistent with Ewen's (1988) general thesis of consumer engineering using image management
techniques. Lee (1994) found that this had implications for financial reporting stewardship because ‘it is
reasonably clear that financial data constitute a minority of space in the total reporting package' (p.231),
and that this ‘creates concerns about the quality of corporate accountability and governance’ (p.231) since
there is a danger that the financial information will not receive the attention it deserves from its readers. If
this is the case, ‘attention must be paid to the issue of the annual report apparently existing for financial
accountability purposes, whilst, in reality, being part of company image management’ (Lee, 1994, p.231).
The argument regarding disclosure and accountability can then be seen to lead to the fact vs opinion
argument. In addition to these concerns, there is an issue of the image being used to persuade, not only

regarding the company image, and related governance issues, but also the individual consumer’s image.

Scott (1994) advocates a theory of visual rhetoric for advertisements which describes the persuasive
qualities used in consumer advertising, and how imagery is utilised to ensure various different persuasion
techniques. She explores 'copy theory' which is based upon the premise that images are representations of
reality, and finds that 'pictures we make actually influence the way we see' (Scott, 1994, p.260). This
process relies on seeing as a 'learned behaviour that involves cognitive activity' (p.260). She describes
cameras as 'machines designed to represent the world in the manner we have learned to show it' (p.261),
but as no pictorial representation can show an object in all the ways it may be seen, photographic and other

methods of producing imagery is thus only a selection on behalf of the artist, and thus inherently biased.
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Apart from the persuasive and constructive functions of the image, Preston et al. (1996) also suggest that
photographic images in annual reports are used to denote satisfied customers. A satisfied customer is a
contributing factor to the economic cycle, in that the act of consumption is vital to the self-identification of
the consumer, and this act thus eventually determines production, sales, employment and the continued
existence of the organisation. McCracken (1990) has suggested that consumption is a symbolic act
through which people communicate and construct notions of self, and that rather than being 'an unhappy,
destructive preoccupation of a materialistic society', consumption is one of the 'chief instruments of its
survival' by creating and maintaining order (McCracken, 1990, p.xi). Looking at it this way, it can be seen
that the welfare of society-as-a-whole is enhanced by the provision of products, even though this may be
the result of the controlling influence of a commercial or cultural elite as Ewen (1988) suggests. This view
also suggests that this elite, having been described previously as exploitative and self-serving, may instead
be regarded as benevolent. If this is the case, their suggested role as ‘moral guardians’ may be appropriate

after all.

In his well known work, Veblen (1899-1979) explains that economic behaviour has an important
communicative and expressive function. Status and wealth are displayed by 'conspicuous consumption'
(Veblen, 1925, Chap. V). Thus, it is also possible to consider that a company's annual report is used to
(factually) represent the consumption habits of its customers as victories in the market, and as such, the
annual report becomes, not only a persuasive device aimed at existing and prospective customers, but
also an attempt to realistically display corporate wealth as Veblen (1925) describes. In this way, one could

view the annual report as being both fact and opinion.

4.4 Conclusion

Whether society is constructed by a cultural elite, or by society-as-a-whole is a matter for debate. It
appears that there is indeed a cultural elite which has a significant influence in deciding what consumer
goods are available in the market, and these goods are marketed as necessary for profitable enterprise.
Because there appears to be some social responsibility for enhancing social welfare attached to provision

of these goods means that this elite could indeed be regarded as a moral guardian, just as anyone who
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presents photographs supposedly depicting society as fact can be seen to be a moral guardian (as the
Dominion suggests). Whether society-as-a-whole freely, by default, or knowingly, is coerced to participate
in consumption of these goods is not clear. Whether anybody is better off by these actions is also a matter

for debate.

What is clear, however, is that most people would regard the availability of food, clothing, cars, telephones,
carpet and solid-walled houses for the majority of the population in the Western world, as a sign of
progress, and necessary for social welfare. So the debate comes to be not about whether the goods should
be made available, but only as to the choice (again, the democracy issue), and the price (usually an
information issue). It is possible that it is in these areas that the potential for exploitation occurs. In recent
times, however, the likelihood of a ‘postmodern consumer' being so exploited is apparently becoming more
and more remote, for Lewis, Webley & Furnham (1995) describe the postmodern consumer as ‘self-
conscious parodists fond of ironical twists' (p.290). They note that how one would go about constructing a
reflexive study of such a consumer ‘boggles the imagination’ (p.290). One must note that how one would

go about exploiting such a consumer without his/her knowledge would represent a similar challenge.
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CHAPTER FIVE - IGNORANCE ISSUES

5.1 Introduction

‘So far, therefore, as the science of exchange relates to the advantage of one of the exchanging persons
only, it is founded on the ignorance or incapacity of the opposite person... It is therefore a science founded
on nescience...' (Ruskin, 1906, p.133).

In 1862, in an essay titled “The Roots of Honour', the noted writer John Ruskin attempted to clarify the true
function of the merchant with respect to other people. Ruskin first identified five great intellectual
professions: the soldier, the pastor, the physician, the lawyer and the merchant (Ruskin, 19086, p.31). These
professions were all credited with relating to the necessities of life in every civilised nation, and members of
each profession were expected to die for this nation ‘on due occasion' . However, Ruskin could find
examples of these ‘due occasions’ for only the first four professions, and was left to ask, ‘The Merchant -
what is his “due occasion” of death?’ He found that this question was of fundamental importance for the
merchant as, ‘for truly, the man that does not know when to die, does not know how to live' (Ruskin, 19086,
p.32). The moral issues emerging from the economic theories and policies of his (Victorian) times
concerned Ruskin greatly, leading to the expression of his great creed: There is no Wealth but Life’

(Ruskin, 1906, p.156).

Ruskin eventually concluded that life was reliant upon merchants ‘providing for the nation’. He noted that in
order to fulfil this task, it was unfortunate that merchants, in order to preserve their profits, were obliged to
maintain their authority over their workers (described as the poor and disadvantaged), by withholding
education (Ruskin, 1906, p. 159 - 160). Ruskin felt that profits obtained from the profession of ‘providing for
the nation’ should be sacrificed in order to construct a nurturing, patriarchal, educational relationship
between the worker and his merchant employer (p. 35 - 36, p. 159-160n). Not only did the merchant have
responsibility towards his employees, but also his customers and competitors, for, taking up this point
further in an adjoining essay, ‘Ad Valorem’, Ruskin held that the relationship of the merchant with others

was based upon taking advantage of ‘the ignorance, powerlessness, or heedlessness of the person dealt
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with’ (Ruskin, 19086, p.133). He expressed the view that the science of exchange upon which the merchant

and commerce relies is the only science which promotes ignorance:

‘This science, alone of sciences, must, by all available means, promulgate and prolong its
opposite nescience; otherwise the science itself is impossible’ (Ruskin, 1906, p.133)

Ignorance is commonly viewed as an undesirable element, something which contributes to social instability
and lack of progress. Successful commercial enterprise is traditionally viewed as desirable, and
furthermore, essential for social stability and progress. Yet, Ruskin’s view is that ignorance is essential for
successful commercial enterprise. This conflict between ignorance, and economic and social progress,
seems not to be widely acknowledged. Indeed, accounting , when reporting on merchants’ activities (these
days normally in the form of companies), is seen as contributing towards commercial success by providing
information from which to make commercial decisions. This is done through a variety of methods, such as
the annual report. The annual report is widely acknowledged as a method by which companies
communicate information to their various publics, and is used for all sorts of purposes. The more factual
and informative the contents, the higher likelihood that the market can make informed decisions regarding
the activities of companies, which will be reflected in the share price, which is an indicator of commercial
success. Thus, the connection between company annual reports, and the maintenance of ignorance would
traditionally be regarded as remote. However, in this chapter, it is argued that the use of imagery in
company annual reports maintains the appropriate levels of ignorance which are, as Ruskin has long ago

pointed out, essential for companies to maintain their existence.
5.2 Some Social and Economic Functions of Ignorance

Ignorance has been defined as ‘simply referring to “not knowing’, that is, the absence of empirically valid
knowledge', it ‘may refer to past, present or future conditions or events, as long as valid knowledge is
conceivably available’, but, it is to be kept distinct from “error” whether of fact or of logic, and from the aci
of ignoring what is known' (Moore & Tumin, 1949, p.788). Far from treating ignorance as undesirable:!
these authors regard genuine ignorance as only a ‘disturbing element’ which ‘performs specifiable functions
in social structure and action’, and as a ‘both inescapable and an intrinsic element in social organisation

generally’ (p.788). Perfect knowledge is regarded as an impossible basis of social action and relations.
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In neo-classical economics, however, there is a presumption of perfect knowledge and foresight on the paﬁ
of economic agents (O'Driscoll & Rizzo, 1985, p.3). These authors also state that ‘ignorance is not
something that can be avoided or overcome’, ‘that unexpected change is inevitable’, even with the
existence of analytical devices that supposedly eliminate this element (p.4). They also state that modelling
uncertainty merely relegates ignorance of the future to a state of possible knowledge: it is just a matter of
obtaining the correct model to expose a future that is ‘out there’ independent of human choice. They have
difficulty with this concept because it ‘abolishes the autonomy of the human mind’ (p.4), which is about the
same conclusion Moore and Tumin (1949) reached almost 40 years before. O'Driscoll and Rizzo (1985)
not only reinforce the work of Moore & Tumin (1949), but also show that it can be applied to economic
markets as Ruskin thought: time and ignorance make economic processes necessary’ (p. 5), which means

literally that the market exists because of ignorance.

In a seminal work which looked at the reasons why firms exist, Coase (1937, p. 19) originally stated two
functions that individuals bring to an economic system that ‘works itself’ : that of exercising foresight, and
that of choosing between alternatives. O'Driscoll and Rizzo (1985) highlight and discuss the significance of
ignorance for these two functions in relation to the growing field of subjectivism in economics: 'it is not
merely that we do not know which possibility out of a given set will occur, but the set itself is unbounded’

(p4) .

No matter how well informed an individual is, knowledge of the future is impossible. Exercising foresight, is;
at best, an educated guess. Unpredictability, uncertainty and risk are all factors that can be studied under
the heading of ignorance of future market processes. Under conditions of ignorance, no individual can
predict the consequences of a chosen course of action, and thus there is always an element of ‘surprise’ as
to the outcome (O'Driscoll & Rizzo, 1985, p.7). Further, market competition is dependant upon ‘an
impersonal limitation on advantage of all participants as well as equality of opportunity to obtain some
advantage, for example, information, or ‘knowledge and technical training requisite for class mobility’
(Moore & Tumin, 1949, p.792). However Moore & Tumin (1949) show that there is an additional

fundamental role that ignorance plays in maintaining a fair, competitive market system, in that competitors
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must be unaware of each others’' chosen policies and decisions, otherwise there becomes a system of
overwhelming power combinations that makes ‘the outcome so certain that no further action would be
required’ (p.792). By further action it is assumed these authors mean that the market becomes no longer
competitive. ‘Surprises’ (O'Driscoll & Rizzo, 1985, p.7) as to the outcome of market processes no longer
happen. This means no further competitors enter the market, resulting in a closed market, or even a
monopoly situation. Monopolies typically result in no further work on improving efficient use of resources
and wastage. This is presumably why monopoly situations are deemed unacceptable in the market;
because the market is then deemed inefficient, and does not result in the optimal allocation of resources:
Yet, this contrasts with the widely acknowledged fact that disclosure of policy decisions, future intentions,
and even disclosure of company values is an important part of the content of either the chairman’s report or
directors report in an annual report. Further, to be efficient it is commonly acknowledged that ‘the economy
must function as it would if individuals were revealing their private information willingly, because they had
no disincentive to do so’, and it must function in a way ‘that does not encourage the individual to conceal or
misrepresent it' (Hammond, 1995, p.103). An efficient market results in the maximisation of profits. Thus,
there must be some conflict in the market between the maintenance of ignorance of information about the
firm's future, which ensures fair competition, and the maintenance of optimal profits. Put simply, if firms
disclose too much and competitors predict their future actions accurately, the market fails; if they disclose

too little (or falsely), the market becomes inefficient, and fails also.

The other function highlighted by Coase (1937) that individuals bring to any market system is choosing
between alternatives. O'Driscoll and Rizzo (1985) show how ignorance of the range of possibilities in any
decision ‘set’ results in two divergent situations at opposite ends of a ‘behavioural continuum’ ; either rule
following behaviour so that a safe, stable, and predictable economic environment can be provided, (which
results in the development of institutions); or in entrepreneurial ‘discovery’ of possibilities that have been

overlooked by other market participants (which results in further instability and unpredictability) (p.6).

From a sociological point of view, rule following behaviour is important. Reinforcement of strict social rules
such as traditional values depends upon ignorance of alternatives by acting to reduce curiosity and

knowledge about the alternative social action that is considered outside ‘normal’ activity (Moore & Tumin,
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1949, p.791). Thus ignorance acts as a significant factor in determining social values, and social needs.
Social needs and values also dictate what the individual requires from the market, whether it be to ‘keep up
with trends’, or simply to appear to conform. Moore & Tumin (1949) in discussing the preservation of
stereotypes generally, comment that ‘acquisition of the habit of appearing to conform to expected
stereotypes’ (p.792) contributes to social order. Ignorance of individual habits and thoughts is an intrinsic
part of this. Institutions are the ‘social crystallisation' of rule following behaviour, or, the overall pattern of
many individuals following a similar rule (O'Driscoll & Rizzo,1985, p. 6). Firms have a vested interest in
ensuring that employees obey commands from their superiors, and work toward company goals, while
using skills and technical knowledge to maintain the firm's entrepreneurial place in the market. This was
explained by Moore & Tumin (1949) as a social function of ignorance: ‘where bureaucratic organisation
exists, the continuity of the organisation depends on the effective balance between ignorance required for
orderly procedure, and the knowledge required by the participants’ (Moore & Tumin, 1949, pp.792 - 793).
This balance is highlighted elsewhere in their article, where Moore & Tumin (1949) discuss the role
ignorance plays in preserving a privileged (whether social or economic) position. They point out that the
continuity of any social structure depends on differential access to knowledge, or secrecy. A particular
example they use is where the consumer is prevented from gaining access to ‘trade secrets’, and
protection by a ‘specialist' of technical standards. A sharp distinction is thus maintained between the
knowledge of the ‘specialist’ and that of the ‘aspirant’. Professions, such as accounting, use this distinction,
which could also be termed a ‘monopoly on professional knowledge’ (Godfrey, Hodgson & Holmes, 1994,
p.393) to maintain their survival. It has already been acknowledged that a fair market competition is
dependant upon ‘an impersonal limitation on advantage of all participants’ as well as equality of opportunity
to obtain some advantage (Moore & Tumin, 1949, p.792), but it is clear that there is, again, some conflict
between the apparent supply of information, and maintenance of ignorance to ensure the continuity of a
system, whether social or economic. Rules work to ensure that individuals are provided with a stable,

ordered system, but possibly also ensure that they are ignorant of a ‘set’ of possible alternatives.

At the other end of the ‘behavioural continuum’ that O'Driscoll and Rizzo (1985, p.6) identify as the result of
the unboundedness of the choice set is the role of entrepreneurial discovery. Entrepreneurs go beyond the

limits of their ignorance to discover or create possibilities that have been overlooked by the market. This
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enables further knowledge to be gained by the market, and the firms within. There are increasing
suggestions that the theory of the firm is based upon knowledge, and intangible assets such as
organisational learning, brand equity, and reputation, rather than resources based on transaction costs
(e.g. Spender, 1996; Leibeskind, 1996; Tsoukas, 1996).Yet these suggestions do not confront the
implications of an extraordinary increase in the availability of information (Goslin, 1985, p.10). Goslin (1985)
notes that communication of this wealth of constantly changing, often conflicting, information is designed to
inform or persuade, or both. Reliance on experts leads to interdependence for advice on how to categorise
and assimilate this information, and, as already shown, experts have a vested interest in ensuring that
ignorance of ‘the aspirant’ is maintained in order that a privileged position may be preserved. This applies
equally to the consumer/seller relationship, as well as to the employee/employer relationship, and also to
the professional/client relationship. Agency problems in owner/manager relationships can be seen to be
based on ignorance of the others' thoughts and intentions, but there is also the same problem between

firms, their clients, and their competitors.

Thus the question must be asked how trustworthy is the facticity of information released by the firm for use
by other people? Judging by the previous arguments, a firm is required to maintain a precarious balance
between providing certain amounts of factual information about itself to its wide audience, and not providing
information, or providing misinformation. How can this audience tell the difference? Since education is
commonly viewed as the method by which ignorance is reduced, is an educated investor more likely to

analyse this information independently of ‘experts’?

The significance of the role ignorance plays in the continuity of social systems generally, and more
specifically, in the efficiency of the marketplace has been discussed. Various points have been made
suggesting that ignorance of particular items of information is essential for firms to continue with their
relationships with their employees, their clients, and their competitors. The next section will discuss the
significance of ignorance in relation to the foremost vehicle of communication of information: the annual

report.
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53 Ignorance, Education and the Annual Report

‘Art is an end in itself, technique a means to that end: one can be taught, the other cannot, for it is that
quality which we bring into the world with us, and lacking it as an integral part, no amount of study will
enable one to acquire it' (Weston, 1922, p.223).

Recent research on the usefulness of annual reports in NZ, Australia and the US has shown that the
annual report is 'the vehicle through which improved corporate communications can be achieved'
(Anderson and Epstein, 1996, p.165). These writers also found that shareholders are prepared to hold
management, directors, accountants, and auditors liable if decision linked information does not appear in
the annual report, and, further, shareholders want this information communicated in a language they
understand. They explain that this means consideration of design and content issues such as 'use of less
technical terms', 'more forward-looking information on market values' (p.173). Company annual reports
should include 'more information on company strategy... future of the economy.... the industry' and, 'on how
company actions impact on other stakeholders' (p.173). Macalister (1994) describes the annual report as a

‘barometer to measure a company’s performance, and even signal the state of the economy’ (p.130).

Yet this information seems to be available to only a certain few. Jones and Shoemaker (1994) also show
that accounting narratives are difficult to read, and suggest that there is a link (although as yet unproven)
between readability and understandability. They also argue that if this link is valid, a minimum of an
undergraduate level of education is required to read and understand company annual reports.
Consequently, a majority of the population will not be able to understand the narrative and financial

segments of company annual reports.

Lee and Tweedie (1981) outline arguments showing that even supposed experts (termed ‘sophisticated
investors') did not necessarily distinguish between good quality and poor quality information when analysing
annual reports (p.8), and that although many believed they understood annual reports, ‘their actual
understanding was characterised by imprecision and variability’ (p.141). This finding is somewhat
surprising since sophisticated experts such as analysts, and institutional investors had substantial
experience in information use and investment. Few possessed accounting qualifications, or had

undertaken formal training in accounting (p.25). This leads one to consider what a formal accounting
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education can provide in relation to an increase in knowledge, and thus presumably, a reduction in

ignorance with regard to the ability to understand annual reports.

MaclIntyre (1981) regards the manager, or ‘bureaucratic expert' (p.73) as one of the central characters of
modern society. He questions, however, the existence of any managerial and bureaucratic expertise. This
expertise is more likely to be a ‘masquerade of social control' , or a ‘moral fiction' (MacIntyre, 1981, p.75),
because this expertise is more a matter of manipulating people by making them means towards
predetermined ends. In fact, he suggests further that use of corporate power, and any related managerial
effectiveness or skill is more likely to be due to a coincidence, rather than cause and effect, and that any
claims to managerial knowledge are simply ploys to disguise this coincidence. Thus Maclntyre questions
the justification of managers and bureaucrats to rule corporations. S. Johnson (1998) uses Maclintyre's
arguments to show that ‘skills are concerned with acquiring or using established techniques in order to
achieve predetermined ends', yet ‘debate about the worthwhileness of the task is excluded’. Thus an
education to obtain skills such as annual report analysis on the part of the ‘sophisticated investor
(themselves managers) would possibly be regarded by S. Johnson (1998) as 'knacks by routine, gimmicks
which are picked up without knowledge of principles, and cultivated by ambitious men because of their
usefulness’ (S. Johnson, 1998, p.210). Teachers then become mere means of distribution of skills,
resulting in a reduction of status for the teacher, and a trivial and superficial approach to humanity. For S.
Johnson (1998), an ideal education is one where the development of ideas and critical thinking are more
important, where more attention is paid to ends and values, rather than means. Thus teaching becomes a
moral activity, involving complex human relationships, and education becomes part of an organised ‘way of
life’ (S. Johnson, 1998, p.209). Thus the association between ignorance and education would only be
intertwined if one considers the acquisition of skills, and the knowledge or means to obtain them. Education
as a moral activity concerned with values may not be related to ignorance (as defined by Moore & Tumin

(1949)) at all.

Business education, and more particularly, accounting education has traditionally been regarded as skills
based for a specific vocation. Van Wyhe (1994) details the long involved process that accounting education

has undergone, and uses a large array of literature to demonstrate that accounting education has
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historically not been evaluated or criticised; that problems are asserted, not argued; students are put
‘through the hoops of numerical problems' without questioning why the problem arose, or why official
solutions were preferred over alternatives; and even that accounting educators have ‘abdicated their
leadership position to the standard-setters’ (Zeff, 1989, cited by Van Wyhe, 1994, p.219). Van Wyhe (1994)
concludes by describing the difficulties encountered in attempting to include requirements for a critical
faculty for evaluating alternatives and making decisions into the professional curriculum. It is apparent that
increasing the demand for empirical articles in accounting education research is restricting the occurrence
of more 'visionary articles’ supporting the development of this critical faculty (Van Wyhe, 1994, p.221).

P. Johnson (1995) echoes these concerns. He states that critical accounting education must concentrate
upon ‘the processes of de-reification and knowledge development, rather than upon its subsequent
content (P. Johnson, 1995, p.502, italics in original), otherwise education in the use of disclosed
information becomes simply ‘attitudinal restructuring’ (p.502) i.e. not what to do, or how to think, but what to
think. P. Johnson (1995) supports the approach to accounting problems, where, the students are assisted
by their teachers to ‘comprehend themselves and their problems in new ways and from that to develop
knowledge and strategies that are practically adequate for coping with and resolving those problems’

(P. Johnson, 1995, p.502). This is more in line with what S. Johnson (1998) has said regarding education
as a way of life. Thus, concentrating on a skills based program in accounting education, while reducing
ignorance, and increasing knowledge, may not assist in grasping all of the information contained in annual
reports. It appears that skills based accounting education could either make the student vulnerable to
conditioning by content, (for example, the imagery); or simply unaware of areas previously regarded as
irrelevant or lacking credibility (again, imagery is a good example), thus maintaining a narrow focus around
purely empirical, or financial, information. (It must be remembered here, that, according to Moore & Tumin

(1949), the act of ignoring is not regarded as ignorance.)

While the relationship between ignorance and education may be a matter for further debate, it may be seen
that there is possibly a relationship between imagery and ignorance, which may have a significant role to
play in the understanding of corporate disclosures in an annual report, whether social or financial. This

relationship will now be examined.
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5.4 Ignorance, Imagery and the Annual Report.

“Our well dressed data blind us to greater concerns” (Bolton, 1989, p.261)

The use of graphics, and particularly graphs, to display quantitative data is a comparatively recent
phenomenon, developed by William Playfair (1759-1823). Data graphics have been described as
“instruments for reasoning about quantitative information (Tufte, 1983, p.91). Tufte (1983) notes that “often
the most effective way to describe, explore and summarise a set of numbers.... is to look at pictures of
those numbers” (p.9). Tufte (1983) is convinced that the use of art to “capture the essential spirit of the
data” has no place in graphical design because it “flirts with ambiguity” (p.112). He terms this “chartjunk”,
and argues that “no information, no sense of discovery, no wonder, no substance is generated by
chartjunk”. Tufte (1983) further illustrates his view of the function of graphs by referring to the following
statement on painting:

Painting is special, separate, a matter of meditation and contemplation,

for me, no physical action or social part.

As much consciousness as possible.

Clarity, completeness, quintessence, quiet.

No noise, no schmutz, no schmerz, no fauve schwarmerei.

Perfection, passiveness, consonance, consummateness.

No palpitations, no gesticulation, no grotesquerie.

Spirituality, serenity, absoluteness, coherence.

No automatism, no accident, no anxiety, no catharsis, no chance.

Detachment, disinterestedness, thoughtfulness, transcendence.

No humbugging, no button-holing, no exploitation, no mixing things up.

(Reinhardt, 1955, cited by Tufte, 1983, p.122)

He concludes that the task of the graphical designer is to give visual access to the subtle and the difficult
(p.191). Yet, in all these explanations, no acknowledgement is given to the task of interpretation, and the

obvious reliance placed on the unbiased view of the designer to provide the required information.

Recent accounting research has shown that the use of graphs to disclose information in company annual
reports (in the US and the UK) “represents a significant dimension in financial disclosure management’
(Beattie and Jones, 1997, p.33). These writers regard the provision of voluntary information (such as
graphs) as an opportunity for management to “set their own financial reporting agendas” (p.34), as well as

providing information that is easier to read and remember. They conclude, however, that “graphs enhance
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the potential to communicate rather than merely to report” (p.61), and note that because graphs attract the
reader's attention, this could result in some “impairment to communication” (p. 61), because graphs
“frequently display bias" (p.63). These authors recommend considering a set of guidelines for graphical

principles.

The use of “essay and pictorial” portions of the annual report has been found to be useful, and less difficult
to understand, and although not found to be a “credible way to communicate to shareholders”, it is still
recognised as providing “a forum to communicate information to shareholders in a language they
understand” (Anderson & Epstein, 1996, pp.56-57). Prior psychological literature supports this view by
showing that pictures are easier to remember than words, and that “it does not appear to matter whether
meaning is extracted from a picture or its verbal label’ , meaning that “a picture can serve as a word-in-
context” (Nelson and Castano,1984, p.12) .They also note, however, that “pictures can be drawn in an
infinite variety of ways to impart an infinite variety of meanings aside from the core meaning” (p.11), but do
not follow this point further. However, recent consumer research argues that while high-imagery words are
recalled better than other words, “imaging is a process that consumes mental resources, and can compete
with other perceptual tasks” , and “undermines message learning” (Unnava, Agarwal and Haugvedt, 1996,
p.87). This has important implications, because, if the use of imagery can distract the reader from
comprehending the message intended, the use of such imagery must be questioned if it is to be used

either as a clarifying or informative medium.

Studies on imagery in annual reports while rare, are becoming more prevalent. For example, McKinstry
(1996) investigated the use of imagery in one company for a period of more than fifty years. He found that
there were direct links between the profitability of the company, the political environment both internal and
external, and the various types of imagery employed by the company in the annual report. He concluded
that the annual report is a “self-written report card” which “supersedes, both in volume and position, the
audited accounts”. (McKinstry, 1996, p.110). Further along these lines, Graves, Flesher and Jordan (1996)
find that imagery used in the annual report indicates a trend in society which leads them to conclude that
the use of imagery in annual reports (of American companies) “serves the rhetorical purpose of arguing the

truth claims of those reports and the social constructs they represent”. Using pictures in a persuasive
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manner (much like television entertainment) is not trivial, but “trivializing” (p.84, italics in original). The
quality of U.S. intellectual life and Americans’ “very ability to think” is thus under threat (Graves et al.,
1996, p.84). They forecast a future, where people are “controlled by inflicting pleasure” (p.84). This view

supports the notion of imagery fulfilling the function of propaganda.

Pratkanis & Aronson (1992) hold this view regarding propaganda:

As more and more propagandists use simplistic persuasion, the competitive urge to use simpler

and simpler persuasion devices increases. As simpler and simpler persuasion devices are used,

people become increasingly less informed about civic matters. As the populace becomes less

informed, the propagandist must use even more simplistic persuasion devices. The result is an

ignorance spiral - a cynical populace bombarded with more and more thoughtless propaganda

that they have less and less skill and inclination to process and ability to understand’

(Pratkanis & Aronson, 1992, p.265)
An ignorance spiral is not the only possible result from the continual bombardment of images through
whatever medium. Ewen & Ewen (1992) suggest that as a “cacophony of images becomes the norm”, and
“products, ideas, social problems, politics come at people at the speed of light” , confusion results, which
“encourages people to retreat into a cautious inactivity - a defensive shell of indifference” (Ewen & Ewen,
1992, p.201). Apathy, as well as ignorance are the downsides to the wonderful, stimulating potential of the
image to inform. In addition, as the media tend to package truth in a form “that will sell “, this “overrides
considerations of fundamental issues, or long term social objectives” (Ewen & Ewen, 1992, p.212), as well
as elicits “conditioned responses”, requiring the suppression of thought, which these authors acknowledge,
is an “implicit dimension of cultural life”. This idea has already been discussed in the form of rule following
behaviour as a means of achieving social order and stability with reference to the article of Moore & Tumin
(1949). Further, Ewen & Ewen (1992) demonstrate that using the image to depict consumer products

appears to represent the existence of freedom of choice in the market, or even of action and thought in

society; but actually this “threatens to undermine the practice of democracy”. They use the following

quotation:

Free election of masters does not abolish the masters or the slaves. Free choice among a wide
variety of goods and services does not signify freedom if these goods and services sustain social
controls over a life of toil and fear (Marcuse, cited in Ewen & Ewen, 1992, p.220).
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Ewen & Ewen (1992) suggest that this potential domination by the image-makers who use imagery to
construct and control social attitudes can be overcome by “the emancipating powers of critical thought and
meaningful action” (Ewen & Ewen, 1992, p.220). Yet, as it has already been discussed, the achievement of
critical thought is not an easy task if one relies upon education curricula, particularly that of accounting. And
there is always the problem of an unwitting conditioned response. A more creative solution to viewing

imagery could be proposed by returning once again to the works of Ruskin:

The whole technical power of painting depends on our recovery of what may be called the
innocence of the eye; that is to say, of a sort of childish perception of colour, without
consciousness of what they signify - as a blind man would see them if suddenly gifted with sight
(Ruskin, cited by Shattuck, 1984, p.347, italics in original).
Shattuck (1984) discusses the possibilities of discarding a chosen critical method (or “armed vision™), in
favour of the “innocent eye” of Ruskin, also termed an “impeccable naiveté” by Baudelaire (cited by
Shattuck,1984, p.354), and suggests that this is the way one can retain a sense of wonder, exploration and
discovery by looking at pictures. It is the view of this writer that by looking at how companies use imagery in

annual reports in this way, one can avoid being ignorant and vulnerable to a conditioned social response,

and thus also avoid being dominated and controlled by the representations made.

5.5 Conclusion

While acknowledging that an attempt to avoid ignorance when looking at pictures in company annual
reports is worthwhile, it must also be acknowledged that, after the above discussion, the presence of
ignorance appears to be unavoidable, whether it be in a market situation, or in society in general. The
functions of ignorance can be traced to the fundamentals of societal structures, and maintenance of
ignorance of members of society can be seen to contribute to order and stability. Companies are a
relatively recent phenomenon in society, but nevertheless appear to rely on the presence of ignorance for
their very existence (via the maintenar:lce of profits). One function of imagery in company annual reports
appears to be ensuring that this ignorance is maintained. Examples of this have been found in the
literature, where it has been suggested that imagery is used to establish the identity of the corporate
personality in the minds of consumers, or to construct social attitudes about company activities by keeping

employees obeying the rules of the “experts”, or by suppressing critical thought of the whole American
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nation, or even by keeping the rest of society in an aspirant status and maintaining a privileged position
regarding information by keeping society unaware of alternative avenues of consumption, or systems of
organisation. All of these examples have been suggested as possible functions of the imagery in company
annual reports, and all appear to make the image responsible for this ignorance. One is left with a sense of
bewilderment over the wide range of functions the image. All of these functions serve to show, however,
that it may very well be naive to expect imagery in annual reports to faithfully or factually represent any
aspect of corporate activities, or indeed any aspect of society. Yet, still, corporations present images in
their annual reports, and expect their audience (i.e. society) to judge them by the content of such images.
Thus it is important that companies know what society expects them to be putting in these images. In
addition, it is important for society to know what values companies are espousing, as, in a “free market”

global economy, it is corporate action that will dictate the standards of living for the future.
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CHAPTER SIX - RESEARCH METHOD

6.1 Research Method

Imagery, it must be noted, is a voluntary portion of the annual report. Other areas, such as the financial
statements, and shareholder statistics, voting sheets etc., are statutorily required. There has never been
any legal inducement to include imagery of any type in an annual report. In order to define the territory,
then, especially for an initial study of the imagery in annual reports, there must be included some
consideration of not only the physical area of imagery within the annual report, but also what can be
understood by studying the message intended, or representations made. Thus the descriptive and critical
aspects of this research, as required by the political economy of accounting approach, are addressed by

answering the following two questions:

Question One: To what extent is imagery used in New Zealand company annual reports;

and

Question Two: To what extent do New Zealand companies reveal their values through the use of imagery.

As already stated in Section One, the first question deals with the descriptive aspect, which then provides a
database from which a critical assessment can be made about the values that inspire and underlie
company activities. This critical aspect is reflected in Question Two. It must be remembered that both the
descriptive and critical parts of this research are undertaken from the underlying normative position that
companies have a responsibility to report these values. Separation of the analysis into the two parts also
follows from the distinction made by Gray et al., (1995b, p.84) between “quantitative”, and “declarative”

statements made within a social report.
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6.1.1  The Sample.

The period chosen for analysis was 1970-1997 (28 years). This particular time frame was chosen because
it was intended to see if trends could be discerned regarding the incidence and type of images used by
companies. Another reason was the availability of annual reports. Before 1970, many New Zealand
companies were not statutorily required to file their reports with any regulatory body. Indeed, on enquiry
with the New Zealand Stock Exchange (NZSE), it was found that annual reports were available in
abundance only from the late 1980s. After an exhaustive inventory of annual reports held by the Massey
University library, it was found that most annual reports were held there for 25 companies from 1970. The
total number of New Zealand companies listed with the NZSE (excluding mining and energy companies)
was 381 in 1970, 249 in 1980, and 126 in 1990. Thus the sample percentage obtained was considered
acceptable at first, since a minimum of 6% coverage was anticipated with this number of annual reports
(even though it was restricted to those for which annual reports for the period were available). Another
difficulty arose, in that there was a problem finding companies in New Zealand that were still in existence in
some form or other for the whole 28 years. It was found that it was necessary to further reduce the sample
size for two reasons. The first reason was that only a few companies covered the whole of the time period.
The second reason was the restriction of time available to measure and analyse the imagery content of
some annual reports in order that the research could be completed by the required dates. The sample was
eventually restricted to those companies which covered the whole of the period under review, or
alternatively covered a significant number of years throughout the period. Thus, the final sample was nine
companies (Refer Appendix 1), some of which did not cover fully the time period required, due to the
company being sold overseas. In other cases, companies were acquired, merged or absorbed by other
New Zealand companies, and in these cases, the new company was then analysed. In one case, Waitaki
International Limited was taken over by a farmer co-operative, Alliance Group Ltd. Although the equity
structure of the company was different from other companies (in that shares are not traded on the New
Zealand Stock Exchange), it was decided to include this in the sample in the interests of continuity. It was
found that the format and structure of the Alliance annual reports did not differ significantly from those of
other companies, in that they used imagery, and conformed to GAAP. Although the sample only covered

nine companies in any one year, a total of 239 annual reports were analysed during the study.
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6.1.2 The Analysis

Question One: To what extent is imagery used in New Zealand company annual reports;

This question was addressed by analysing each annual report as follows:

= the pages were counted

- the number of pages of statutorily required financial accounting information were counted. This
included the Financial Statements, the Notes to the Accounts, and the Audit Report.

- the images were measured (in square centimetres), and areas were classed as photographs,
sketches or drawings, graphs, and logos. Photographs were then further categorised as: directors,
technology (including machinery, methods of product analysis, research and development),
products (including consumers using products), employees (e.g. training, or simply “on the job”"),
scenery (where no particular reason for the picture or scene was given), social contributions. Social
contributions were classified as: family, lifestyle improvements, young people, old people, safety,
health, education, arts, law/social order, transport, communications, sport, environment. A sample
of the analysis sheet completed for each annual report is shown in Appendix 2. These categories
were decided upon with reference to “The 1978 Ernst & Ernst social disclosure categories”
discussed by Gray et al. (1995b), but were changed slightly to suit the categories that were found
to be most represented by imagery. For example, the “energy” category was changed to
“technology”, as it appeared that many companies treated energy conservation as a question of
technological advancement, and this was represented by pictures of new and/or updated
machinery. In addition, community involvement and environmental issues were all included under
the category of social contributions, along with sport, arts, health and other “society-as-a-whole”
issues, as these were often found to be compartmentalised pictures within the annual report. It
must be noted here that the benefits implicit in any such content analysis as described by Gray et
al. (1995b, p.80) are assumed in this study, in that “the extent of the disclosure can be taken as
some indication of the importance of an issue to the reporting entity”. It is not assumed, however,

that the importance of the issue is in direct proportion to the area devoted to it.
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Question Two: To what extent do New Zealand companies reveal their values through the use of imagery.

One of the main difficulties in any investigation of social reporting is measurement (Mathews, 1993, p.58;
Gray, Owen & Maunders, 1987, p.13). However, Klein (1977, p.14) identifies limitations of measurement of
social costs and benefits, but notes that often, “subjective measures will be more valid and reliable” and
this depends on methodological ideals. A PEA approach explicitly requires a value judgement to be made,
which influences both the descriptive and critical stages. Klein (1977) states further that “measurement
should be economical; it should be sufficiently precise to distinguish between alternatives” (p.14). In the

context of this proposal, this is taken to mean “distinguish between images, or, representations”.

The method by which images are to be distinguished in this study has been influenced by a decision theory
from organisational sciences. It is aptly named “Image Theory”, and is based upon the premise that
organisational decisions are based upon a series of images that correspond to values, trajectories, and
strategies. The theory focuses on individual decision making by managers within the firm, but in this
proposal, it is to be applied to the company as a whole. The “Value” image serves as an ideal to which
decisions are being directed. It encompasses the morals, beliefs or principles of the company, and can be
regarded as normative or ought statements. The “Trajectory” image consists of the goals or landmarks
which lead toward the company values. Decisions made from this image can be regarded as more action
based, and focus on what has been done, what is to be done, or what is being attempted to be done. Thus
it can be seen to have descriptive qualities. The “Strategic” image refers to decisions that are made after
evaluating the action taken. It relates to policy formulation (in order to get to a desired state such as the
Value image) and forecasting decisions. Thus it can be seen from a critical or evaluative perspective.

(Beach, 1990, pp. 23 -30)

There are distinct parallels between the tenets of Image Theory, and the PEA approach. Although it must
be made clear that a direct application of Image Theory is not being attempted here, ideas gained from its

structure can be applied in order to categorise the types of images found in company annual reports.
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A schema was prepared which applied Image Theory to company images as follows:

L] Images that depict or represent a Company Value which contributes to social welfare.
® Images that depict or represent how a company has achieved, or is working

towards, a Company Value.
® Images that depict or represent how the company will be acting in the future

to achieve a Company Value; or how it considers it has fared in relation to

a Company Value

By observing the images in company annual reports, the collected data then provided some insights of:

- trends in the type of values (if any) that companies are depicting by means of imagery.

- how companies represent their actions by the use of imagery.

- trends in what companies represent to their stakeholders about their ability to achieve their goals,
and their ability to evaluate their actions in relation to their goals. An attempt was made to relate
this data on company values to societal values (i.e. the social fabric) in New Zealand with

reference to a few relevant articles from the literature.

6.1.3 Limitations

Scope

The power of the image to invoke an emotive response, described by Yeats above, is not in dispute here.
However, Furbank (1970) discusses in detail the issue of mental imagery, and its application in literature.
He states, “you can never learn anything from mental images, since they are merely a way of presenting to
yourself what you already know” (Furbank, 1970, p.13). Although it is acknowledged that the mental
imagery of users invoked by images used in company annual reports is indirectly a part of this study, by
reference to the possible impressions and influences of such images, mental imagery as a psychological
phenomenon was not specifically addressed due to the central fact that it cannot be disputed. Furbank
explains “..if you want to pretend to yourself that you are seeing in colour, who is to stop you? No one can

contradict you... they can'’t say "no, no, you're not pretending to see that colour". “(Furbank, 1970, p.16).
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While it is acknowledged that there is a growing body of knowledge on the psychological issue of mental
imagery, it is treated as beyond the scope of this study. Thus, only that which the company is attempting to
represent is being investigated, and not the perceptions of the various users. For further clarification on
this point, refer to Fig 1., where the diagram constructed by Mills is shown. Only the “representation” side of

the artistic process has been specifically dealt with by this study.

Further, while there is ample scope for a study of the literary forms of imagery in company annual reports
(refer, for example, to Walters-York (1996) for a study on metaphor in accounting texts), it also is not dealt
with here, but put aside as an area for possible future research.

Other Limitations

- This study will be limited by the initial normative assumptions made regarding what companies
should be representing by imagery. It is hoped that the limits that these assumptions have imposed on this
study, as have already been adequately discussed, add value to the political economy of accounting
perspective.

- In addition, in studies considering wide topics such as art, value and social order the incomplete
knowledge of the researcher will always be a limiting factor. In addition, the researcher's perceptions
regarding the images, and their content will influence the categorisation of the images.

- Availability of annual reports is also considered to be a limiting factor, which also has influenced the
size of the sample. It is assumed that, for an exploratory study, this sample is large enough to enable some
preliminary conclusions to be reached.

- Time constraints were also a limiting factor.

- The assumption inherent in any content analysis may not be valid, in that social contributions are
lesser areas by physical measurement, but may be of more importance due to (e.g. dramatic) impact of a
relatively small piece of area.

- The images were measured by the actual areas covered, yet the financial statements were
measured by pages, leaving the blank spaces in the pages occupied by financial statements unmeasured.
While this point may not be relevant, it may still have affected the comparison of areas of these two areas

of annual reports.
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CHAPTER SEVEN - RESULTS AND ANALYSIS

71 The Extent to which Imagery is Used

Question One: To what extent is imagery used in New Zealand company annual reports;

A complete set of the quantitative data collected can be viewed at Appendix 3. This is a complete summary
of the measurements obtained for each annual report (gathered by means of each individual worksheet
shown at Appendix. 2). The worksheet also allowed space for data regarding income and total assets to be
collected at this stage, which may be used for future research. From this summary, measurement averages

were able to be calculated, and then graphed, in order that trends could be identified and highlighted.

The first graph extrapolated from the data is shown in Appendix 4. Averages were calculated for the total
number of pages contained in annual reports for the nine companies, and this was compared with the
number of pages of financial statements, and the number of page equivalents of imagery (obtained by
dividing the area of imagery by the page area). It can be seen that the average number of pages of annual
reports has increased from 24 in 1970, to 97 in 1997. A comparison can be made to a limited extent with

the results of Lee's 1994 study of UK company annual reports, and is shown below in Figure 3.

Figure 3. Comparison of number of pages found in annual reports.

TOTAL PAGES 1965 1970 1978 1988 1997
Lee (1994) 26 36 54

Current study 24 34 56 97
IMAGERY PAGES 1965 1970 1978 1988 1997
Lee (1994) 3 7 10

Current Study 2.5 9 8 12

As can be seen, the trends of page counts for annual reports and imagery are similar over comparable

time frames for New Zealand and UK companies. Although the number of pages has been steadily
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increasing since 1970, the graph at Appendix 4 shows a marked increase since 1993. This is assumed to
be attributable to the impact of the Financial Reporting Act (1993), because pages of financial statements
have increased markedly from that date also. Annual report page counts have increased by 304% since
1970. In comparison, imagery page equivalents have steadily increased by 380% since 1970. Lee(1994)
states that “something substantial was taking place in the annual reporting of 25 UK companies between
1965 and 1988” (p.225) because page counts of imagery in these reports had increased by such a large
amount. He concluded that it was because “there was a significant use by management for purposes other
than to satisfy regulatory requirements for statutory disclosure” (p. 226). This may be so for the period Lee
(1994) studied, and it is similar to the results found in New Zealand over the period 1970-88, but it can be
seen by the graph and the table at Fig 3 that since 1988, pages of imagery have not increased at the same

rate as the total number of pages.

The graph at Appendix 4 also shows that average number of pages of imagery, in every case, was less
than that of the financial statements. In only six individual annual reports did the amount of imagery pages
exceed that of financial pages (Challenge, 1976, 1977, 1978; Emco Group, 1976, Brierleys, 1986; Wilson &
Horton, 1996), although in two of these cases, areas of financial content and imagery were very close to
being equal. Even though imagery may have increased page counts at a faster rate over the period 1970-
1988, trends shown in this graph suggest that with regard to area, on average, the annual report still has a

predominantly financial emphasis.

Areas of imagery as shown in Appendix 5 have increased generally over the 28 year period, but with
marked variations in later years (from 1992-1997). When looking at the comparative average percentages
of area of annual reports (Refer Appendix 6), however, the percentage area for financial statements is
always larger than that of imagery. As a proportion of the annual report, financial statements appear to
range between 30% and 40%, in earlier years, reaching a high of 38% in 1981. A sharp increase occurred
between 1993 and 1996, declining to around 40% in 1997. This trend is currently unexplained. Imagery has
ranged between 7% and 15%, generally increasing to a high of 18% in 1978, but having a general decline
from 1984 to a low of 9% in 1992 . A sharp increase in imagery percentage occurred in the period 1993 -

1994, but has declined to hover around the 12% mark since then.
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Perhaps the most striking feature that these three graphs highlight is the variant nature of the area devoted
to imagery in an annual report over the period studied. Although it may generally be observed that with
regards to area, imagery as a total is increasing, it can be seen that as a percentage of the annual report,
imagery remains reasonably steady. Consistent with comments by Lee (1994) and McKinstry (1996),
however, imagery may appear to be declining in the 1997 year. As a percentage of the annual report, on
average, imagery is always of a lesser amount than financial statements. Although, as previously stated,
the amount of space devoted to imagery cannot be aligned necessarily with the degree of importance, this
trend was not expected. Lee (1994) found that pictorial presence in many companies exceeded that of the
financial and narrative sections, for example, 12% of companies in 1965, 44% in 1978, and 20% in 1988
(p. 229). This is also reflected in a longitudinal study of just one company (Burton Plc), for, according to
McKinstry (1996), “management’s self-written report card” supersedes both in volume and position, the
audited accounts” (p.110). While this may be so for the total of non-statutory material, it is certainly not so
for the amount of imagery used by New Zealand companies selected in this study. McKinstry (1996) is
concerned that the imagery and design content “is capable of over-riding in the minds of readers the
numerical and other statutory messages now relegated to the rear of annual reports” (p.110), but found it
unlikely for the reason already presented, in that analysts do not find this information credible. Also, the use
of imagery as a proportion of the annual report has declined in recent years due to what McKinstry calls “a
better balance”, and a trend away from the over-elaborate”. (p.110). Lee (1994) also attributes a similar
finding to “a move back to the traditional narrative emphasis” (p. 229). However, the current study shows
trends over the 28 years reflecting an increasing use of imagery in the 1970s, steadying over the 1980s,
and becoming rather erratic during the 1990s. The graph at Appendix 8 shows perhaps the beginnings of a
declining use from 1994, again perhaps because company resources were devoted to meeting the
requirements of the new Financial Reporting Act (1993). Although areas are markedly variable, with a level
of 12% in 1997, imagery could be considered only of a reasonably minor portion of the area of an annuél

report.

A comparison was then made of the various areas devoted to the different types of imagery identified, and

graphed as shown in Appendix 7. As can be seen, photography is used far more than any other type of
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imagery, comprising an average of around 600 sqg. cm. in 1970, and increasing to between 3000 - 6500 sq.
cm. in the period 1991 - 1997. A vast increase in the use of photography has thus occurred, especially in
the last 5 - 6 years. Although the exact numbers were not previously known, this trend was expected, and
is the reason why photography as a medium was categorised further. The other types of imagery all appear
to be used in varying, although small quantities, with logos being used the least (no logos were present in

the last two years). A small increase in the use of sketches and graphs can be seen for 1996 and 1997.

As an aside, Appendix 8 shows the amount of imagery companies have used, on average, for the period
1970-1997. Fletcher Challenge Ltd (and its varying predecessors) has used imagery the most, with NZI| the
least. There are many possible explanations for this, for example, industry, profitability, or size. As
causations and correlations between variables such as these were not part of this study, possible

explanations may be an area for further research.

When looking at the categorisation of photography in Appendix 9, it can be seen that products feature the
most with regard to area. Technology and directors’ photos both appear to be the next most featured
category, with photos of employees, social contributions, and scenery less used (all less than 1000 sq.
cm.). Spaces devoted to assets and company identity are not large on average. As a percentage of the
total annual report area (Refer Appendix 10), products also feature as the predominant category, ranging
between 2% and 8% of the total area, with directors and technology being the next most predominant
category presented. Lee (1994) found that product-related disclosures had a majority of annual report
volume for 32% of companies studied in 1988. This contrasts markedly with the results of the current study,
where no companies exhibited a majority of volume related to products. Lee (1994) concluded that his
results emphasise the change to a consumer focus. This conclusion is not excluded by the results of this

study, however, as again, area may not necessarily be related to impact.

The graph shown in Appendix 10 also shows a distinct decline in photography as a percentage of area in
all categories, since 1994. This may be explained by the huge increase in annual report area due to
increases in narrative disclosure, as both financial and imagery areas are declining in recent years as a

percentage of the annual report.
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711 Summary

By measuring the imagery content of annual reports, an indication has emerged regarding how much is
actually used when compared to the total area of an annual report, and the financial statements. It is seen
that imagery, on average, always comprises far less area than financial statements. Of the imagery used,
however, photography is the most used medium, of which products, technology, and directors dominate as
subject matter. It is to these particular subjects that the examination now turns, where, by analysing the
subject matter of the photographs in annual reports, exactly what the company represents as values is

expected to be exposed.

7.2 The Use of Imagery and Company Values

Question Two: To what extent do New Zealand companies reveal their values through the use of imagery.

This part of the examination begins with each major category of photography identified by part one of the
descriptive study for each company: products, directors, and technology, and describes and discusses
instances of where companies have attempted to include company values, or attempted to make
comments about some relationship between company values and social values. Imagery categorised as
social contributions is also discussed in conjunction with products, directors, and technology, if appropriate.

Where applicable, sketches and other imagery that support the discussion are also identified.

7.21 Products

1970 - 1979

Bowden (1996) describes the period 1960-1974 as the “lost comfort zone of New Zealand economic
history” (p.10). The exchange rate was fixed, there was a good chance that the New Zealand dollar was
overvalued, and consumers wanting goods from overseas had to wait, due to lack of “overseas funds”. Qil
shocks of 1973 and 1979 contributed to a strong inflationary pressure. The range of consumer goods was
not large, mainly consisting of production from a strong local industry base. Thus competition would not

have been considered to be tough. Of the companies sampled, Alex Harvey Industries Ltd (AHI) and J
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Watties Canneries Ltd (Watties) can be said to be two of these local industries operating during these
times. Photographs of products in their annual reports of this era were found to consist mainly of simple
arrangements of a particular range of products produced by the company. In one case these were called
“illustrations” (Watties, 1972), and that is exactly what they were. Preston et al. (1996) refer to this type of
image as indicative of “mundane documentary” imagery (p.113), which is intended to simply provide a
realistic reproduction of the likeness of the product (Refer to Plates 1a & 1b). Photographs appeared often
in small frames arranged in symmetrical layout on the page. Full page photography was unusual, and most
used colour, although black & white photography also featured, especially for older photographs. Colours
ranged from orange and brown to green, and can be considered fashionable colours of the times. Little
reference appears to be made in the imagery of the seventies as to the connection between their particular
product, the company’s aim and the advancement of society as a whole. It is by implication that company
identity and company profitability are aligned directly with their product. One example of this era was found,
however, from AHI, where, as a caption to a photograph of a colourful range of bottles it was stated “Glass
products for the nation” (AHI, 1973) (Refer to Plate 2). Although rather obscure, the connection between
supply of coloured bottles and a nation's need is attempted by attaching this caption. Ruskin’'s “reason to

die” for the merchant may be relevant here.

Other companies examined during this time frame may not necessarily be classed as “local industries”, but
also made the connection of the product and the nations welfare, if only by implication. Some products by
their nature are difficult to present in photographic form, insurance being a good example. In 1970, New
Zealand Insurance Company Ltd (NZI) depicted a tanker which had exploded in 1969, which it had insured.
However, the picture was of the tanker in good health, sailing in mid-ocean, and neither of the sinking ship,
nor of the resulting inevitable oil slick. Showing pictures of disaster scenes before they happened appeared
to be common, as again, in the 1971 annual report there was a picture of a bridge in Melbourne which
collapsed, killing workers, and causing much damage. The picture was of the bridge under construction
before the collapse. Insurance companies make money from their product as long as disasters, mishaps
and losses don't happen, i.e. from only the possibility of disasters. The product, for insurance companies, is
only an illusory concept, based on a negation and ignorance of the future. Pictures of subsequently

damaged or destroyed insured items in good shape thus serve a rhetorical purpose, in that the company
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only wishes to show possibilities, or the items at risk. The company profits from the risks taken by others,
and this is the reason why “before” pictures are shown, and not “after”, as if trying to depict the product by
“cashing in” on some fantasy of the continued existence of the achievements of others. Reality is definitely
not a matter of fact in these photographs. Thus it could be difficult for an insurance company to show how
its product directly contributes to national well being. NZI overcomes this by blatantly using photographs of
the achievements of its client base (which are all insured by NZI) to depict its own product. For example,
the Malaysian economy benefits by NZI insuring its rubber plant industry (NZInsce, 1974), the ceramics
trade which provides growth in the Philippine economy is insured and financed by NZI (NZInsce, 1975), a
plant site of NZ Steel is insured by NZI (of which NZI is also a shareholder)(NZInsce, 1975), ships owned
by NZ Shipping Corporation benefiting by finance provided by NZI (NZInsce, 1979). Instances of pictures of
actual claims are rarely shown during this era. In the 1976 and 1977 reports, importance was placed on the
long association NZI has had with insurance in New Zealand, having first incorporated in 1859, and
imagery was shown in both these years relating to contemporary points of interest in the insurance

business of the previous century.

Brierley Investments Ltd (BIL) is another company that has difficulty in depicting its product and the benefit
it provides by photographs. From its formation BIL was not product oriented in the sense that it did not sell
items for consumer satisfaction. BlLs mandate was “working with people to create wealth” (BIL, 1976,
1977), and this wealth was created mainly by purchasing undervalued companies, and selling off the
assets individually at higher prices. This process is known as asset stripping, and R. Brierley, founder and
then managing director, established a reputation in the seventies as a “corporate raider”, on the lookout for
any company that was under utilising its assets. This reputation was celebrated in the annual report, where,
newspaper headlines were reproduced portraying Brierley as a “take-over wizard” (BIL, 1978). The
burgeoning inflationary environment was also an advantage to businesses such as these, so that products
took a background place to the often complicated nature of company acquisitions and sales. Company
progress was more likely to be depicted by non-photographic means: stylised arrows pointing upwards and
fireworks impressions (representing phenomenal growth), adorned the covers of many BIL annual reports
of this era (BIL, 1971, 1972, 1974). Products of subsidiary companies were usually of the “mundane

documentary” kind, but many were also depicted by stylised sketches and paintings, for example, those of
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a winery in Australia which was an early acquisition. In one case, subsequent acquisitions were depicted as
a bunch of grapes, each grape representing a subsidiary company (BIL, 1979). Again, there appeared to
be no explicit connection made between company activities, company values or aims, and social
advancement. It appears as though the implied neo-classical assumption of the social benefits of simply
making a corporate profit were enough to justify the resulting great social upheavals and uncertainties
regarding employment caused by company take-overs. (No pictures were ever found in any annual report
of these “bad news" occasions.) Yet, a quiet sentence found inside the front cover of one BIL annual report

explaining the company relationship with ballet is of interest:

Our recent commitment to a 5 year sponsorship of The New Zealand Ballet Company reflects our
belief that an organisation which has achieved a measure of success in the commercial life of the
country can, and should, make a contribution to culture and other worthwhile community activities
(BIL, 1979).
This sentence was placed beside a black & white sketch of two ballet dancers in a dancing pose. There
can be no doubt that the image is meant to represent the forthcoming 5 year relationship of the company
with the Ballet Company, but does it represent more than that? It is interesting that a such a statement
(one that very nearly reflects the normative stance of this study) should be found in the annual report of a
company that typically stands for maximisation of shareholder wealth. In this one sentence, the political and
economic ability of company to dictate exactly what area of society is to receive a share of its profits (and
by a decision on which there appears to be no vote) is explicitly portrayed. Depicting the particular area
chosen by the company (i.e. the arts) by a picture of an example of what can be achieved by this support
(i.e. graceful ballet dancers), is the first example found in the seventies of what this study was looking for
(refer Plate 3). By knowing that shareholder funds were to be invested at company discretion in non-
profitable enterprises is a company value that BIL stakeholders should be aware of, not only for the
economic “return on investment” decision to be made, but also for the political decision of whether the
stakeholder wishes that particular community project to be supported or not. How else is a stakeholder to
decide what to vote for? There is evidence of a conflict of values represented in an annual report by the

use of this type of imagery: i.e. shareholder vs other stakeholders

In the 1970s, companies such as NZ Refrigerating Company Ltd. (NZ Refrig), and Waitaki Industries

(merged with NZ Refrigerating in 1976 to form Waitaki NZ Refrigerating Co Ltd (Waitaki)) represented the
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rural base which the NZ economy relied upon for export. Gould (1982) has shown that in this decade,
farming incomes were being squeezed due to not only reducing export prices, but also due to increasing
processing costs. Investments in farm development also reduced, and thus the contribution that farming
made to total private income. In addition, there was a distinct trend for New Zealand, as with most non-
industrialised post-war countries, to move away from dependence upon primary industry sourced income,
towards a more industrial diversification. Increasing demands for economic and trade liberalisation were
being made, as New Zealand was required to adapt to Britain withdrawing its previously dependable
markets, economic stagnation, inflation, and rising unemployment (Kelsey, 1995). Despite these
circumstances, farmers were still receiving the benefits of tax write-offs and subsidies, most notably,
supplementary minimum prices (SMPs). Terms such as farmers being the “backbone of the country’
maintained the demand and legitimacy of products provided by a company dependent upon New Zealand’s
traditional rural economic base, again, if even by implication. Photographs in annual reports of this
company echoed the traditional values that prevailed, despite the growing threat that industrialisation and
commerce presented. Scenes of picturesque, peaceful pastures with sheep grazing, and romantic looking
droving scenes were depicted (NZ Refrig, 1973), and also historical portrayals of meat production in the
1800s, hinting perhaps at suggestions of “look how far we've come” rather than “look at us now”. (NZ
Refrig, 1972). Photographs of products, in particular, were given little priority in annual reports of New
Zealand Refrigerating Co. Ltd until the late 1970s. In 1970 and 1971, photographs of products were not
present at all, with only 3% of the total annual report area being devoted to products in 1972. Yet, products
were 18.9% of the total annual report area in 1978, and 14.6% in 1979. The average for these years for all
companies studied, was 7.5% and 7.2% respectively. The subject matter of these photos was of the
exportable nature of the product, for example, containers being loaded onto ships, NZ mutton being
marketed in Japan, lambs carcasses being cut in Germany (Waitaki, 1978), and also details on the variety
of products, and by-products, e.g. leather, tennis racquet strings, sausages, soaps, filtering agents
(Waitaki, 1979). All such photography could be described as being “documentary” type, and no explicit
attempt to persuade could be attributed to these photos, apart from that suggested by Scott (1994) in her
theory of visual rhetoric. The question of persuasion, however, must arise not only due to the
circumstances of the rural export industry at the time, but also because of the sudden predominance of

product photographs in the years 1978 -1979.
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Another feature of the changing economic base of New Zealand was the number of company mergers
happening at the time. An example of this is indicated by the changing structure of the company which was
eventually to become the largest company in New Zealand, Fletcher Challenge Ltd. One of its forming
companies, Wright Stephenson & Co Ltd was described in its 1972 annual report under the heading “Our
Place in the Economy” as: “one of New Zealand’s largest and most diversified organisations. As such, the
group has economic value to the entire community”. This statement, and various numerical indications as
to the remarkable size of this company regarding clients, employees, shareholders, taxes, finance and
economic activity leads one to conclude that size alone, in these times, was all that was needed to justify
value to an economy and to a community. Under the prevailing fragility of the NZ economy, it was size that
ensured survival, and thus the continued existence of jobs, services, the tax take, and company profits via
sales. Thus the whole of New Zealand could be seen to have a vested interest in the survival of expanding
large companies, and the annual report of large companies such as Wright Stephenson Co. Ltd maintained
and strengthened this view. The above-mentioned statement was placed alongside a photograph of 5 men
in overalls, boots and gloves, loading meat filled sacks either onto, or off a huge pile of sacks. This
supposedly represented all those items mentioned by text, although there was no caption to specifically
make the connection. Here, the link between company products and the nation's welfare was made more
explicit than in other annual reports of the era. In 1974 the company changed its name to “Challenge
Corporation”, and in 1976 displayed a most unusual annual report. It was described by the Chairman, R.
Trotter, as a “magazine-styled annual report which aims to communicate what we are doing and where we
are going in a more meaningful manner”, because “(b)etter economic understanding by the man in the
street would benefit New Zealand". The report was to be sent not only to shareholders, but also to staff and
sectors of the public. This was accompanied on the same page by a “Statement of Purpose” which
described company objectives with regard to Business, Market standing, Productivity, Staff development,
Social Responsibility and Profitability. It is clear from this that Challenge Corporation, as far back as 1976,
regarded the annual report as a communicative document aimed at a wide audience, and with a diverse
range of strategies not just concerning maximising profits for shareholders. The annual report contained
an essay on social responsibility as a key business area by John Humble, an “internationally renowned”

management consultant; an article on the benefits of staff development and training; an essay on the
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relationship between education and business by Sir Frank Holmes, an “authority on economics and
education”; an interview of the financial controller by an economics journalist; and concluded with an essay
on a justification for company profits, supposedly reacting to the $11.6 million profit made by Challenge in
the 1976 year. As well as the significant narrative content, each essay was headed by a photograph of the
author, in black and white. In total, imagery represented 34% of the annual report, exceeding the area
devoted to the financial reports. Product photos represented 17.4% of the total annual report area. This
annual report was remarkably different from any annual report of the era, in that an attempt was made to
explicitly place the company in a societal perspective, either by discussing the merits of social
responsibility, or trying to justify the existence of huge company profits. Other companies appeared not to
consider debating these issues at all. Challenge Corporation annual reports for 1977 and 1978 were also in
a magazine format, and contained articles that could be of interest to society in general, for example an
essay on the future of New Zealand by Professor Duncan, the then Chairman of the “Commission for the
Future” (Challenge, 1977) and an essay on energy conservation by the corporations energy manager.
Product photos represented 15.7% of total area in both 1977 and 1978. Issues of governance such as Lee
(1994) has raised must also arise here, as, the area of imagery in the annual reports for the years 1976 -
1978 represents more than the area of statutorily required information. The power of a company such as
Challenge Corporation, to significantly influence the way of life for New Zealand society, even in the 1970s,
was evident by not only the narrative and financial portions, but also by the sheer volume of imagery

present in its annual report.

For Dominion Breweries Ltd (DB) in the 1970s, questions as to social implications of its product occurred
only to the extent that quality of product was important, and that the product was “meeting consumer
demand” (DB, 1977). These issues were represented in the earlier seventies by concentrating imagery on
what can loosely be described as “documentary” photographs of glasses, bottles and barrels of beer, wine
and spirits, using lighting effects which enhanced the soft, inviting glow of its product. Product photography
such as this ranged between 1.5% and 12.5% of the total area of annual reports during this decade.
Although there was some evidence of charitable donations, representing some social responsibility, this

was shown only in text, and then in rather an imperialistic manner:
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Your directors have once again made provision for an allocation from tax-paid profit for

distribution to charitable organisations throughout New Zealand for the alleviation of distress

among those for whom they care. (DB, 1974).
Those “for whom they care” may have included those suffering under the effects of alcohol abuse, and/or
the victims of over-indulgences in their professed excellent product, but there is no evidence of this.
Beneficiaries of DBs charity were clearly indicated in their 1977 report, however, where sketches occurred
depicting:
- art as an important part of the DB social services program (two men wearing glasses looking at framed
pictures);
-grants and assistance to medical and social welfare (female nurse wheeling elderly man in wheelchair
towards an ambulance);
-scholarships awarded to medical research (man in white lab coat standing behind test-tubes).
These sketches were accompanied in each case by a caption stating that DB benefited the whole
community. No attempt was made to show a link between sales of product and social welfare, except by
the implication that these charitable areas would continue to be supported as long as the company was
made profitable by healthy sales. Again, as discussed in the case of BIL, DB's shareholders appeared to
have no vote, regarding the diversion of company funds from one section of society (e.g. shareholders,
consumers) to another (e.g. the arts, or medical research). Further, this diversion of funds took place
without any prior consultation, or declaration by the company. Presumably, however, once shareholders
knew the company's values in this area they were at liberty to withdraw their funds if they were in opposition
to such values. Yet, there is wider sense of alarm here, in that, if there were social problems created by the
company product in the 1970s, (and this can be assumed in the light of widely reported current social
problems regarding the connection of drinking alcohol with driving, alcoholism, and family violence), they
were certainly not acknowledged in the company annual reports of the times, by any form of disclosure. By
depicting imagery representing some issue of social responsibility implies that the company has some
obligation to achieve these values. Company values, stated as being to “benefit the whole community” were
thus actually inconsistent with company activities, since only a portion of the whole community was
selected by the company to receive the benefit of its charity. By ignoring the existence of any victims of the
consequences of company activities, and continuing to present the product in a wholly positive light, the

company can be seen to exploit not only the consumer, but the whole community in the interests of sales



s

and profit. Although the company met its financial reporting requirements in this year, and received a clear
audit report, social accountability was not demonstrated here, and if a social audit (as previously discussed)

was attempted at the time, the social audit report was likely to have been a qualified one.

New Zealand Motor Corporation Ltd (NZMC) commenced operation in 1970 as a result of mergers of
several different (apparently private) companies throughout New Zealand, in an attempt to provide the New
Zealand car market with brands of mainly British cars. It is easy to link this company’'s product with an
appeal to a personal identity associated with style, or as Barthes (1957) has stated about cars: “the very
essence of petit-bourgeois advancement” (Barthes, 1957, p.90). Formation of this company may reflect
what Gould (1982) terms “the growing sense of identity” for New Zealand as a nation (p. 230), rather than a
colony (p.231), which inevitably resulted in New Zealanders pursuing the materialism inherent in Western
capitalistic countries. Product pictures in NZMC annual reports of the 1970s depict not only modern cars,
but also has them placed in rather up-market positions: parked beside a large expensive-looking house, or
a plush hotel. Often glamorous-looking girls or models adorned the bonnets of such cars (NZMC, 1971,
1972). Although the style of these photographs was documentary, again, this imagery must also be
considered as advertising, since the emulation of what Ewen (1994) terms “style” is characterised by these

photographs.

In 1970 Wilson & Horton Ltd printed photographs of current events in its annual report with the caption
“Memorable photographs are an integral part of the modern newspaper”. In this annual report, “product”
photographs such as these showing men on the moon, and the Kaimai Tunnel disaster represented 14.6%
of the total area of the annual report. These photographs were presumably meant to be an example of the
product, and as such cannot exactly be termed advertisements. Photographs of products, or indeed
imagery of any kind was not typical of Wilson & Horton annual reports of the rest of the 1970s, representing
usually under 10% of the total area of the annual report. This is interesting to note because, for a company
whose business rests on the image, and particularly photography, as indicated by the caption from the
1970 annual report, it would be reasonable to suppose that imagery would also be “an integral part” of the
annual report. In fact it was the use of graphs that consistently predominated the company’s imagery in

annual reports during this decade.



74

1980 - 1989

In the 1980s, New Zealand experienced profound social and economic changes. The fourth Labour
Government came to power in 1984, and radically restructured the economic base, which was to change
the New Zealand way of life forever. Reforms were needed because the New Zealand economy had been
operating at less than optimal for some decades (Clark & Williams, 1995). Inflation and unemployment
were rising, and Government market intervention “had hindered rather than assisted progress” (Clark &
Williams, 1995, p. 35). Financial markets were deregulated, and privatisation of the public sector occurred
because there was also a “need to position the New Zealand economy so it can maximise new forms of
advantage in external markets” (Clark & Williams, 1995, p.105). In 1987, a sharemarket crash also
radically changed New Zealander's attitudes towards companies with publicly traded shares. New Zealand
took longer than most economies to recover from this event because the freshly reformed private sector
was still adjusting to a deregulated environment, and the economy was still exposed to a large debt burden
inherited from previous Government policies (p.45). Companies involved with finance and exports were
faced with extreme hardship during this decade due to the volatility of the environment locally and

overseas.

In the early 1980s NZ| merged with South British Insurance Co Ltd, and became a large company in the
insurance and finance industry. Imagery which had rarely been above 10% of the annual report in the
1970s, now ranged between 11% and 20% of the total area of the annual report, but not necessarily
depicting products. Scenes of disasters began to be shown, but were used by the company to show how its
product contributed not only to the economy, but also to welfare of the victims. For example, in the 1983
annual report, pictures were shown of the aftermath of a forest fire in South Australia; blackened, barren
and smoking landscapes, and the remains of buildings. The caption read “NZI was represented throughout
the stricken areas, and claims totalling A$4miliion were settled within the first 3 days”. In this way NZI was
seen to assist victims of Australia's worst natural disaster to recover, by a quick payout. Pictures of a train
derailment in Wellington, complete with photos of traumatised victims were in the 1984 annual report, and
again in 1986 where, alongside a picture of floods in South Canterbury, it was noted that “NZI was praised

by civil leaders for a speedy response to claims”. Thus, in this decade, the company felt it could explicitly
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show disasters, but, since the company must incur a major expense with the occurrence of such disasters,
which might create concern for investors, there always appeared to be some angle which put the company
in a good light. This was most likely to be the social contribution of its product. In this way disasters could
be turned into naturally occurring advertising opportunities. This appeared to be continuing theme for NZI
until its sale in 1988/1989. In addition, NZI, like BIL and DB in the 1970s, began to consider the benefits of
making contributions to the artworld. For, in the 1984 report there appeared a “policy statement” beside 3
photos of significant historical Maori artworks:
NZ| Corporation has instituted a policy of acquiring NZ art with the emphasis on purchasing works

which might otherwise be lost to NZ. The Company's policy is to make the collection available to
recognised institutions for public display (NZI, 1984).

The 1984 report contained a 4 page section entitled “Special Gallery” which showed photos of a selection
of the artwork in this collection. It was obviously advantageous for the company to undertake this kind of
operation, (notably beyond the range of its insurance and finance activities), for in 1985, NZI had
sponsored the exhibition and tour named “Claude Monet - Painter of Light”, and the annual report again
contained photographs of a selection of works from this exhibition, which represented 10.8% of the total
area of the annual report. In 1986 also, art exhibitions featured significantly in the imagery of the annual
report. In 1986, the company made its first “Mission Statement” (printed on a background of the NZI
sponsored yacht - refer Plate 6 ):

NZ| is an international organisation marketing a wide range of financial services with a

commitment to superior service to customers and growing rewards for stakeholders (NZI, 1986).
No mention appears here regarding the policy statement on art investment in the 1984 report, despite the
apparently large investment made by the company in New Zealand artworks, and nationally toured
exhibitions. In 1988, the managing director stated that the company had a “philosophy of growth through
expansion”. This differs from the above mission statement made two years previously. Further, it was not
stated in the annual report that BIL, over the past two years, had acquired effective control of the company
through share warrants. Imagery in these two years had reduced to under 10% of the annual report area,
with no depiction at all of social contributions. Due to losses incurred in banking operations, NZI was sold
by its controlling interests to Scottish-listed General Accident plc in 1989. Imagery in this year, in the form

of logos, represented a mere 0.05% of the 1989 report. In the case of NZI, the relevance of imagery as a
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factual representation of company activities and values is to be questioned, as none of the imagery, nor
any other disclosure for that matter, informed the (minority) shareholders of the impending sale. Further,
imagery relating to the obvious pride in the long local history of NZI which was found in the 1976 and 1977
reports became meaningless, in the interests of profit. The circumstances of the sale became known
through a booklet titled “Statement of Explanation” for the Extraordinary General Meeting, after the sale
had been finalised. In this booklet, it was stated by the NZI Chairman “it was understood that BIL would be
a major shareholder for the long term”. BIL had kept the Management and (minority) shareholders, and
other stakeholders of NZI ignorant of its intentions, and this would presumably have been in the interests of
maintaining the traded share price, and thus the sale price of the company. Thus, here is an example of

imagery being used to maintain ignorance in order to receive competitive advantage, as Ruskin (1906) had

described.

The only mention made by BIL of the removal of NZI from New Zealand interests was as almost an aside,
in its 1988 report, and included with other company share sales, noting a good price. In the 1980s, BIL
thrived on the new deregulated environment. Due to their aggressive stance regarding company take-
overs, BIL managers saw themselves as catalysts for change, as indicated by the following statement
printed alongside a photo of director Price in Sydney, “acquisition of a 13% interest acted as a catalyst for

existing participants to review their position”. This is what BIL regard as their “product”, already made clear

by Ron Brierley in the 1984 report:

Although BIL itself does not export goods and services in a conventional sense, we believe we

are no less “exporting” a concept and an investment philosophy which is providing an outstanding

legacy for the 40,000 New Zealanders who are BIL shareholders, and for the nation as well

(BIL, 1984).
Twenty-five years of company achievements were marked in the 1986 report, where past articles from the
press were highlighted as milestones. Imagery in this year reached an all-time high at 32.21% of the annual
report, compared with 23.33% representing the financial statements. Celebrations of past company
achievements were thus considered by the company to take precedence over the current year's financial
results. One such example of this imagery was a headline from a 1969 newspaper entitled “Muldoon plans

next law to beat Brierley”. This photograph of a past headline suggests that this planned legislation was

unwarranted, since Brierley has obviously not been “beaten” yet. Another article which appeared in the NZ
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Economist in 1980 was entitled “Reflections of a middle aged stripper”. Both of these photos were used to
celebrate the philosophy of the company which had resulted in its prosperity and longevity. This investment
philosophy also meant further contributions to ballet and cricket, both advertised as personal preferences

of the Chairman, as shown by the cartoon sketch in the 1982 report (Refer Plate 7), and also BIL, 1983,
1987.

Watties Industries Ltd appeared to make no major changes to its philosophy, nor its annual report style and
format in the 1980s despite real changes in its operating environment. Imagery slightly increased as a
percentage of the annual report with products again being the major subject matter. In 1984 the company,
like many others during this decade, printed a mission statement, alongside a logo, and a picture of the
managing director. The mission statement declared its commitment to customers, product guality,
employees, increasing overseas presence, and to being “responsive to the community in which it operates
and thereby promote the financial interests of its shareholders”. By being responsive to the community,
(rather than changing it as was BIL's philosophy) Watties hoped to achieve shareholder wealth. This
represents a quite different, and somewhat conservative approach to company operations, and also
reporting format. Watties merged with the Australian company Goodman Fielder in 1987, possibly to
reduce exposure to problems in the New Zealand economy due to the sharemarket crash. As can be
expected, the style and format of the annual report changed immediately. Financial statements increased
their area from 26.5% in 1987, to 50% in 1988. Imagery overall reduced slightly, with the accent on
products increasing from 4.6% to 8.5%. In 1988, product photographs had increased to 11.5% of the
annual report, and rather than being documentary type photos, they depict the product in situations that
show how the product improves family life. For example, a mother and child are shown happily buttering
bread together, and another woman and child are shown biking home from the shops with a basket full of
attractively packaged Goodman Fielder Watties products: flour, butter, bread, flowers, in bright, fresh
colours. These photographs, and the large amount of logos and brands of the company’s product range
tend to suggest that this imagery is for the purposes of advertising, although not persuading for the sake of
emulating style, but for the sake of need. These products are what might be called necessary, staple foods
in today’s society, and GFW highlights this basic need to promote how its products contribute to societal

welfare.
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In contrast with Watties, AHI showed a marked change in imagery content in annual reports for the 1980s.
Imagery had remained usually below 10% of the annual report in the 1970s, but increased to range
between 15% and 24% in the 1980s. Product photos again predominated, with photos of packaging a
variety of products being a significant feature. The caption “We package New Zealand” was underneath
one photograph of an export stand displaying kiwifruit, meat and trees (AHI, 1985), and this suggests that
this is how AHI consider their product contributes to the social welfare of the nation, as also in this year,
pictures were shown of 10 - 11 year old boys on a rugby field described as “youngsters enjoying an
aftermatch refresher from an AHI can”. (The drink itself was not a company product). Also in 1985, AHI

printed a statement on the inside of the coverpage of the annual report, in large lettering, and signed by the

Chairman:

The past year has been one of strong growth and a broadening of the activities of Alex Harvey
Industries Ltd.

AHI’s financial results over recent years have been excellent when judged by any of the
commonly used measures of commercial performance.

We are very proud of this progress and heartened by the knowledge that the company is well

prepared for further growth and able to meet the challenges of the demanding years that lie

ahead
This was printed on frosted clear paper, overlaying a picturesque, colourful scene of the Auckland harbour,
and bridge. As can be seen, it cannot exactly be called a mission statement, in the way the others of this
era were, but it since it was given prominence in the annual report, some importance must be placed on it.
A new Chairman had been appointed due to the unexpected death of long-time chairman H.N. Avery, and
this statement can be seen as an attempt by the company to align the imagery with some concept of a new
company identity, and this was important to the company for many changes were about to take place. AHI
joined forces with Carter Holt Holdings Ltd in 1986 to form Carter Holt Harvey Ltd Group (CHH), and in
each of the remaining years in the 1980s company activities were governed by a stated corporate
philosophy (usually overlaying a scenic depiction of company asset e.g. a trawler for Sealord, riding the
waves (CHH, 1987) that encompassed adding value to natural resources, ensuring stability of overseas
markets, market leadership, evaluating new technology, providing an open management style for the
benefit of employee relations, maximisation of profits, and ensuring a fair rate of return for shareholders.

An obvious exclusion from this list is the social contribution issue, which appears to be mentioned by every
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other company studied in this decade. Although company products are shown in often documentary style

photography in CHH, there is no explicit link between sales of product, and the provision of social welfare.

During the latter half of the 1980s Waitaki International Ltd experienced many problems, which reflected
the troubled nature of the rural meat industry in New Zealand generally. Sudden withdrawal of government
support resulted in dramatic reductions in farm incomes, which influenced production and thus supply to
Waitaki was inadequate to meet the demand of its overseas customers. In 1986, Waitaki tried to solve this
problem by purchasing additional plants, with the support of Watties and the Meat Board. However, this
strategy proved to be ineffectual, and losses occurred in both 1987 and 1988. Imagery in these two years
however was still 11% and 13%, with products photographs depicting processed foods and by-products,
which actually were profitable lines of the company. Unlike other companies of this time, no mission
statement was printed, nor was there any evidence of corporate philosophy, or company values. It could be
assumed that company survival was the principal concern at the time, rather than any esoteric concerns
about social welfare. Although the rural community and shareholders would have borne the brunt of the
losses, and the results of rationalisation and restructuring, such as job losses, lack of returns and lack of
markets, no acknowledgement was displayed by imagery of these “bad news” occasions in the annual
reports. According to company sources, there was no 1989 annual report printed, and in 1990 the company

was absorbed by farmer co-operative, Alliance Group.

The first annual report of Fletcher Challenge Ltd (FICh) was in 1981, due to the merger of Challenge
Corporation Ltd, Fletcher Holdings Ltd and Tasman Pulp and Paper Co. Ltd. This resulted in FICh being
the largest publicly listed company in New Zealand. The Chairman's report for this year summarised the

statement of purpose as:
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“to survive as a company which:

-is New Zealand-owned and managed

-strives for excellence

-operates with integrity and an open management style

-seeks a leadership position

-pioneers new activities and methods of business

-has a commitment to its traditional business

-acts with social responsibility”.
Throughout the 1980s, this philosophy statement appears in every annual report, usually alongside a large
picture depicting company activities (e.g. tree-cutting scene, FICh, 1983). As can be expected, imagery
representing company identity increased markedly in 1981, as did product photography. Products from
each of the company sectors were depicted amounting to 11.3% of the total annual report area. From 1985
to 1990, imagery content ranged between 10% - 20% of the annual report, with product imagery
predominating. No further attempt was made to produce an annual report with an educational bent such as
the 1976 magazine with essays. However, social reporting was attempted, but again, mainly by narrative
disclosure. A variety of pictures did accompany the page devoted to “Corporate Responsibility” in the 1986
report, but rather than concentrating on how the company activities contribute to social welfare, the
activities of the Fletcher Challenge Charitable Trust were described. How this trust is funded was not
disclosed, but it must be assumed to be from company resources. Grants were made from this trust to the
arts (an exhibition and tour of Inca gold pieces), education, youth, handicapped, medical research and
sports activities such as the well-known Fletcher marathon. The rural community also received substantial
sums from this charity for security and safety, as well as victims of the South Canterbury floods. Pictures of
these recipients were shown alongside the text. Fletcher Challenge Ltd stated that it was committed to
“assisting people in developing their potential and achieving excellence”. These sentiments are admirable,
but again, the issue of an elite deciding what is, and what is not, eligible for a distribution from company
funds still arises. It was reported in the 1989 report that $2.5 million had been distributed by the trust in the
past five years. In 1989, also, the statement of purpose did not include the statement on social
responsibility, although community programmes for decentralised support were mentioned, and a small
picture appeared representing the company's concern for conservation of rare New Zealand birds. Mention

was made in the CEO'’s report of the issue of toxins appearing in pulp products. The company had “acted

to reduce dioxin levels”, but none of this “down-side” of company activities appeared in the imagery.
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Imagery represented nearly 20% of the 1989 annual report, and these were mainly descriptive,

documentary style photographs, in an operational setting.

1990 - 1997

Williams & Clark (1995) describe New Zealand in the 1990s has having the choice of either creating a
future as a successful global trader, or staying out of the international mainstream, which meant in their
view that New Zealand would inevitably become a third world economy. Annual reports of New Zealand
companies in this decade reflect the attempt to become global. Few of the companies studies were owned

by New Zealand shareholders, and some had already been sold to outside interests.

In contrast to the predominantly documentary style of the 1980s, the style of presentation of product
photographs in company annual reports of the 1990s changed with this mcre global and internationalised
environment. Fletcher Challenge appeared to become interested in presenting pictures emphasising how
its products looked. Pictures started to appear depicting not only the practical, performance aspects of its
products, but also aesthetic properties. A good example of this is the Fletcher Challenge 1994 annual
report (Forest Division) which includes some large photographs showing how wood products may be used
for practical purposes (HongKong Jockey club swimming pool), while simultaneously looking rather
spectacular (Refer Plate 8a). In the same report, pine products which had previously been regarded as
rather plain, were shown as “a work of art” (Refer Plate 8b). This consideration of elements beyond use for
its products can be seen to reflect the company's intended contribution to the lifestyle of consumers of
these products. While they may also be seen as an up-market advertising feature, the company can be
seen to have an influence on social values, by presenting what Preston et al., (1996) describe as “data
intended as social facts” (p. 114). This idea is reinforced further in the 1996 annual report of the Building
subsidiary (Fletcher Challenge split into four separate subsidiary companies in 1995) which showed a
picture that explicitly states how companies can attempt to influence social values. For, alongside a large
picture of a new house complete with swimming pool, garage, landscaped grounds, and other items, was
the heading “Where our products go in the construction of a typical New Zealand house” (Refer Plate 10).
This suggests that, although the company may be simply trying to describe accurately how its products

may be used, it is also attempting to categorise what may be regarded as “typical” housing in New Zealand
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society, by using (startling, brightly coloured) imagery. One concludes from this that Fletcher Challenge had
set itself the task of globalising New Zealand tastes and values regarding housing, and wood products in
general, not only to sell its products, but also to ensure that the New Zealand consumer is being
conditioned into international “wants” rather than “needs”, so that the threatened dive into third world status
did not eventuate. Conditioning of wants is described by Ewen (1988) as “consumer engineering” (p. 43),
and by Ewen & Ewen (1994) as “packaging motives” to “generate suitable public reactions” (p. 218).
Regardless of what it is termed, this characteristic of economic elites, such as the directors and
management team of large influential companies, results in the suppression of thought of the consumer,
and, as Ewen (1988, p.263) predicts, “as stylised images and easily scannable copy become a ubiquitous

part of our social landscape, other ways of knowing, alternative ways of seeing become scarce”.

In 1989, Fletcher Challenge declared in its annual report its intention to remain New Zealand owned and
managed, yet by 1997, no such statement appeared in any of the four separate reports printed. The
majority of its shares were owned by a nominee company, and if company practice is consistent with past
stated intentions, it can only be assumed that this nominee company is New Zealand owned. Conditioned
wants such as those being cultivated in New Zealand by the imagery found in 1990s annual reports of
Fletcher Challenge Ltd. are vital to this company's long term survival. This is because the company has an
assumed intention of remaining New Zealand owned, and would thus have to rely upon the survival of the
New Zealand economy for its own survival. It cannot be necessarily assumed, however, that what is good
for Fletcher Challenge is good for New Zealand. For, although attempting to be regarded as globally
proficient in financial markets, it appears there is still some way to go before New Zealand will be regarded
by its listed companies as an integrated, multicultural society. This can be seen in the same 1994 Forest
Division annual report, and even on the same page that pine is depicted as a work of art (Refer Plate 8b),
where, a “typical logger” is shown, complete with chainsaw, and safety clothing. The man is of Maori
descent. This is an example among many that were found throughout the whole period under review,
where Maori & Pacific Islanders appear only as workers and labourers, not as managers or consumers (for
example, refer also CHH 1997). No acknowledgement was found in any of the annual reports of a middle

class “consumer” status of non-white New Zealanders, including Chinese or Asians. Since, in the 1990s,
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most of the companies selected were owned, and listed overseas, it would be likely that readers of these
annual report are unfamiliar with the structure of New Zealand society. Some overseas shareholders may
have only the annual report of the company to indicate life in New Zealand. From a global perspective, it
may not be important that pictures in annual reports demonstrate the nature of New Zealand society. Yet, if
only one selected part of New Zealand society is constantly chosen by the company management or its
designers, and depicted in imagery which represents company values in the annual report, then this
suggests that either company sees its intended audience of the annual report not as society-as-a-whole,
but that part of the audience that identifies with the values that the images depict; or else the company is
trying to influence societal values towards those of the depicted class or race. Examples of both these

instances are found on this same page of the 1994 Fletcher Challenge (Forestry Division) annual report.

In 1996 Carter Holt Harvey gave an example of the way in which annual reports may be developed which
disputes the idea of consumer conditioning. Although not wholly New Zealand owned in the 1990s, this
company raised questions about its role by asking “How do you measure progress" and “How do you
create value”, all with mysterious looking swirling photographic effects accompanying these guestions.
(Refer Plates 9a & 9b). It also used these dramatic swirling effects as a background to statements such as
“VALUE, where we've come from and where we're going”, and also to explain the connection the company
made between progress and the company success. (refer Plates 9¢ & 9d). These are explicit attempts to
show a connection between company activities, and social progress, and good examples of how imagery
is used (in conjunction with text) in order to depict company values. These represent a sophisticated
approach to company activities, which assumes also some reflective capability on behalf of the reader. The
company , through interviews with the Chairman, and Managing Director, then attempts to answer these
questions in relation to the role CHH can play. Further development was also done in the CHH 1997 report,
where a company slogan “Making it" is split into five categories, (“making it first”; making it as a team;
making it for the customer; making it go further; making it safe) each of which can be seen to represent a
company value. These values were then discussed through the use of narrative, although not with the
executives this time, and depicted through generous use of imagery, in relation to company activities (refe.r

Plates 11a, b). These two consecutive years’ reports by CHH suggest that a corporate elite in New Zealand
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can possibly become reflective about its role, which instils a certain confidence that indeed their influence
may be benign. In the 1997 CHH report there is a large picture of two laughing Maori men (used to depict
“making it as team”), clothed in overalls, who relate the real difference a company course in communication
and learning made to their outlook towards the company and their personal lives. Is this what Ruskin was
referring to when he stated that profits should be sacrificed in order to construct a nurturing, patriarchal and
educational relationship between the worker and the employer? This indeed seems a meritable attempt by
the company to do just that, except for a small statement that is also attached to this photograph “The
Communication and Leadership programme promotes individual growth, a team environment, and the
economic viability of the Company’ (italics added). Thus, again, it appears that as long as employees show
ability to work for the company, the employee will have to endure ‘educational’ courses such as these to
ensure they are fully ‘company-conditioned’ into providing profits for the company. Although employee
photographs maintained a relatively small profile, compared to products, the smiling faces of these
employees had a large dramatic effect, and may explain the reason why imagery is declining. The
combination of photo-technology and use of dramatic effect could mean that in the 1990s, imagery now no

longer needs to maintain high proportions of the annual report area.

Another company to use dramatic effect more fully in the nineties than in previous years was Wilson &
Horton Ltd. Even though, in its 1996 annual report, imagery area exceeded (by a small percentage) that of
the financial statements area, through use of many key words, such as “success”, “focus”, “strength”,
“expertise”, and the use of bright, glossy colour, this company portrayed itself as a major player in New
Zealand media industry. In this report also, it was announced that Wilson & Horton would be going global,
in that it was about to be fully owned by Irish company Independent Newspapers Plc. The lack of need to
market itself as a future share investment, means that this imagery was obviously not aimed at
shareholders, but it could be seen to be aimed at the stated ‘very valuable international associations’ in
Ireland, Britain, South Africa, Australia, and France. No attempt appeared to be made to influence social
values, as it was likely that this was left to the product itself (i.e. the newspapers). This document appeared
to be what Preston et al. (1996) termed “marketing tools” or a “means of communicating a particular

message” (p.114) aimed at the aforementioned valuable associations.
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Preston et al. (1996) discuss several features of an annual report that appear when it is used to convey an
intended corporate message. The annual report contains a ‘carefully manipulated sales pitch’ (p. 114), (i.e.
advertising), impression management, satisfied customers, and some consideration of social and

environmental concerns. These are all present in the Wilson & Horton 1996 annual report.

These features are also found together in the annual report of other companies. The annual reports of
Dominion Breweries Ltd., for example, typically contain large amounts of product imagery in the 1990s.
The 1993 report also contains the features described by Preston et al. (1996) which indicate that it is
intended to be used to convey a corporate message . Apart from a minor amount of logos, photography is
the only type of imagery used in this report. Large pictures appear of cans of beer exploding, and two very
satisfied looking customers ( a man and a woman) are laughing at each other over their beers. An array of
brands is laid out on another page, with a blurred overlay. According to the Chairman's report, brands are
being relied upon to rebuild the company after a period of poor profitability. Yet poor profitability has not
prevented company funds being directed towards non-profitable areas, such as sponsorship. These “social
concerns”, represented as donations to sport, are reflected by showing a full page photograph of the torso
of a rugby league player, clothed in a jersey complete with ‘DB Bitter' written across the front of it. Yet
social concerns seem insincere when the Chairman's report refers to new drink driving laws as a ‘setback’.
The sincerity of social concerns can also be questioned when this sponsorship may merely be another
form of advertising, or impression management. Further, neither the concerns about profitability, nor the
treatment of a widely welcomed piece of drink driving legislation are depicted by the use of imagery. In this
annual report, company values are not found in the imagery. Thus the example of a benign management
becoming more reflective about its role in New Zealand society, and showing this through imagery, as
found in the CHH 1996 and 1997 annual reports, may just be a lone example, and not a trend. However, by
1997, DB had not only changed its Managing Director, but also subtly changed the way in which its product
was represented. In a full page (mainly narrative) report, the relationship of the DB Group and the
community was outlined, describing a campaign with the message ‘Know Your Limit'. The message

concentrated on the fact that DB manufactured a quality product, using the latest technology and expertise.
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DB described the programmes undertaken in order to educate beer drinkers about the benefits of
moderation. Further evidence of their commitment to encouraging a responsible attitude to alcohol is
shown in their suggestion that wine should always be enjoyed with food. This is displayed by their ‘Corbans
Wine & Food Challenge’. This page showed a relatively small picture of a bottle of expensive wine, beside
a beautifully presented plate of food, displayed in glorious rich colours. This is an example of not only a
continuing trend in the late 1990s where company values are explicitly represented by imagery, but also it
shows how, by the use of dramatic style and colour, the area of imagery is reducing while still maintaining

the message.

Brierley's Investments Ltd show few signs of a benign reflective capability. In its 1996 annual report, its
stated objectives are, as always, to maximise shareholder returns through growth, and these are made
clear in narrative form. Some evidence is displayed of company values through the use of imagery. For
example, beside a photo of the “Sky Tower" is the statement “Sky city provides value to the New Zealand
economy by creating jobs and paying taxes’. However, imagery is depicted less often in the annual reports
of the late 1990s and this may be linked to increasing profitability problems (which could highlight an area
of possible future research. Problems have erupted in BIL since this study was done, resulting in the
sacking of the Chairman, Bob Matthew, and the replacement of two directors at the 1998 AGM (one being
the only woman BIL director, Fran Wilde). It should be noted here that the 1998 annual report cover was

completely black, with only logos as the imagery content.

In 1991, the annual report of Goodman Fielder Wattie Ltd (GFW) displayed a huge photograph of a loaf of
bread, alongside statements of “who we are”, “what we do”, “how we work”, and “where we are going”.
These statements of values are concluded by the statement, “these initiatives...will sustain growth and
increase the value of the company for its shareholders” , and this was to be achieved by “confirming a
leading position as a supplier of innovative, premium quality, nutritional food products”. Use of “larger than
life” pictures of products are thus used to accentuate these company values, although, admittedly, this
cannot be interpreted as being any more ‘reflective’ than previous decades. What is also interesting about
this report is that the cover page, and the back page depict a photograph of a young red-haired, freckled,

mischievous yet healthy looking boy, eating with obvious enjoyment from a large can of Watties baked



87

beans. Watties baked beans are also prominently displayed on the first page, again, larger than life.
Watties Industries appeared to be an important part of the operating structure of the business, and the
contribution of Watties products seemed to be integral to what GFW was about, if the imagery was to be
believed. However, in the 1992 GFW annual report, it was announced that Watties was to be sold to Heinz,
for a good price, which, they said, would be of satisfaction to the many shareholders. This sale was in line
with company strategy for growth and concentration on core business. However, although it would be
possible that GFW was negotiating the sale of Watties as the 1991 annual report was being prepared, this
can be seen as an example of how imagery is used to screen future decisions from not only the
shareholders, but any reader of the annual report, and thus is another example of imagery being used to

promote ignorance in the market place.

This concludes the critical analysis of product photography for three decades from 1970 to 1997. The next
two sections will critically analyse the subject matter of photographs identified as appearing most often after

products, directors, and technology.

7.2.2 Directors

Photos of directors in annual reports can be viewed as electoral photographs, since voting forms for
directors accompany each annual report. Barthes (1957) describes an electoral photograph as “the effigy
of the candidate (which) establishes a personal link between him and the voters” (p.91). Electoral
photographs are a method by which the candidate can say “Look at me: | am like you” (p.91), and thus the
voter is invited to elect someone familiar and known, someone who has “a thoughtful gaze, nobly fixed on

the hidden interests of Order” (p.93).

Director photographs in New Zealand company annual reports, in the previous analysis, have been shown
to represent a significant portion of the photographic section of an annual report (refer Appendix 9). There
are certainly “hidden interests” involved, as no explicitly stated political or economic stance or agenda of

directors was ever found to appear in any of the annual reports studied. What kind of order they represent
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can not always just simply be assumed either. One sees the photograph, often black and white, and there
is sometimes, although rarely, a brief paragraph describing the past business history of the candidate,
accompanied more recently with a declaration of business interests (now statutorily required). How is a

voter to decide for whom to vote, when it is not known for what s/he is voting?

Barthes (1957) identifies several different types of electoral delegates:
-one that stands for status and respectability
-one that is intellectual
-one that stands for health and virility; “the good-looking chap” (Barthes, 1957, p.92).
Further, much rests on the angle of the camera. For Barthes, a full-face photograph represents frankness,

and a three-quarter angle, (especially with the face turned towards the light) represents idealism.

Although one can hardly expect that a directorship is obtained in New Zealand companies simply with one’s
good looks, directors are expected to be well-groomed, because this is what makes them “likeable and
credible” (Graves, Flesher & Jordan, 1996, p.74), and thus pictures of the board are a “rhetorical strategy
intended to persuade the reader of the credibility of the reports” (p.75). Use of black and white photography
represents honesty, and “crisp, steely authority that colour can't touch” (Squiers, 1989, p.209). During the
1970s, many director photos contained in New Zealand company annual reports were in black and white,
consisting of head and shoulder shots, often smiling, and always dressed in a dark suit, light coloured shirt,
and conservative tie (Refer Plate 4) . The authority of the director as an influential presence within the
company is thus represented. The Chairman was often singled out as the only picture appearing in the
annual report, and often it was the same picture appearing year after year. For example, BIL chairman R.
Brierley was represented by the same black & white photo heading his chairman’s report for six years from
1972 - 1977. Quite a remarkable change had occurred to his appearance during that time. Reality was
definitely not attempted here. Group photos of the board were also common, often grouped around the

seated Chairman, at one end of the boardroom table, smiling. ' )

In addition to the “hidden interests”, choice of directors was not from a wide, representative sample of New

Zealanders (Simpson, 1984). Thus the “Order” characterised by director values can be seen to be of a
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particular type. During the seventies, directorships can be seen to be reasonably stable, with movements
on boards not being too controversial or prolonged. This was especially so for the position of chairman.
This probably reflects the family origins of many of these businesses: Sir James Wattie, who surrounded
himself with his sons on his board, was chairman until 1973, and the new chairman, DF McLeod supported
by these same sons (one as managing director) held this position until 1980. Sir Pat Kelliher was chairman
of Dominion Breweries throughout the seventies (he retired in 1982), Sir Ron Brierley relegated himself
from chairman to a lesser role as “founding president” in 1989, and Fletcher Challenge’s Sir Ron Trotter
retired in 1995. All were male, and were likely to have come from white, middle class backgrounds
(Simpson, 1984, p.73). The world of the dispossessed was far removed from where these men came from.
Thus the values they would be expected to espouse (disclosed or not) would all be alike, or at least
compatible. These men, by their very willingness to be on a board of directors of a company, meant that
they stood in support of the existence of the corporation, and all that would mean regarding the particular
economic “Order” characterised by the market. In the seventies, separation of the corporation from social
issues was not a circumstance that was questioned, or mourned. Acclaimed as men of vision, (often are
now knighted), these men are honoured for the contribution they have made to New Zealand society. The
picture of the Chairman may then be assumed to be representative of the values of the company: white,
male, conservative, middle-class. Can these be termed “visionary” values, or those simply of the status-

quo?

During the 1980s and 1990s, director movements were more pronounced, which is indicative of the
profound corporate upheavals of the times. It is interesting to note the indisputable influence of BIL board
members on other companies. Photos of sometime members of the BIL board have appeared at
apparently crucial times, on some of the other companies sampled, for example :B. Hancox and S.
Cushing (CHH, 1992), R.H. Matthew, R. Brierley, P. Collins, B. Hancox (Magnum, 1987), B. Hancox
(EMCO, 1985 (part year)), P. Collins, Loewenthal, (NZI, 1986). If a photo of a BIL board member appeared
on the board, one could surmise that there was a take-over in the offing, or an impending sale. This was
deemed to be all in a days work for BIL, as indeed it was their stated intention, but it was highly likely to be
greeted with reservation by the receiving board. In fact it resulted in a negative, unsettling effect on the

results of EMCO, whose managing director (R.N. Mason) made these remarks in his report of 1985:
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The period of intense activity which followed Brierley's bid in April of this year for the EMCO

Group - now withdrawn - had an unsettling effect on our operating companies and their staff, and

diverted the efforts of senior management away from the main purpose of running the group

profitably. EMCO feels comfortable with Steel & Tube......

(EMCO, 1985).
It is of relevance to note that directors were represented by way of sketches, rather than photographs, in
the 1985 EMCO annual report, and the area of these sketches was more than six times the area devoted
to directors in the previous three years. The sketches were all colourful, and flattering (refer Plate 5a & 5b).
It could be seen to be a celebration of the existing hierarchy, depicting business as usual, and suggesting
that perhaps things were going to get better now that a problem area had been removed. To substantiate
this further, company profitability was apparently down, but photographs of products represented 10.5% of

the total area of the annual report, which represented a 66% increase in product photographs from the

previous year. Here the pictures seem to complement the words.

Another close corporate relationship with common directors occurred between Watties, Fletcher Challenge
and Waitaki. Watties eventually came to own a 40% interest in Waitaki International in 1984, which was, in
1988 partly sold to Garway Investments Ltd (the joint venture company of Goodman Fielder Wattie Ltd and
the Meat Board subsidiary of Freesia Investments Ltd). Fletcher Challenge also owned a 29.7% share of
Waitaki International. Two Fletcher Challenge directors were appointed as well as GFW chairman, P.
Goodman as chairman. A small photograph of Goodman as chairman was present, but no photographs of
the new (or existing) directors. What was left of Waitaki International was acquired by the co-operative,
Alliance Group Ltd in 1990. Presumably there was no need for director photos to appear, as they were not
intending to participate in the voting process in the future. Decisions were made by faceless people
apparently put there to do a job, then leave. Waitaki shareholders, and other stakeholders (such as
employees) undoubtedly suffered from these decisions, but again, this was not represented by any
photographs. It is interesting to note that product photographs, again, increased from 63.25 sq.cm to 1714
sq.cm. in the period 1986 - 88, an increase of 2609%! again reinforcing the message of “business as

usual”, despite major company board and structural adjustments.
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A “business elite” has been shown to exist in New Zealand, which has been described as follows:

Power in business seems to lie with large corporate shareholders, many of them transnational,
preoccupied primarily with their profits. Directorates interlock in such a way that there is much
less competition among companies than is often imagined and day-to-day control is in the hands
of a relatively small group of directors and chief executives who are not in practice responsible
primarily to either their shareholders or the community. They exhibit attitudes which are
significantly more conservative and authoritarian than the community at large, and are drawn
from a relatively narrow group within society, self-perpetuating and itself recruiting on the basis of
socio-economic background and shared conservative attitudes, rather than merit and ability.
(Simpson, 1984, p.81)
This business elite is in evidence by the directors pictures in annual reports. What is not in evidence,
however, is any reference to the “moral guardian" aspect. Although significant service to one's country is
certainly widely regarded as criteria for a knighthood, guardianship as to morals, values and perhaps,
“vision”, appear to be beyond these criteria. From the foregoing quote, it could be suggested that a

knighthood maybe the only recognition this business elite aspires to.

Self congratulatory management accolades such as those described by McKinstry (1996) reinforce the
privileged position held by the directors. It is also a method used to justify large remunerations to directors
as suggested by McKinstry (1996). These have been a feature of annual reports in the UK since 1981
(McKinstry, 1996), and occur through the presence of “profiles” and “interviews” of Managing Directors,
Chairmen, and CEOs. In New Zealand such profiles and interviews started to appear in the nineties, for
example: CHH, 1996;DB, 1996;BIL, 1995, 1997. Common throughout the period under review were also
other celebratory practices of director personalities such as photos of painted portraits, or in the presence
of important people, such as Prime Ministers, mayors and royalty: W&H, 1988, 1996; AHI, 1982;W atties,
1974, 1976;DB, 1982; BIL, 1996. Squiers (1989) remarked that it is unusual for a CEO to market himself,
and used an example of where a CEO’s photo dominated the annual report, appearing in almost every
picture. She suggested that this was to stamp the power of the CEO to manage the company through hard
competitive times. No evidence of this was found in any of the New Zealand company annual reports
examined. The company with the largest area devoted to directors was Brierley Investments, in 1994, but
this area was mainly devoted to group photos. Average areas devoted to directors in all of the companies
sampled did not exceed 2% of the total area of the annual report (refer Appendix. 10). It may also be

interesting to note that there are few women directors (photographs of only two were found: Kerrin Vautier
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(FI Ch) and Fran Wilde (although not elected in 1998) (BIL)), and no Maori director photographs were

found at all in the companies sampled.

Use of Barthes’ method of discerning personality traits through photos may be a bit trite, but that is all
stakeholders have to go on. Stakeholders really have little basis to judge what potential direction a director
might go on a particular issue as no other information is offered as to directors’ values, family backgrounds,
educations, values. In addition, photos of directors are not present in all annual reports. Those that relate to
the image represented by director photos in an annual report are, presumably, only those who would aspire
to be like them. By glorifying the achievements of directors, the implication is that everyone would want to
be like them. This is not necessarily so. As Simpson (1984) has pointed out, it must be remembered that
these are leaders who operate in an erstwhile egalitarian society, but who do not accept its fundamental
beliefs, because they would otherwise not have gained the position in the first place. While interpretation of
photos may shed some light on what directors look like (or have looked like in the past), it may still be
unwise to assume that by placing electoral photos in an annual report, directors are able to say: “Look at

me: | am like you”.

7.2.3 Technology

“In the salient experience of work, men live more and more outside nature, and less and less with
machinery and things; they live with and encounter one another” (Bell, 1973, p.488).

Bell (1973) explained that early man (man faber) sought to make things in order to remake nature into
something that would enhance man’s powers. The industrial revolution took this “remade nature” and
imposed a “technical order” upon it so that engineering feats could distribute resources and climates, so
that technology was a game against fabricated nature. The post-industrial society, however, is “essentially

a game between persons” (Bell, 1973,p.488).

Nisbet (1971) describes technology as “the application of rational principles to the control of re-ordering of
space, matter, and human beings” (Nisbet, 1971, p.41). He suggests that technology now has its own set
of governing values that in the minds of many are sacred, and there is now no longer any need for

technology to justify itself by its contributions to other spheres of society, because now the ends of
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economy are subordinate to the ends of technology, rather than the other way around. This results in moral

conflict with other institutions in society, such as the political, aesthetic, religious as well as the economic

(p.41).

A good example of this moral conflict is the issue concerning the replacement of the human being with a
machine. This situation is found to be celebrated in New Zealand company annual reports, and
furthermore, is represented as essential to economic progress. For example, in the centenary copy of the
Waitaki annual report (1980), photographs are shown of the progress made from an early century manually
processed killing chain, to the modern computer controlled sanitised process. Another example is also
depicted in the Wilson & Horton (March) 1995 annual report, where a comparison is made between
technology used in earlier times (man in overalls tinkering with oily gadgets and levers on huge machinery),
and current times (man in clean white shirt reading newspaper with clean blue computerised equipment
beside him). The concept of technology enabling human beings to be released from work to an increased
leisure time is an issue that Riesman (1971) describes as follows: “those who have been recently released
from underprivilege by mass production and mass leisure have gained, along with an often meaningless
political vote, an often influential voice in the direction of consumption and hence of production” (Riesman,
1971, p.73). He regards this sudden onrush of leisure as “technological unemployment” (p.75), and
highlights the inadequacies of education that has not prepared this class of society for the pace of change
and creation of “new wants” (p.75). Annual reports do occasionally depict employees filling this spare
leisure time as shown by employees on company picnics (GFW,1992), and company-sponsored activities
such as fun-runs (AHI, 1985), but do not appear to address any social issue of “technological
unemployment”. In most annual reports where technology was presented, pictures were shown of some
new item of machinery purchased in the year, to depict progress and efficiency. Employees were also often
depicted operating these machines, complete with protective clothing, possibly showing the health and
safety aspect. Well trained, “expert” employees deftly operating, and interacting with, complex machines
are celebrated in many annual reports, one example being the 1981 DB annual report. Preston et al. (1996)
discuss the situation where “the human organism is increasingly being incorporated into a newly emerging
set of biotechnical arrangements” (Preston et al., 1996, p.132), and note that the interface between the

biological and the technical is becoming blurred. They find that imagery depicted in annual reports
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sometimes confuses the image of people working with machines, and people working like machines. They
suggest further research into the “machine/human/nature interface” (p.135) to open a critical dialogue
about the role of corporations in society. Although explicit examples of imagery similar to what Preston et
al. (1996) found (where a man is gradually being taken over by a machine) were not found in this study,
there were many example where it was easy to see how this could eventually happen. For example, in the
previously mentioned 1981 DB annual report, in order that an employee can “operate” the large complex-
looking array of machinery, he is required to step into a small enclosed space made as part of the
machinery, to accomplish what might be regarded as the “human” contribution to what the machine
achieves. Rather than being in control of this machine, the operator can be seen as just one part of the job

of this machine.

Imagery depicting technology in company annual reports for the period 1970 - 1997 can be described as a
demonstration of how the company uses technology to become more efficient, thus reducing the costs of
operation, and thereby improving the return for shareholders. Throughout the period under study, there
appeared to be no attempt to show the impact of technology in a sociological sense, or as Bell as
described above, “a game between persons”. This suggests a constant belief by New Zealand companies,
in the powers of technology, rather than people, to resolve countless economic and social problems. This
is described as Fordism by Batchelor (1994, p.1), and belonging to a now out-dated American modernist
era. If this is correct, this also suggests that the growing sector of New Zealand society affected by

companies is not yet at the stage of social development where it could be called a “post-industrial” society.
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CHAPTER EIGHT - SUMMARY AND CONCLUSIONS

8.1 Summary of Results

“The absence of all corporative institution creates, then, in the organisation of a people like ours, a void
whose importance it is difficult to exaggerate” (Durkheim ,1968, cited in Giddens, 1994, p.104)

The argument leading to the statement of the research problem in Chapter One raised several issues
regarding a possible relationship between imagery in company annual reports and corporate values: does
imagery in annual reports enable one to judge whether the company is concerned about the consequences
of its actions?; does imagery in annual reports exploit people for the purpose of impression management?;
and does imagery in annual reports enable social comment which results in construction of New Zealand
social values? It was decided in Chapter One that, when looking at the role that companies play in
contributing to social welfare, it becomes increasingly important that society knows what type of social
values or agendas a company sanctions. This is because the state's governance over social welfare has
been relinquished in favour of the corporation, due to deliberate policy decisions. Thus economic and
political voting choices regarding social welfare issues are now required to be made by participants in the
market, rather than the electorate. As a result, companies and their values have come to play a very
important role withir} society, and the company annual report is a logical place to go in order that some

information regarding company values may be obtained.

The research problem addressed the issue of whether New Zealand companies use imagery to report their
values that inspire and underlie their activities, and two specific questions were identified: to what extent is
imagery used in company annual reports; and, to what extent do New Zealand companies reveal their

values through the use of imagery.

An alternative approach to accounting research titled “the Political Economy of Accounting” was adopted

which recognised that accounting reports serve specific interests other than that of the shareholders, that
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these specific interests operate in an environment full of conflict, and that self-interested behaviour may be
a result of how society is organised, rather than choice of individuals. Three imperatives of this approach,
“be normative”, “be descriptive”, and “be critical”, were used to structure this study. The normative stance
taken was as a direct result of the importance of the role of companies now being undertaken in New

Zealand society, and was specifically stated as “that New Zealand companies should report in their annual

report on company values that inspire and underlie their activities for the year". This stance could highlight
possible rich insights as to the role of companies in New Zealand society, but also indicate attempts by
companies to report on some aspect of social accountability. The descriptive part of the study was
essentially an attempt to address the “what is” side of the imagery content of annual report and was dealt
with by Question One. The results expected to show that the extent of imagery in company annual reports
is increasing over the period under review, and, if this is so, the implications for accounting with its
numerical focus would be discussed. The second research question critically analysed the extent to which
images found in company annual reports revealed company values, and during this study, a link was

expected to be identified between company values and social values in New Zealand.

It was found, contrary to that expected, or that suggested by the literature (e.g. Lee, 1994; McKinstry,
1996), that imagery represented less area of the annual report than the financial section. Although the area
devoted to imagery was found to be increasing at a faster rate than the area devoted to the financial
information in the period 1970 to 1988, it was increasing at a slower rate in the period 1988 - 1996. From
1997, the area devoted to imagery has declined. Overall it can be seen that the New Zealand company
annual report is predominantly a financial document with regard to area, since imagery currently amounts
to approximately 12% of the area on average, compared to 40% devoted to financial information. Very
rarely did the imagery content exceed the financial or narrative content, yet the literature suggests that the
area of an image may be irrelevant, due to the impact an image has, when compared to words or text.
When analysing the types of imagery present in New Zealand company annual reports, it was found that
photography has always been the most used category, with logos used the least. Photography has
demonstrated a very large increase in area over the period under review, but as a percentage of the total

area of annual reports has declined in all content areas since 1995. Products predominated as
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photography subject, which was suggested by the literature, but not to the extent found in another reported

study. Technology and directors were ranked next after products as the most used photography categories.

This part of the study provided some hard data from which to make some qualitative assessments. It set
out to find exactly whether imagery was important as to area of an annual report. The results show that
imagery is of minor importance with regard to area, and in fact, photography, now identified as the most
used imagery type, is decreasing as a percentage of the total annual report area. This part of the study has
also enabled some ranking to be done in the subject matter used by photographs in order that the most
used subjects (i.e. products, directors and technology) can be studied further. It has also created a few
more questions. For example, why is photography decreasing in use? And, why are financial statements as
well as imagery decreasing in % area, when the requirements of legislation would suggest otherwise? The
critical part of the study does not address these questions directly, but some speculation may be possible

from the insights gained.

Although imagery has now been identified as having little importance with regard to area, as stated above,
the literature suggests that area may be irrelevant. Products, directors and technology have been found to
be the most used content of photography, and these subject matters need to be critically examined further,
by relating the ‘what is’, back to the ‘what should be' stance. Specifically, if companies should be stating
their values through the use of imagery, what company values are being portrayed in these photographs of
products, directors and technology. A brief summary of the findings of each section is as follows.

Products

1970s

Explicit statements of company values were found to be rare during this era, whether by narrative form or
by imagery. One example was found (BIL, 1979) where company values (i.e. companies should contribute
to worthwhile community activities) were expressed through the use of imagery, yet the appearance of this
seemed at odds with company activities. There appeared to be some conflict between company values
stated in the annual report which was never acknowledged by the company (i.e. shareholders vs.

community). Yet this was an early example of a company attempting to show some degree of corporate
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accountability for its actions, by stating what a successful company should be doing. The contribution of the
company product towards social welfare was implied in most cases, and imagery tended to be of an
illustrative or documentary nature. The nature of some products made documentary depiction difficult (e.g.
insurance, and financial investment), and companies in these industries resorted to simply depicting
consumers rather than the product itself. Use of persuasion techniques, and image management were also
rare. In the case of DB, where over-consumption of the product can be seen to have important social
consequences, no acknowledgement was made by the company to specifically address this issue.
Although also rare during this era, this could be seen as an example of imagery being used to exploit the
consumer for the benefit of company profits. Imagery depicting bad news occasions of any company
activities (such as drink driving accidents, or family violence due to alcohol, for example) were not found for
any company, throughout the whole period under review. Overall, imagery in the New Zealand company
annual reports of the 1970s represented a rather conservative view of their activities, and their role in
society, although the Challenge Corporation Ltd annual reports for 1976, 1977 and 1978 are exceptions to

this.

1980s

The 1980s were characterised by hard times for many New Zealand companies and extremely good times
for others. In the companies selected for this study, product imagery increased generally, and companies
started to become more explicit in consideration of their role in the New Zealand economy, and society in
general. Mission Statements began to appear, accompanied by imagery that tended to become less and
less of a documentary nature, and more celebratory of the company activities and products. Imagery
became to be used more as advertising, even to the extent of using disasters as naturally occurring
advertising opportunities. There was also a tendency to invest in artworks during this decade, and many of
these investments were shown as photographs in the annual reports. In addition, there appeared to be
increases in the advertisements of corporate sponsorships, and donations towards good causes, and these
were also depicted by imagery. This may have been a reflection of a more sophisticated attitude towards
the role the company undertook in society. Although company values were becoming more explicitly stated,

evaluations by companies of how well these companies achieved their values were non-existent. Further,
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no evidence was found of any contemplation of the consequences of these values. For example, the issue
of a whether a managerial elite should be deciding what good cause is to be the recipient of company
funds was never discussed or even identified in these annual reports. Thus, although New Zealand
companies considered themselves to be coming of age with regard to making certain lifestyles possible (to
some) through making certain products available, any connection made through the use of imagery

between products and overall social welfare still seemed to be rather simplistic.

1990s

Annual reports of this decade are dominated by the globalisation of the New Zealand economy, and the
subsequent impact on activities of the companies sampled. There seems to be evidence in this decade of
product photographs being used to both construct and reflect social values, as an example was found
where a company states how its products are “typically” used (accompanied by an image of the end-result
which would be beyond the budget of many “typical” New Zealanders); and how its employees are to act,
not only at work, but in their personal lives. This may be seen by some as an example of imagery being
used to exploit people for the purposes of improving company profits. This would restrict a company (or its
managers) being viewed in a “moral guardian” role. Some examples were found, however, which would
suggest that the role of companies in society could possibly be benevolent. These examples showed
companies using imagery in order to make explicit attempts to state their values, depict company activities,
and reflect on the effect these values have on society. The appearance of such statements indicates that
companies believe that they should be reporting such values, and, if this is the case, how the company
reports these values also becomes important. Imagery is found to be used, (although often in conjunction
with narrative statements) so this presents a case for the importance of imagery in a New Zealand annual
report. The use of imagery in annual reports of the later 1990s also suggested that, through the use of
striking colours and improved photo-technology, the need for a large amount of imagery is reduced, and

this could explain the declining percentages of the area of imagery in annual reports.
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Directors

Photos of directors were found to be the only indication of director presence in New Zealand annual
reports. Little else is reported on director values, and how these influence company values. Pictures of
smiling directors, admittedly, can hold little information regarding values, except to show that they all dress
the same. Research appears to suggest that these directors all come from similar backgrounds, and so it
would be possible that company directors in New Zealand hold the same values. These values can be
seen to represent the continued dominance and influence of companies over New Zealand society. Thus it
is important that company (and director) values are reported in an annual report.

Technology

New Zealand company annual reports represent technology as the means of achieving efficiency, and cost
effectiveness. No consideration appears in the many photographs of updated machinery of the social
implication, such as “technological unemployment”, and the ever increasing subservience of workers to the

unquestioned justification of the machine.

Now that the results have been summarised, some conclusions are able to be made regarding the extent

of imagery in company annual reports, and these will be discussed in the next section.

8.2 Conclusions

In 1969, Philpott wrote an article entitled “Social Accounting and Economic Planning” describing how he
thought social (national) accounting models could be used to contribute to the process of economic
planning. He concluded with this statement, which can just as well be applied to companies, and their wide
range of interested parties:

For too long | think the New Zealand politician, with some exceptions, has underestimated the
qualities of the New Zealand voter who, in my opinion, does not want to be earstroked and lulled
into a false sense of economic security. He (sic) wants to be told in simple clear-cut terms where
we are going, how we propose to get there, and what national and personal sacrifices are involved
in the passage. And, | believe, he is prepared to tolerate these sacrifices if the purpose is properly
and coherently explained to him, but not if all appears to be, as it must have in the past, part of a
gigantic mysterious confidence trick (Philpott, 1969, p.332).
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Imagery in annual reports can indeed be viewed as a “gigantic mysterious confidence trick”, a technique
used by companies to “earstroke and lull” their stakeholders into a false sense of security. From the
discussion above, it can be seen that companies include imagery in their annual reports in an attempt to
construct society attitudes that will view their products and activities in a positive light. Thus, from this
perspective, imagery in annual reports must be viewed as mere opinion. Yet, imagery in annual reports has
also been found to inform the stakeholders on more factual issues, such as where the company is going,
how it proposes to get there, and how it views certain societal issues, such as the natural environment i.e.
its underlying values. For example, there appears to be much potential for socially responsible companies
to disclose much of their philosophy through imagery. From this perspective, imagery in annual reports can

also be viewed as fact.

The methodology used in this study has been most valuable in providing a flexible and broad threshold
from which to observe the above two opposing, or perhaps complementary, views of the image in New
Zealand company annual reports. By allowing an initial value laden (normative) stance to be openly
admitted, the political economy of accounting has also provided access to rich insights on how (or whether)
companies employ imagery in annual reports to either construct or reflect the nature and welfare of society-
as-a-whole. It has also highlighted some possible future roles for accounting, in the use of imagery as a
corporate social report. With specific regard to the normative stance taken, however, from the information
gained from examining the annual reports as prescribed, it may be concluded that there is support for the
notion that companies should declare their values in their annual reports. Further, it must also be
concluded that even though they are subject to accusations of social construction, and that they lack
credibility, photographs and other imagery may be the most understandable and convenient way of

achieving relevant disclosure of an intangible nature, such as social issues, and company values.

There appears to be no doubt that imagery is an important feature of an annual report. As has been found,
from a global perspective, it may not be important that pictures in annual reports demonstrate the nature of
New Zealand society. Yet, if only one selected part of New Zealand society is constantly chosen by the

company management or its designers, and depicted in imagery which represents company values in the
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annual report, then this suggests that either company sees its intended audience of the annual report not
as society-as-a-whole, but that part of the audience that identifies with the values that the images depict; or
else the company is trying to influence societal values towards those of the depicted class or race. This has
important implications for the role of accounting. Since accounting traditionally only deals with the financial
statements, social issues become ignored by accountants. If companies and their management are indeed
developing an emerging sense of social accountability, accountants are most likely to be called upon to
report on this social accountability. As discussed in Chapter 3, the current capabilities of accountants to
undertake this role are limited, due in some part to educational and curricular inadequacies. Yet, if these
inadequacies were addressed, there appears to be much potential for accountancy to expand its role, with
that of the company, to embrace urgent social issues, such as those described above. In this way,
accounting becomes an integral part of the future development of society, rather than dealing with just the

numbers,

As a final concluding remark to reinforce the above views, the following statements by Churchman (1971)
are relevant:

“accountants and economists, people who have spent their lives assigning numbers to social
changes...” (p. 30)

"l don’t think the need is for more numbers, at all. The need is for the basis of justifying the
numbers - the model or world view which tells us what difference the numbers make” (p.34)

"what is left out of the expert's opinions is all we really need to know: what to do about it (p. 34).
8.3 Limitations

This study was limited by the initial normative stance taken by the researcher in that throughout the study,
imagery was analysed with the view that companies should be stating their values through imagery:
Although not providing a neutral view, this stance has still provided some worthwhile results, but openly
from the perspective of the researcher. Traditionally this would be regarded in any research as a major

limitation. In this study this limitation is part of the study itself.
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This study was restricted by time, and availability of annual reports, and by the important distinction
between the two sides of the artistic process as shown in Fig. 1. Only the representation side of the image
has been analysed here, not the experience of the ‘appreciator’, or audience. Further limitations are evident
due to blank spaces, and the stated assumptions regarding content analysis.

As can be seen, there are many limitations involved with this study, many of which can be resolved by

further research.

8.4 Future Research

Many areas for future research have been highlighted throughout this study. From Churchman’s (1971)
statement above, there is the huge area of what to do about these results. Since this study suggests that
companies should be using imagery to depict their values, further research could be undertaken, for
example, to find out what values are appropriate for companies in a post-industrial society.

Although the descriptive part of this study resolved the research question, it also highlighted further
questions. For example, why is photography decreasing in use in recent years? And why are financial
statements as well as imagery decreasing in percentage area, when legislation would suggest that in
statements would increase. This suggests that narrative forms of disclosure are being used more, so a
study of the narrative forms of imagery in annual reports much like Walters-York (1996) has done in

accounting texts would also be of relevance.

The critical study also raised further questions. There appears to be a link between profitability, asset
holdings, size, industry type with the use of imagery. Further statistical studies in this area would highlight
the significance of this link. A study which looks at the impact of imagery on shareholders themselves (i.e.
from the “other” side of the art process) would also expose rich insights as to the perceptions of
stakeholders such as consumers and shareholders about the role companies play in society. Another area
which could be looked at is the influence directors and management actually do have when designing
annual reports, for example, what differences are made to the imagery content of annual reports if
designers are given freedom. Who actually influences and chooses these designs? Finally, investigation of

the issue highlighted by Preston et al. (1996) regarding the machine/human interface in the imagery in
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company annual reports would provide a wide information base regarding the ever increasing influence of

technology in New Zealand companies, and its role in New Zealand society.



105

REFERENCES

Abdel-Khalik, A.R. & Ajinkya, B.B., (1983). An evaluation of "The everyday accountant and
Researching his Reality", Accounting, Organizations and Society, 8, 4, pp.375 - 384.

Adams, C.A., Hill, W-Y, & Roberts, C.B., (1998) Corporate social reporting practices in
Western Europe: Legitimating corporate behaviour? British Accounting Review 30, 1 -21.

Anderson, R.H. & Epstein, M.J. (1996). The Usefulness of Corporate Annual Reports to
Shareholders in Australia, New Zealand, and the United States: An International
Comparison. Jai Press Inc: Connecticut.

Arrow, K. J. (1963). Social Choice and Individual Values. John Wiley & Sons Inc.: New York.

Barthes, R. (1957). Mythologies. Hill and Wang: New York.

Batchelor, R. (1994). Henry Ford, mass production, Modernism and design. Manchester University Press:
New York.

Baudelaire, C. (1859). Photography. In Newhall, B. (ed) (1980) Photography:Essays & Images
The Museum of Modern Art: New York

Baudelaire, C. (1964). The Painter of Modern Life and Other Essays. Phaidon:London.

Baudelaire, C. (1965). Art in Paris 1845 -62. Mayne, J. (Trans. & Ed). Phaidon: London.
Baudrillard, J. (1983). Simulations.Semiotext[e]: New York.

Beach, L.R., (1990). Image Theory: Decision making in Personal and QOrganisational
Contexts. John Wiley: Chichester.

Beattie, V. & Jones, M.J. (1997). A Comparative Study of the Use of Financial Graphs in the
Corporate Annual Reports of Major U.S. and U.K. Companies. Journal of Financial
Management and Accounting. 8 (1), 33 - 68.

Bell, D. (1973). The Coming of Post-Industrial Society. Basic Books Inc: New York.

Bolton, R. (1989). In the American East: Richard Avedon Incorporated. In Bolton, R. (ed).
The Contest of Meaning:critical histories of photography .MIT Press: Massachusetts.

Bowden, R.J. (1996). Kiwicap Dunmore: New Zealand.

Brann, E.T.H. (1991). The World of the Imagination. Rowman & Littlefield: Lanham.

Chua, W.F. (1986). Radical developments in accounting thought. The Accounting Review, 61, (4),
601 - 632.

Chung, W. (1998).Cited in ‘Annual Report Awards...First Time, First Place’ Chartered Accountants Journal
of New Zealand.(December), 77, (8), p.7

Churchman, C.W. (1971). On the facility, felicity, and morality of measuring social change. The Accounting
Review. (January, 1971), pp. 30 -35.

Clark, M. & Williams, A. (1995). New Zealand’s Future in the Global Environment? New Zealand
Employers Federation: Wellington




106

Clulee, R. (1988). Annual Reports: What they cost and how to avoid the panic. Accountant's
Journal (October). p. 30 - 32.

Coase, R.H. (1937). The Nature of the Firm. In Williamson, O.E. & Winter, S.G. (1991)(eds).
The Nature of the Firm Oxford University Press: New York.

Cooper, D. (1980). Discussion of Towards a Political Economy of Accounting. Accounting, Organizations
& Society. 5, (1), 161 - 166.

Cooper, D.J. & Sherer, M.J. (1984). The Value of Corporate Accounting Reports: Arguments
for a Political Economy of Accounting. In Jones, S.,Romano C., & Ratnutunga J.
Accounting Theory A Contemporary Review. Harcourt Brace: Sydney.

Cranston, M. (1984). Jean-Jacques Rousseau: A Discourse on Inequality .Penguin:Middlesex.

Ewen, S. (1988). All Consuming Images. Basic Books Inc: USA.

Ewen, S. & Ewen, E. (1992). Channels of Desire. University of Minnesota Press: Minneapolis.

Feyerabend, P. (1975), Against Method . NLB: London.
Foster, H. (1985). Recodings. Bay Press: Washington.

Furbank, P.N. (1970). Reflections on the word 'Image’. Secker & Warburg: London.

Gibbins, M., Richardson, A. & Waterhouse, J. (1990). The Management of Corporate Financial
Disclosure: Opportunism, Ritualism, Policies and Process. Journal of Accounting Research , 28, 1,
121 - 143.

Giddens, A. (1994). Capitalism & Modern Social Theory. Cambridge University Press: Cambridge.

Godfrey, J. M. , Hodgson, A. & Holmes, S. (1994). Accounting Theory (Third ed.). John Wiley &
Sons:Queensland.

Gombrich, E. (1990). Pictorial Instructions. In Barlow, H., Blakemore, C., & Weston-Smith,
M. (eds) Images and Understanding. Cambridge University Press: Cambridge.

Gore, D. (1998). Annual reports should serve the shareholder first. The Independent,
25 November 1998, p.38.

Goslin, D. A. (1985). Decision Making and the Social Fabric. Society ,22, (2), 7 - 11.

Gould, J. (1982) . The Rake's Progress. Hodder & Stoughton: Auckland.

Graves, O.F., Flesher, D. L. & Jordan, R.E. (1996). Pictures and the bottom line: The

television epistemology of U.S.annual reports. Accounting Organizations and Society
21, (1), 57 - 88.

Gray,R., Kouhy, R., & Lavers, S.(1995a). Corporate social and environmental reporting.
Accounting, Auditing and Accountability Journal 8, (2), 47 - 77.

Gray, R. Kouhy, R., & Lavers, S. (1995b). Methodological Themes. Constructing a research database of

social and environmental reporting by UK companies. Accounting, Auditing and Accountability
Journal 8, (2), 78 - 101.

Gray, R. ,Owen, D. & Maunders, (1987). Corporate Social Reporting: Accounting and
Accountability. Prentice-Hall: Exeter.



107

Gray, S., Meek. G.K,, & Roberts, C.B. (1995). International Capital Market Pressures and Voluntary
Annual Report Disclosures by U.S. & U.K. Multinationals. Journal of Financial Management and
Accounting. 8,(1), 44 - 68.

Guthrie, J. & Parker, L.D. (1989). Corporate Social Reporting: A Rebuttal of Legitimacy Theory.
Accounting and Business Research, 19, (76), 343 - 352.

Hackston, D. & Milne, M.J. (1996). Some determinants of social and environmental
disclosures in New Zealand companies. Accounting, Auditing and Accountability
Journals 9, (1), 77 - 108.

Hammond, P.J. (1995). The Moral Status of Profits and Other Rewards. In Cowan, R & Rizzo, M.J. (eds)
Profits & Morality. University of Chicago Press: Chicago.

Harris, P. & Twiname, L. (1998). First Knights. Howling at the Moon Publications: Auckland.

Hines, R. (1988). Financial Accounting: In communicating reality, we construct reality. Accounting,
Organizations and Society 13, (3), 251 - 261.

Holmes, O.W. (1859). The Stereoscope and the Stereograph. In Newhall, B. (1980). Photography: Essays
and Images. The Museum of Modern Art: New York.

Johnson, P. (1995). Towards an Epistemology for Radical Accounting: Beyond Objectivism and
Relativism. Critical Perspectives on Accounting. (6), 485 - 509.

Johnson , S. {1998). Skills, Socrates and The Sophists: Learning from History. British Journal of
Educational Studies, 46, (2), 201 - 213.

Jones, M.J. & Shoemaker, P.A. (1994). Accounting Narratives: A Review of Empirical Studies of Content
and Readability. Journal of Accounting Literature (13), 142 - 184.

Kelsey, J. (1995). The New Zealand Experiment. Auckland University Press: Auckland.

Klein, T.A. (1977). Social Costs and Benefits of Business. Prentice-Hall:New Jersey.

Law, J & Whittaker, J. (1988) On the art of representation:notes on the politics of visualisation.In Fyfe, G.
& Law, J.(eds.) (1988). Picturing Power: Visual Depiction and Social Relations.Routledge:London.

Lee, T. (1994). The Changing Form of the Corporate Annual Report. The Accounting Historians Journal ,
21,(1), 215 - 232.

Lee, T. A. & Tweedie, D.P. (1981). The Institutional Investor and Financial Information. ICAEW: London.

Leibeskind, J.P. (1996). Knowledge, Strategy and the Theory of the Firm. Strategic Management Journal,
(17), 93 -107.

Lewis, A, Webley, P & Furnham, A. (1995). The new economic mind: the social psychology of economic
behaviour. Harvester Wheatsheatf: Hertfordshire.

Macintyre, A. (1981). After Virtue . G. Duckworth & Co: London.

Mathews, M. R., (1993). Socially Responsible Accounting Chapman Hall: London.

Mathews, M.R., (1997a). Twenty-five years of social and environmental accounting research.
Accounting, Auditing & Accountability Journal. 10, (4), 481 - 531

Mathews, M.R., (1997b). Towards a Mega-Theory of Accounting. Asia-Pacific Journal of Accounting.
4, (2), 273 - 289.




108

Macalister, P. (1994). Annual Reports. Management, Dec, 130 - 134.

McCracken, G., (1990). Culture and Consumption. Indiana University Press: Indianapolis.

McKinstry, S. (1996). Designing the annual reports of Burton Plc from 1930 - 1994.
Accounting, Organizations and Society 21, (1), 89 - 111.

Mills, G. (1971). An Introduction to Qualitative Anthropology. In Otten, C (ed), Anthropology and Art.
Natural History Press:New York.

Moore, W. F. & Tumin, M. M. (1949). Some Social Functions of Ignorance. American Sociological Review
(14), 787 - 795.

Morgan, G. (1988). Accounting as reality construction:towards a new epistemology for accounting practice.
Accounting, Organizations and Society, 13, (5), 477 -485.

Neimark, M. (1992). The Hidden Dimensions of Annual Reports. Markus Weiner: New York.

Nelson, D.L. & Castafo, D. (1984). Mental Representations for pictures and words: Same or Different?
American Journal of Psychology 97 (1), 1 - 15.

Nisbet, R. (1971). The impact of technology on ethical decision-making. In Douglas, J. (ed) The
Technological Threat . Prentice-Hall: New Jersey.

O'Driscoll, G.P. & Rizzo, M.J. (1985). The Economics of Time and Ignorance Basil Blackwell Ltd: Oxford.

Philpott, B. P. (1969). Social Accounting and Economic Planning. The Accountants Journal (NZ), April
1969, pp. 324 - 332.

Pratkanis, A.R. & Aronson, E. (1992). Age of propaganda: the everyday use and abuse of persuasion.
Freeman: New York.

Preston, A.M., Wright, C. & Young, J.J. (1996). Imag(in)ing Annual Reports. Accounting,
Organizations and Society. 21 (1), 113 - 137.

Riesman, D. (1971). Leisure and Work in Postindustrial Society. In Douglas, J. (ed.) The Technological
Threat .Prentice - Hall: New Jersey.

Ruskin, J. (1906). Unto this Last. George Allen: London.

Scott, L. (1994). Images in Advertising: The Need for a Theory of Visual Rhetoric. Journal of Consumer
Research , 21, 252 - 273.

Screpanti, E. & Zamagni, S. (1993) An Outline of the History of Economic Thought. Clarendon:Oxford.

Shattuck, R. (1984). The Innocent Eye. Farrar Straus Giroux: New York.

Sieber, R. (1971).The Aesthetics of Traditional African Art. In Otten, C (ed), Anthropology and Art. Natural
History Press:New York.

Simpson, K. (1997). Glossy, expensive useless? Australian Accountant. (September) p.16 - 18.

Simpson, T. (1984). A Vision Betrayed. Hodder & Stoughton: Auckland.

Spender, J.C. (1996). Making Knowledge the Basis of a Dynamic Theory of the Firm. Strategic
Management Journal ,17, 45 - 62.

Squiers, C. (1989).The Corporate Year in Pictures. In Bolton, R. (ed).(1989) The Contest of Meaning:
critical histories of photography MIT Press: Massachusetts.



109

Tinker, A.M. (1980). Towards a Political Economy of Accounting: An Empirical lllustration of the
Cambridge Controversies. Accounting Organizations & Society 5, (1), 147 - 160.

Tinker, A. M., Merino, B. D. & Neimark, M.D. (1982). The Normative Origins of Positive Theories: Ideology
and Accounting Thought. Accounting Organizations and Society, 7, (2), pp.167 - 200.

Tomkins, C. & Groves, R. (1983). The everyday accountant and researching his reality
Accounting Organizations and Society, 8, (4), 361 - 374.

Tsoukas, H. (1996). The Firm as a Distributed Knowledge System: a Constructionist Approach. Strateqic
Management Journal 17, 11 - 25.

Tufte, E.R. (1983). The Visual Display of Quantitative Information. Graphics Press:Connecticut.

Unnava, H. R., Agarwal, S. & Haugtvedt, C.P. (1996). Interactive Effects of Presentation
Modality and Message-Generated Imagery on Recall of Advertising Information.
Journal of Consumer Research. 23, 81 - 88.

Van Wyhe, G. (1994). The Struggle for Status. Garland Publishing: New York.

Veblen, T. (1925). The Theory of the Leisure Class. George Allen & Unwin: London.

Walters-York, L.M. (1996). Metaphor in Accounting Discourse. Accounting, Auditing and Accountability
Journals. 9, (5), 45 - 70.

Weston, E. (1922). Random notes on photography. In Newhall, B. (ed) (1980) Photography: Essays and
Images. The Museum of Modern Art: New York.

Williamson, J. (1984). Decoding Advertisements. Marion Boyars:New York

Willmott, H.C. (1983). Paradigms for accounting research: critical reflections on Tomkins and Groves'

"Everyday Accountant and Researching his Reality". Accounting Organizations and Society
8, (44), 389 -405.

Xenos, N. (1989). Scarcity and Modernity. Routledge: London.

Yeats, W.B. (1961). Essays and Introductions. MacMillan: London.




110

Appendix 1. List of Companies Examined

Company Name Abbreviation Year
Used
Alex Harvey Industries Ltd (AHI) 1970 - 1985 Merged with Carter Holt 1986
Carter Holt Harvey Ltd (CHH) 1986 - 1997
J Watties Canneries Ltd (JWC) 1970
Watties Industries Ltd (Watties) 1971 - 1987
Goodman Fielder Wattie Ltd (GFW) 1988 - 1992 Sold to Heinz 1992
Brierley Investments Ltd (BIL) 1970 - 1997
Dominion Breweries Ltd (DB) 1970-1986  Changed Name to Magnum
Magnum Corporation Ltd (Magnum) 1987 - 1992
DB Group Ltd (DB) 1993 - 1997
New Zealand Motor Corporation Ltd (NZMC) 1970 - 1981 (None in 1974 due to change in
Balance Date)
Emco Group Ltd (Emco) 1982 - 1985
Steel & Tube Holdings Ltd (STH) 1986 - 1997
Wright Stephenson Ltd (WSL) 1970 - 1971
NMA Wright Stephenson Ltd  (NMAW) 1972 - 1973
Challenge Corporation Ltd (Challenge) 1974 - 1980
Fletcher Challenge Ltd (FI Ch) 1981 - 1997

New Zealand Insurance Company Ltd (NZInsce) 1970 - 1981

New Zealand South British Group Ltd (Sth Br)

NZI| Corporation Ltd

(NZICorp)

1982 - 1983
1984 - 1989

New Zealand Refrigerating Company Ltd (NZRef)

Sold to General Accident Fire &
General plc (UK) in 1989

1970 - 1975 Merged with Waitaki Industries
Waitaki NZ Refrigerating Ltd (Waitaki) 1976 - 1988 (No report for 1989)
Alliance Group (Alliance) 1990 - 1997  Acquired by Alliance 1990
Wilson & Horton Ltd (W& H) 1970- 1997  Sold to Independent Press

Communications Ltd (UK)
in 1997.
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Appendix 2: Annual Report Worksheet:

Company Name: Year:

Total No of Pages: Size of Pages: Total Area:

Total Area of Imagery: Photographs
Sketches
Graphs
Logos

TOTAL
% of Total Area of Annual Report:

Breakdown of Imagery Used:

A.
Photographs:
Measurement: Size: Total Area of Photographs:

1.Directors:
Size: Total Area of Director Photographs
Names

Comments: (eg Black & White/Colour; Group/Individual)

2. Technology of company:
Size: Total Area of Technology photographs
Comments:  eg.Use of photographic technique

Appendix 2
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3.Products of Company:
Size: Total Area of Products photographs

Comments:

4. Employees of Company:

Size: Total Area of Employee photographs
Comments:
5. Scenery:

Size: Total Area of Scenery photographs

Comments: (eg are there descriptions of what the scene is supposed to depict in
relation to the company, or is it ‘just there”)

6.Social Contributions:
Size: Total Area:

Family

Lifestyle improvements
Young people
Old people
Safety

Health

Education

Arts

Law/Social Order
Transport
Communcations

Appendix 2



B.Sketches:

Description:

C.Graphs:

Description:

D. Logos

Description:

Size:

Size:

Size:

Total Area of Sketches

Total Area of Graphs:

Total Area of Logos

Appendix 2
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Company Name:

114

Year:

Company Profitability

(Consolidated where applicable)

Industry Classification

Size: No of shareholders

Authorised Capital

Total Assets

Trading Profit
Net Tax paid (after depn and audit fees)

Net Tax paid Profit: Total Assets

Appendix 2
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RESEARCHER EVALUATION AND COMMENTS.

Value (s) of Company
(eg Identity, Market Share, Profitability)

Current Action:How it has achieved/working towards Company Value

Future Action:Evaluation

Appendix 2



Appendix 3

T 1970 | 1971 1972[ 1973 | 1974] 1975 1976| 1977 1978 1979 | 1980 1981 | 1982 | 1983 1984
Alex Harvey Industries X X X X X X X X X X X X X X
Carter Holt Harvey | -
Total Pages | | 20 20 28 30 32 30 34 36 | 3| 36| 40 43 44 46 40
No of Pages of Financial Statements 8 1 1 12 13 13 16 16 16| 16 16 16| 16 12 12
% Fin Stmts of Total Area 40.00%| 55.00%| 39.29%| 40.00%| 40.63%| 43.33%| 47.06%| 44.44% 44.44%| 44.44%  40.00%| 37.21%)36.36%| 26.09%| 30.00%
Page Area (sq.cm) 556.5 | 551.3 | 604.8| 609 |604.75 | 587.3| 580 | 619.5| 619.5| 612.13| 624.75| 619.5| 6195 619.5| 619.5
Total Area (sq.cm) 11130 | 11025 | 16933 | 18270 | 19352 | 17618 | 19720 | 22302 | 22302 | 22037 | 24990 | 26638.5 | 27258 | 28497 | 24780
Total Area of Imagery 16| 140 | 897.6 | 1401 | 3101.8 | 1030 | 1153.6 | 21429 | 2484 | 3132 | 4652.3 | 4894.2 | 4979 | 5929.9 | 5851.37
% Imagery of Total Area 0.14%| 1.27%, 5.30%| 7.67%, 16.03%  5.85%  5.85%| 9.61%| 11.14%| 14.21%| 18.62%| 18.37%)18.27%| 20.81%| 23.61%
| |
Photography: 0 0| 772.4| 1253 | 1751.5| 872 910.1 | 14835 1713 | 24768 | 3883 | 3696 | 3729 | 4954.9 | 4387.37
Directors 65.5 80 209 | 252.75 | 160.75 64| 160.5 504 | 936| 34.88| 55.25
Technology 203 462 | 277.8| 324.6 | 718.63 | 248.14 272 | 593.75 1995 | 1995 | 2002 2020
Products | 294.3 | 1187 | 1209.5 | 277.3 | 3765 | 512.13 | 708.5 | 815.63 | 1156.5 798 | 798 | 2464.3 | 2312.12
Employees W 12
Scenery . B | 287.44 1298.5 453.75
Social Contributions 1 N7 673.75
Assets | 275.1 13251 399
Other l B | i
_Coyldentity | | 296.18
Sketches 1209.5 . 269.75 | 619.5 651
Graphs 'l o 79| 5072 160 333 | 69.75| 1337 | 185.4 274 211
Logos - 16| 140 | 1253 | 148.8 | 140.75| 158 | 164.5 608.63 611 525 80 | 1064.5 | 1065 50 | 1253
Profit ($m) | 4507 | 4242 | 4747 | 5741 | 7.603 | 8.402| 9.533 | 13.803| 14.542 | -3.892 | 16.466 | 14.58 | 22.24 | 27.902 | 40.625
Assets ($m) B 559 | 63.46 | 66.83 | 71.95| 87.76 | 124.5| 129.374 | 157.55 | 171.1 | 197.22 | 226.64 | 240.611 | 366.4 | 346.88 | 468.446
Profit:Assets 8.06%| 6.68%| 7.10%| 7.98%| 8.66% 6.75%| 7.37%| 8.76% 8.50%| -1.97%| 7.27%| 6.06%| 6.07%| 8.04%| 8.67%
No of shareholders (x=not given) X X 5523 | 4672 | 4647 | 4979 | 5000 | 4966 | 5628 | 5883 | 5730| 5810 | 5941 | 5688 | 6016
Auth Capital ($m) | 256 | 256 | 256| 256| 256 506 506 50 50 50 50 100 | 100 100 100
Pd up Capital - o
Industry Classification [




P

Appendix 3

- ' j 1985 1986 1987 [ 1988 1989 1990 1991 1992 1993] 1994 1995 1996 1997 [
Alex Harvey Industries X ] N
Carter Holt| Harvey X X X X X X X X X X |
Total Pages | 44 54 60 | 70 | 70 | 72 80 62 70 74 78 74| 68
No of Pages of Financial Statements 12 14 13 20 | 23 24 30 26 23 24 25 29 30
% Fin Stmts of Total Area 27.27%| 25.93%| 21.67%| 28.57%| 32.86%  33.33% 37.50%| 41.94% 32.86% 32.43%| 32.05%| 39.19% 44.12%
age Area (sq.cm) | 619.5, 6195| 6195| 619.5| 624.75| 6195 6195| 6195 6195| 6195 6195| 6195| 6195
Total Area (sg.cm) 27258 | 33453 | 37170 | 43365 | 43733 | 44604 | 49560 | 38409 | 43365 | 45843 | 48321 | 45843 | 42126
Total Area of Imagery 4243.6 5016 | 6892.25 | 7305 | 6877.5| 8053.8 | 10682 | 2147.8 | 7254.8 | 10972 | 9952 | 8480.75 6767
% Imagery of Total Area 15.57%| 14.99%| 18.54%| 16.85%| 15.73%| 18.06% 21.55% 5.59%| 16.73% 23.93%| 20.60%| 18.50%| 16.06%
l
hotography: 3982.6 | 4633.5| 5828.75 6783 | 6120.3 | 7913.8 | 10065 | 2147.8 | 5994.8 | 10357 | 9565.5 | 8316.75 5971
Directors 360 522 561 657 | 1090 | 1099.3 | 694 | 592.75 24| 7155 8925 898 174
Technology 554.25 437 828.5 692 | 1832.3 | 1858.5 | 4106.5| 200.5 | 4825
Products 1443.1 | 1976.25 | 1441.25 | 2014.3 | 10825| 1239 | 3570 625 | 3525| 8885 | 5575.5 | 3305.25 | 2161.75
Employees 419 | 1805 829.5 1858.5 399 271.25 89| 619.5 | 1767.75 795
Scenery 1049 | 1179.75 619.5 | 1101.3 619.5| 1239 | 6195 1106.8
Social Contributions 51 | 89.25 444 181.25 659.5 2478 | 207.75 920.5
Assets | ' 106.25 338 | 2289.25 | 1408 | 14033 | 1239 56| 110| 404 7.5
Other | ) |
Coy Identity 81| 268.25 1 2138 | 1919.75
Sketches 434 368.25 | 270 699.5 80
Sraphs 135 291 | 5535 481 351 99| 3195] | 3765 500 | 306.5 163 796
_ogos o 126 91.5 76 41 38| 41| 275 184 115 1
3rofit ($m) | 49.883 | 73.418 | 98.094 | 91.369 | 135.44 | 191.36 | 158.27 | 19365 | 243 325 445 453 251
Assets ($m) 603.26 | 1238.28 | 1996.79 | 2110.8 | 2729.1 | 3028.2 | 7039.9 | 6826.8 | 6588 | 6836 | 7527 | 7732 7564
2rofit:Assets . 8.27%| 593%| 4.91%| 4.33%| 4.96%| 6.32%| 2.25% 2.84%| 3.69%| 4.75%| 591%| 5.86%| 3.32%
No of shareholders (x=not given) 6576 14231 15706 | 20991 | 20235 | 19661 | 58162 | 68321
Auth Capital ($m) [ [ 200 250 250 500 500 500 | 2000 [ 2000
3d up Capital ' ' _ | B N
ndustry Classification CHH acquires AHI | B Listed on Sydney SE




’ Appendix 3

! _ _ 1970 | 1971 1972 1973 1974 | 1975| 1976 | 1977 1978 ] 1979 1980| 1981 | 1982 | 1983 1984
i |
) Wattie Canneries Ltd X B AR e
Nattie Industries _ X X X X X X X X X X X | x | x X
3oodman Fielder Wattie "
lotal Pages j f 36 36 36 36 36 36 36 36 36 36 40 40 40 40 40 |
No of Pages of Financial Statements 12 12 12 1] 12 13 13| 13 13 12 13 13 12 12 12.5
% Fin Stmts of Total Area 33.33%| 33.33%| 33.33%| 30.56%| 33.33%| 36.11%| 36.11% 36.11%| 36.11%| 33.33%| 32.50% 32.50%]30.00% | 30.00% | 31.25%
Page Area (sg.cm) 5775 | 5775 567 | 553.5 | 5660.25 | 553.5| 6195 619.5 619.5 | 604.75 619.5 630 | 619.5| 619.5 602
lotal Area (sq.cm) 20790 | 20790 | 20412 | 19926 | 20169 | 19926 | 22302 | 22302 | 22302 | 21771 24780 25200 | 24780 | 24780 24080
lotal Area of Imagery | 1692 1318 | 2406 | 2064 | 2695.3 | 2142 2792 | 3963.8 4526 | 2683.3 | 5271.8 | 3828.25 | 3391 | 3643.3 | 5243.5
% Imagery of Total Area 8.14%| 6.34%|11.79% 10.36%| 13.36%| 10.75%  12.52% 17.77%| 20.29%| 12.32%| 21.27%| 15.19%)| 13.68%| 14.70%| 21.78%
>hotography: 1059.5 | 1025 | 1546 | 1320 | 2317.3 | 1872 | 1642.5 3061.5| 3778 1354 4333 | 1590.5 | 2344 | 2616.8 | 4295.5
Directors | 22.5 0/ 0] 1275| 306 198 243 144 120 79 | 340.25 318 | 348 | 291.75| 8145
Technology ; 478 | 1140 | 928 513 | 501.8 522 | 1186.5 404 261 370 441 | 354.75
Products | |44075| 472 60| 26451825 | 4858 432 | 1353 | 11435 674 | 15153 | 1101 | 9335| 7725| 1624
Employees 220 | 30.25 150
Scenery | 778.5 ' 264 1239 1107 748.5
Social Contributions | 104 _ ) 22 468
Assets | 59.25 75| 3461 | 97.5| 686 4455 378 | 8715 76| 8685| 1495| 401.5| 60.5| 490.5
Other I
Coy ldentity B 1239
Sketches ' 486 | 425 ) 4095 446.5 1260
iraphs | 620.5 265 274 | 256.5 330 | 252 540 746 696 | 787.75 | 898.75 | 977.75| 1045| 990.5 948
.0gos | 12 28 | 100.3 63 48 18 200 | 156.25 52 95 40 2.25 36
|
>rofit ($m) | | 4.243 437 | 4564 | 7.967 | 9.051 | 6.623 10.94 12.55 | 13.033 | 15.429 | 17.543 23.68 | 29.48 | 35.704 | 46.389
\ssets ($m) ' 72.62 | 82.85 | 88.02  100.00 | 119.99 | 157.03 | 165.81 | 183.57 | 201.37 | 227.51 | 258.09 | 321.89 | 404.74 | 442.62 | 626.56
’rofit:Assets 5.84%| 5.27%| 5.19% 7.97%| 7.54% 4.22%| 6.60% 6.84% 6.47%| 6.78% 6.80% 7.36%| 7.28%| 8.07% 7.40%
lo of shareholders (x=not given) 20329 | 23744 | 24478 | 24606 | 25176 | 25781 | 25424 | 24986 | 25811 | 25945 | 24642 | 21513 | 22340 | 21535 | 14374
\uth Capital ($m) 516 516 516| 516| 51.6| 516 516, 51.6| 576| 576| 57.6| 94.413| 94.41 | 94.413 | 94.413
’d up Capital |
ndustry Classification |
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Appendix 3

o | | 1985 1986 1987 | 1988 1989 1990 1991 1992 1993 1994 1995 1996 1997
] Wattie Canneries Ltd . o
Nattie Industries X X X R R
3oodman Fielder Wattie X X | X X X .
fotal Pages 48 48 64 60 72 72 | 72 72 -
\o of Pages of Financial Statements 12.5 14 17 30 31| 26 26 28
% Fin Stmts of Total Area 26.04%| 29.17%| 26.56%| 50.00%, 43.06%| 36.11% 36.11%| 38.89%
’age Area (sq.cm) | 602 602 619.5| 619.5| 6195 609 | 6195 619.5
fotal Area (sq.cm) 28896 28896 39648 | 37170 | 44604 | 43848 | 44604 44604
lotal Area of Imagery 6588.5 | 2824 | 5704.25 | 4655.8 | 6582.3 | 3106.5 8278 | 5026.3 |
% Imagery of Total Area 22.80%| 8.04%| 14.39%| 12.53%| 14.76%| 7.08%| 18.56% 11.27%|
>hotography: 4509.5 1120 | 5558.25 | 3859.8 | 6021.3 | 2305 | 8098 4385

Directors 366.5 0 1359 409.5 | 222.25 406 468 0

' Technology 4935 | 2905| 2715 378 425

Products 3948.8 1120 1863 | 2540.3 5136 | 1404 7630 210.5

Employees 315 583.75 391.5 117 681

Scenery | 1259 11

Social Contributions 162.75 619.5 3068.5

Assets | o B

Other

Coy Ildentity

sketches | 291 148.5 119 I
iraphs 875 913 146 270 25 570 180 | 641.25
.0gos 1204 526 | 387.5| 1125
>rofit ($m) 61.339 | 130.622 | 310.954 | 133.07 | 317.03 | -8564 | 111.2| 495
\ssets ($m) _ 834.91 | 1193.94 | 2059.91 | 3545.22 | 4147.56 | 311.83 |3104.70 1 3106.20
rofit:Assets f 7.35%| 10.94%| 15.10%| B3.75%| 7.64%| -27.46%| 3.58% 1.59%
lo of shareholders (x=not given) 15843 16406 o 48717 | 45248 | 45666 @ 47222 | 51396
\uth Capital ($m) | 94.413 200 200 | 2000 2000 2000 | 2000 | 2000
’d up Capital | _ -
1dustry Classification Merged with Goodman Fielder | Watties sold to Heinz




Appendix 3

| 1970 | 1971 | 1972 | 1973 1974 | 1975 1976 | 1977 | 1978 1979 | 1980 | 1981 | 1982 | 1983 1984
| | |
3rierley In\}@rﬁ_énts'i X X X X X X X X X x X X X
|
lotal Pagg ] _ 20 24 28 24 28 28 28 28 28 28 28 28 36 32 36
No of Pages of Financial Statements 7 5 1 9 1 12 13 13 1 1 " L 12 12 13
% Fin Stmts of Total Area 35.00%| 20.83%| 39.29%| 37.50% | 39.29% 42.86%| 46.43% 46.43%| 39.29%| 39.29%| 39.29%| 39.29%)33.33%| 37.50%| 36.11%
Page Area (sg.cm) 432 574 574 560 | 556.88 | 526.5 619.5 630 630 615 630 630 | 624.8| 619.5| 624.75
lotal Area (sg.cm) | 8640 | 13776 | 16072 | 13440 15593 14742 17346 | 17640 | 17640 | 17220 | 17640 17640 | 22491 | 19824 | 22491
lotal Area of Imagery | 365.6 | 1488 | 1866 | 1164 | 14942 1241 | 1976.75 1384 3358 | 3619.5 | 3970.5 4565 | 6629 | 2345.3 | 3702.25
% Imagery of Total Area 4.23%| 10.80%|11.61%| 8.66%| 9.58%  8.42%| 11.40% 7.85%| 19.04%  21.02%  22.51%  25.88%)29.47%| 11.83%| 16.46%
| i |
>hotography: | 0 20 | 1562 499 | 1162.7 | 1211 | 1837.75 1315 | 3178.5 | 2650.5 | 2839.5 3727 | 4313 | 785.25 | 2495.75
Directors ? 0 20 | 247 58.5 | 60.125 24 24 24| 285 24 127.5 78 | 170.5 | 239.25 285
| Technology 56.8 | 2845 | 576 | 497.75 | 360.25 630 630 1260
Products | ' 408.3 383.56 | 3389 | 559 | 5525 630 | 2011.5 | 1648.5 202 245
Employees 360.8 ) | 615 42 394.5
Scenery 156 | 719 272 | 5225 | 7875 0 0 0 630 0 172
Social Contributions 0 0 o o] 0] 0 202.5 312 0 297 | 321.75
Assets | ! 489.1 204.75 | 299.5 1260 231 4142 35
Other  |Coy Milestones e 1 1 1249.5
|Coy Identity 630 1245
sketches i ' 1403 595 0 0 0| 0 0] 3515 0 0 387 0 0
iraphs | ' 126 574 501 208 | 1306 909 | 1201.5
.0gos ' 365.6 | 64.75 | 3045 | 69.63| 3315 305| 639 69 535 | 435 630 630 | 623 651 5
|
>rofit ($m) 0.371 | 0.447 | 0.627 | 0.782 1.17 | 1.335 1,729 | 2303 | 2738 | 4.357 6.821 | 11.156 | 17.18 | 25.404 | 46.692
Assets ($m) 156 | 256 50.1 | 44.0 60.4 87.2 103.7 | 178.6 199.5 | 216.2 286.4 387.4 | 603.8 | 719.0 | 1565.5
’rofit:Assets 2.38%| 1.75%| 1.25%, 1.78%| 1.94% 1.53% 1.67%| 1.29%| 1.37%| 2.02%| 2.38%| 2.88%| 2.85%| 3.53%| 2.98%
Jo of shareholders (x=not given) X X X X X x | X X X X X X 12407 X X
\uth Capital ($m) 0.5 2 2 2 2 2| 5| 8] 5 9 30 30 60 60 200
’d up Capital ($m) _ B ,
ndustry Classification [
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Appendix 3

0 ‘_ 1985 1986 1987 | 1988 1989 1990 | 1991 | 1992 1993 1994 1995 1996 1997
Brierley Investments _P X X X X X X X X X Cx x
Total Pages 68 60 64 64 82 94 100 92 88| 104 | 92| 80| 84
No of F E@@f_ﬁnanclal S_tgt_emenis - 18 14 18 17 22 19 | 21 21 2 23| 23 21.1 24
% Fin Stmts of Total Area 19.12%| 23.33%| 28.13%| 26.56%| 26.83% 20.21%| 21.00%| 22.83% 23.86%| 22.12%, 25.00%| 26.38%| 28.57%
Page Page Area (sq cm) 624.75 645 602 588 @ 596.63 602 605 600 600 600 600 | 654.125 659.17
Total Area (sg.cm) 42483 38700 38528 37632 | 48923 | 56588 = 60500 | 55200 @ 52800 62400 55200 52330 | 55370.3
Total Area of Imagery 2417.5 | 12463.4 | 4311.5| 5019.5 97124 | 11340 | 10968 | 4570.5 | 6502.8 10331 | 3091.6 | 3900.5 | 9125.75
% Imagery of Total Area 5.69% 32.21%| 11.19%| 13.34%| 19.85%| 20.04%| 18.13%| 8.28%| 12.32%| 16.56% 5.60% 7.45%| 16.48%
! ) o |
Photography: ' 1910.3 | 9181.38 | 2948.25 | 3583.5 | 8883.8 | 9908.8 | 10220 | 3928.5  5470.8 8923 2715 | 3192.5 | 7963.25
Directors | 780.75 946.75 | 1599.75 1?64 405 __ 20 i - 89 491 27 2310 423 528.5 1670
Technology 540.5 217.75 ) 1328
Products 719 5766 643.5 | 5587.5 | 9335.8 | 3234.3 258.5 | 2370.8 3600 201.5 337.75
Employees 250 - 1176 62.5 42.5 600 | 222.75 108
Scenery 0 0 0 0| 2571.5 0 1202 375 860 600 106.5 0 2243
Social Contributions 0 0 1445 0 0 553 | 831.75 48 671 13 888 | 819.5 557
Assets 160.5 | 544.63 B 3534.5 | 2693.5 | 1499.5 1800 | 873.25 | 18445 2967.5
Other Coy Milestones 1290 N -
Coy Identity 93.5 1204 | 102 80
Sketches 0 66.25 805 574 68 5_6_1 | 390 381 880 | 1371.3 2741 525 1074.5
Graphs 468.25 758 556.25 862 726. 6 808 259 | 261 66 37 102.5 183 88
Logos 39 | 2457.75 2| 0 34 | 62 !. 99 0 86 0 0 0 0
|
Profit ($m) . 93.413 | 179.422 | 342.083 | 264.82  365.46 | 401.71 | 211.73 | 251.11 | 271.34 | 430.08 431.71 | 310.326 | 311.335
Assets ($m) 2799.0 | 5644.3 | 11818.6 1 11328.1 A 8803.4 | 9722.8 |11949.5 |11293.9 | 9511.0 | 8474.5 | 9022.9 | 9614.0 | 8330.5
Profit:Assets | | 3.34% 3.18% 2.89%| 2.34%| 4.15%| 4.13%| 1.77%| 2.22%| 2.85% 5.07% 4.78% 3.23% 3.74%
No of shareholders (x=not given) X X 159245 | 195829 | x 178652 | 182922 x | 139651 X 128657 | 117440 | 108120
Auth Capital (§m) | ! 500 2000 | 2000 2000 2000 2000 0 0
Pd up Capital ($m) - 1860.48
Industry Classification |




Appendix 3

- - 1970 | 1971 | 1972 | 1973 | 1974 | 1975 1976 | 1977 | 1978 1979 | 1980| 1981 | 1982 | 1983 | 1984
' |
Magnum Corp | | | _ |
Dominion Breweries X X X X X X X X X X o
DB Group Ltd | -
Total Pages | | 32 32 32 32 32 32 32 36 32 36 32 36 32 36| 40|
No of Pages of Financial Statements 10 9.5 10 9.5 10 10 1.7 12 11.5 12.5 14 14 11 115 12
% Fin Stmts of Total Area 31.25%| 29.69%| 31.25%| 29.69%| 31.25%| 31.25%| 36.56% 33.33%| 35.94%| 34.72%| 43.75%| 38.89%)34.38%| 31.94%| 30.00%
2age Area (sq.cm) 577.5| 591.3| 606 | 612 | 548.25 | 548.8 588 609 609 | 6195 6195| 6195| 619.5| 6195 6195
Total Area (sq.cm) 18480 | 18920 | 19392 | 19584 | 17544 | 17560 | 18816 | 21228 | 19488 | 22302 | 19824 | 22302 | 19824 | 22302 | 24780
Total Area of Imagery | 1041.8 | 2718 | 4127 | 4572 | 4227.8 | 4600 | 2764.75 | 3944 | 3372 | 5374.3 248 | 3003.25 | 1373 | 2376.5 | 4060.5
% Imagery|of Total Area 5.64%)| 14.36%21.28%| 23.34%| 24.10% 26.20%| 14.69%| 18.58%| 17.30%| 24.10%| 1.25%| 13.47%| 6.92%| 10.66%| 16.39%
| . | 1 -~ |
>hotography: 575.75| 2104 | 99| 1457 | 1472 | 2241 1604.25| 2479 | 2559 | 3160.5 | 52.25 | 2949.25 | 1373 | 2376.5 | 4060.5
Directors 77 77 99 | 130 117 | 48| 328.25 64 312 63| 5225 1615| 465 174 712
Technology 619.5 297
Products 285 | 1361 1042 | 1355 | 2193 1276 | 1827 315 | 1239 1239 | 907.5 873 | 6195
Employees 147.3 - | 480 929.25 189 2442
‘Scenery | 285 | 1344 1239
Social Contributions i 588
Assets _ 213.75 | 518.8 | B 108 | 619.5 843.5 287
Other Coy Milestones
Coy Identity _
Sketches 365.25 | 500.3 | 3929 | 3081 | 2721.8 | 2359 11515 | 1452 594 | 2157.5
iraphs B 210
.0gos 100.75 | 113 | 99.25 34 34 9 13 9| 56.25| 195.75 54
>rofit ($m) | 2273 | 2.806 | 2.818 | 3.281 | 4.356 | 3.822 354 | 4642 | 6.517 | 7.139 6.57 | 9.602 | 9.742 | 10.333 | 12.202
\ssets ($m) 36.85 | 51.47 | 60.31 | 66.44 | 77.39 | 115.20 | 146.15 | 164.83 | 171.12 | 189.24 | 199.79 | 215.00 |226.98 | 250.62 | 271.97
>rofit:Assets , 6.17%| 5.45%| 4.67%| 4.94%| 563% 3.32%| 2.42%| 2.82%| 3.81%| B3.77%| 3.29%| 4.47%| 4.29%| 4.12%| 4.49%
Jo of shareholders (x=not given) N
\uth Capital ($m)
’d up Capital ($m) N
ndustry Classification |




Appendix 3

] : 1985 1986 1987 [ 1988 1989 | 1990 | 1991 | 1992 1993 | 1994 | 1995 1996 1997 |
| _ , |
dagnum Corp | | , _ x x X X |x x } L -
Jominion Breweries 1 X X ‘ _ |
JB Group Ltd ; _ | x  x X x X
fotal Pages j : 36 36 36 48 46 56 1 52 48| 68| 64| 56| 52 52
Jo of Pages of Financial Statements 12 12 13 12| 13| 13| 15 15 15 18 18 19 18
% Fin Stmts of Total Area | 33.33%| 33.33%| 36.11%| 25.00%| 28.26%| 23.21%| 28.85%| 31 25%| 22.06%| 28.13%| 32.14%| 36.54%| 34.62%
>age Area (sq.cm) | e195] 6195| 6195 630 | 619.5| 6195 6195| 6195| 6195| 6195 6195| 6195 6195
“otal Area (sg.cm) | 22302 22302 22302 30240 | 28497 | 34692 | 32214 | 29736 | 42126 39648 34692 32214 32214
“otal Area of Imagery | 3334.3 3343.5 296 | 4287.6 2469.8 | 3549.5 | 41595 [ 6767 | 6587.5 | 5959.3 6239.5 | 2276.25 | 4812.75
% Imagery of Total Area ’ 14.95%| 14.99% 1.33% 14.18%| 8.67%| 10.23%| 12.91% 22.76%| 15.64% 15.03%| 17.99% 7.07%| 14.94%
| - | | B
>hotography: | | 2535.8 | 2610.25 168.5 | 3878.9 | 2082.8 | 3260 | 36 | 6764.8 | 6567.5 | 5945.5 | 5737.5 | 2184.25 | 4713.25
Directors | | 24 48 168.5 90 | 127.75 144 | 36 81 144 | 597.75 660 355 90.25
Technology 673.25 315 - | 3077.3 | 817.25 | 191.75 619.5 | 118.75 85.5
Products | 1150 492.5 3094.6 | 1275.3 1706 2039 @ 3084.8 2330 | 3117.75 | 594.25 | 3795.25
Employees 406.5 783 o 240 330, | 6195 48 | 22375| 700.5| 4175 611.75
‘Scenery | 81 619.5 - 112 390 | 427.75
‘Social Contributions | 143 630 | 140.25 282 647 635.5 | 1682.8 | 639.75 346.5 130.5
|Assets 201 78 29.25 | 299.5 189 619.5
|Other 'Coy Milestones |
Coy Identity 131.25 35 798 | 828.5 | 491.75 352.25
sketches | | ss25]| 417.75 | 247 2282
iraphs | . 216 312.6 127.5 | 178.75 118 90 | 70 70
0gos ' | s 230 22| 1995 18415 225 20| 1375 502 22 29.5
|
'rofit ($m) ! 17.329 | 21.854 | 42714 | 45.178 | 83.543 | 52575 32.07 | 30.943 | -24.69 | -93.21 | 17.34| 30.372 | 28.599
\ssets ($m) ’ 302.66 | 349.08 | 738.02 | 1129.45 | 873.43 | 1022.51 |1289.48 [1015.46 | 880.30 | 566.73 | 568.87 | 552.24 | 382.53
'rofit:Assets f 5.73% 6.26% 5.79%| 4.00%| 9.56%| 5.14% 2.49% 3.05%| -2.80%| -16.45% 3.05% 5.50% 7.48%
lo of shareholders (x=not given) -
wth Capital ($m)
'd up Capital ($m) | ]
1dustry Classification .
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Appendix 3

] 1970 [ 1971 ] 1972 1973 | 1974 1975 1976 | 1977 | 1978 | 1979 1980 1981 [ 1982 [ 1983 1984
Steel & Tube Holdings - -
zmco Group | | - ) X X X
NZMotor Corp Ltd || X X X X X X X X X x  |Changed Name to EMCO
|
lotal Pages 24 32 36 40 40 36 36 36 36 36 | 3| 36| 36| 36
No of Pages of Financial Statements 7 8 10 11 | 10 | 10 8 9 11 11 12 14 12 13
% Fin Stmts of Total Area | 29.17%| 25.00%| 27.78% | 27.50% 25.00%| 27.78% 22.22%| 25.00%| 30.56% 30.56% 33.33%) 38.89%| 33.33%| 36.11%
dage Area (sq.cm) 630 | 619.5| 619.5 | 630 630 | 604.75 | 604.75| 619.5 630 630 | 619.5| 6195| 619.5| 619.5
lotal Area (sq.cm) I 15120 | 19824 | 22302 | 25200 25200 | 21771 | 21771 | 22302 | 22680 | 22680 | 22302 | 22302 | 22302 | 22302
Fotal Area of Imagery ' 1345.3 | 2810 | 3337 | 4436 4891 | 6050.77 | 4088.8 | 5320.3 | 4992.5 | 4554.3 | 3626.25 | 1801 | 2435.9 | 3421.5
% Imagery of Total Area 8.90%| 14.18% 14.96%| 17.60% | 19.41%| 27.79%| 18.78%| 23.86%| 22.01%| 20.08%| 16.26%| 8.08%| 10.92%| 15.34%
>hotography: 710 | 1343 | 3324 | 4432 4876 | 6044.77 | 3506.5 50155 | 4685 | 4249 | 2825.75 | 1477 | 2305.9 2196
Directors 80 | 133.9 75 - 160 | 2475 290.5 15 17.5 747 30 44 | 41.25
Technology 840.38 588 1218 73.5 132 | 163.75
Products | 630 871 | 3249 | 4432 4487 | 4946.89 | 27158 | 3213 | 1656.5 | 3685.5 | 1594.25 | 1417 | 2129.9 1419
Employees B 97.5 | 543.256 304.5 195 30 286
Sy | — 7.5 | 543
Social Contributions ] | 556.5 286
Assets | | 338 | 388.5 924 | 9345 231 216
Other Int'l relations | 315
Coy Identity . .' i .
Sketches [ 630 | 1239 | 266.5 619.5 | 120.8
iraphs o | 304 294 294 | 294 90 90
.0gos 525| 2285 | 125 4.5 15] 6] 11.75] 1075 135| 11.25 181 203 40| 11355
>rofit ($m) 3.497 | 2913 | 231 3459 3.268| 4.181| 5222 | 4.495 5.84 6.67 | 5695| 8362 7.633| 10.881
\ssets ($m) 41.35 | 45.47 | 60.39 | 50.00 66.87 | 72.95| 79.43| 106.79 | 91.71 | 124.90 | 157.47 [173.90 | 200.24 | 199.30
rofit:Assets 8.46%| 6.41%| 3.82% 6.92% 489%| 573%| 6.57% 4.21%| 6.37%| 5.34%| 3.62%| 4.81%| 3.81%| 5.46%
Jo of shareholders (x=not given)Ordin X 6965 | 7135 | 6837 6764 6618 6382 | 6164 5864 6291 5715 | 5872 6622 7259
| Preference 3300 | 3092 2813
\uth Capital ($m) | 20 20 20 20 20 30 30 30 | 30 30 30 50 50 50
’d up Capital 1 18
ndustry Classification [ .
|
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Appendix 3

N 1985 | 1986 1987 | 1988 | 1989 1990 | 1991 1992 1993 | 1994 | 1995] 1996 [ 1997
| . ' |
f:‘tt_?g_a__l__& TuEeFdldin_gs_' X X | X X jx X X ___>_(_ - _>_<__ x X —
=mco Group _ Acquired by Steel & Tube Holdings I -
\NZ Motor (|:orp Ld [ ' [ } _ ) R i B
[ |
lotal Pages 1 36 44 44 36 | 28 31 32 32 32 38| 44 42| 36
No of Pages of Financial Statements 13 15 14 13 13 12 14 12 17 21 20 16
%o Fin Stmts of Total Area | 36.11%| 34.09%| 31.82%| 36.11%| 46.43%| 38.71%| 43.75%| 37.50%| 0.00% | 44.74%| 47.73%| 47.62%| 44.44%
>age Area (sq.cm) : 619.5| 6195| 6195 6195| 6195| 6195 630 630 | 619.5 |Var 6195 6195 619.5
lotal Area (sg.cm) | 22302 27258 27258 | 22302 | 17346 | 19205 | 20160 | 20160 | 19824 | 21683 27258 26019 22302
[otal Area of Imagery | 3211.3 | 2970.25 | 5081.25 | 1431.5 294 | 1454.5 | 2138 | 3327.9 | 3579.3 | 6651.5| 5837 | 42785 3716
% Imagery of Total Area 14.40%| 10.90%| 18.64% | 6.42%| 1.69%| 7.57%| 10.61%| 16.51%| 18.06%| 30.68%| 21.41%| 16.44%| 16.66%
| |
>hotography: 2491 | 2684.25 | 4991.25 1414 | 285 | 1328.5 2054 | 3247.4 | 3559.3 | 6566.5 | 4229.25 3569 3133
Directors 87.25 720 286 90| 136 136 2455 | 315 631.5 208 63 43.75
Technology . 84.5 | | 175 9 | 1209.5 | 1666.8 1858.5
Products | 2361 | 2458.25 | 2907.25 1128 195 1025 634 | 2852.9 | 2004.3 | 3648.8 | 3377.25 3506 1187
Employees | 138.75 125 = 12.5 7.5 43.75
Scenery | ' |
Social Contributions -
Assets 455 ' 24 140 | 18 s
Other Int'l relations
|Coy Identity 1239 1260 619.5 619.5
sketches 273 160 B 36 | 1548.75 | 619.5 483
sraphs 77 126 90 ) | 765 20 40 56 90 100
.0gos 370.25 17.5 9 | 126 | 84 | 4 9 3
>rofit ($m) 17.653 | 16.524 17.517 | -3.797 -6.761 4.3}9_:13.517 8.001 | 12.282 | 26.369 | 27.428 | 25.332 19.588
\ssets ($m) 24547 | 392.65| 400.15| 355.31 | 206.19 | 236.49 | 215.38 | 158.83 | 184.75 | 163.35 | 159.46 | 220.92 | 239.78
>rofit:Assets _ | 719%| 4.21%| 4.38%| -1.07%| -3.28%| 1.84%, -1.63%| 5.04%  6.65%| 16.14%| 17.20%| 11.47% 8.17%
Jo of shareholders (x=not given)Ordin| 7092 7646 7272 6169 5650 5237 | 5121 5099 5189 4554 4609 5075 5148
! Preference 2654 —r
\uth Capital ($m) i 50 60 60 60 60 60 60 | 60 | 38.288 | 38.288 | 38.288
’d up Capital | | ' 68.565 | 69.084
ndustry Classification ; | i [ ~ |Reduced MC Sold 50.1% Owned by
| | | Share Cap Tubemakers NZ Ltd
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Appendix 3

| 1970 | 1971 | 1972 | 1973 | 1974 | 1975 1976 | 1977 1978 1979 | 1980 | 1981 | 1982 | 1983 1984
— ! | |
I | | ! N
Wright Stephenson Co Ltd | X X '
NMA Wright Stephenson Holdings X X
Challenge Corporation X X X X X
Fletcher Challenge Ltd - Ix X X
Total Pages 28 32 36 40 40 40 48 48 48 52 52 74 76 64 68
No of Pages of Financial Statements 8.86 9| 10 11 12 12 7 6 8.5 13 14 24.33 | 23.29 | 23.21 22.2
% Fin Stmts of Total Area | 31.64%) 28.13%)27.78%) 27.50%| 30.00%| 30.00%, 14.58%| 12.50% 17.71%| 25.00%| 26.92% 32.88%)30.64%  36.27%| 32.65%
Page Area (sgq.cm) 616 | 580.5| 580.5| 6048 6195 6195| 6195 6195/ 6195 630 588 | 587.57 | 590.2 | 599.75 | 600.91
Total Area (sq.cm) 17248 | 18576 | 20898 | 24190 | 24780 | 24780 | 29736 | 29736 | 29736 | 32760 | 30576 | 43480.2 | 44858 | 38384 | 40861.9
Total Area of Imagery 2235.6 | 2153 | 2891 | 5288 | 5033 | 4758 | 10124.3 | 8428.8 | 8077.3 | 6921.8 | 4751.5 | 8796.75 | 10201 | 6217.5 | 3938.75
% Imagery of Total Area 12.96%| 11.59%| 13.83%| 21.86%| 20.31%| 19.20%| 34.05%| 28.85%| 27.16%| 21.13%| 15.54%| 20.23%|22.74%| 16.20%| 9.64%
hotography: | 969.5 | 1983 | 2323 | 4458 | 4741.8 | 4529 | 7832.25 | 6652.3 | 6251.5 | 6711.3 | 4260.5 | 8733.75 | 8587 | 5502.8 | 2978.75
Directors | 120 111 [ 318.5| 5325 125 311 448 | 272.25 336 | 369.75 70 58.5 | 330.8 396 | 106.25
Technology 252 205 | 287.5 165 | 619.5| 3363 387 44 | 312 | 2245 402 282 726
Products | 597.5 | 1531 1242 | 3024 | 3377.8 | 619.5 | 5179.75 | 4691.5  4670.8 | 4372.8 | 3329.5 4908 | 3792 | 39155 | 1203.5
Employees - B 138.8 64 | 850 652.75 240 | 1968.8 340 | 976.75 | 1180 | 231.25| 7345
Scenery T | T 78 | 604.8 513 | 1239
Social Contributions .' 619.5 , 836 | 79.75| 758.25 536 | 911.5 396 58.5
Assets | 136 | 258.3 B 235 1315 275| 2465 | 209 127 | 6195 282 150
Other i R _
Coy Identity | 675] 637 | 1390 112
Sketches | 607.5| 595| 225| 656 1321.25 | 1239 | 886.25 | 192.5
3raphs 339.5 - 170 | 9645]| 187.25| 900.5 130 479 63 | 1611 516 | 939.75
.0gos 319.13 | 110.8 | 342.3 4| 291.25 | 229.3 6.25 | 350.25 39 80.5 12 2.25 6.25 | 20.25
>rofit ($m) 2.263 | 2.088 | 4.664  8.388 | 9.003 | 4.654 11.65| 12.972 | 10.251 | 16.048 | 22.477 96 90 38 93
\ssets ($m) 83.378 | 87.37 | 154.1 | 193.8 | 200.88 | 209.8 | 294.22 | 350.3 | 365.31 | 415.67 | 761.79 1291 | 2693 | 4264 4904
>rofit:Assets 2.71%| 2.39%| 3.03%| 4.33% 4.48%| 2.22%  3.96% B8.70%| 2.81%  3.86%| 2.95% 7.44%| 3.34%| 0.89%| 1.90%
Jo of shareholders (x=not given) 15226 | 16155 | 16508 15640 | 14350 | 14070 | 13862 38221 | 35369 47296
\uth Capital ($m) | 28.081 R 200
’d up Capital | B
ndustry Classification
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Appendix 3

- | 1985 1986 1987 | 1990 | 1991 | 1992 | 1993 1995 | 1996 | 1997 | i
|

Nright Stephenson Co Ltd | i

\MA Wright Stephenson Holdings ] [ . i

challenge Corporation _' ‘

“letcher Challenge Ltd Ix X X X ) - -

] j ‘ ‘ - RI1994 FOR 1995 (3) (1996 (5) |1997 (5)

lotal Pages | 76 78 76 80 84 80 | 80 104 156 244 352

Vo of Pages of Financial Statements | 22.87 23.69 25 31 31| 24 24 49| 66.22 110 169

% Fin Stmts of Total Area 30.09%| 30.37% 32.89% ~ 38.75%| 36.90% 30.00%| 30.00% 47.12%| 42.45%| 45.08%| 48.01%

>age Area (sq.cm) 608.95 | 612.69 619.5 6195 619.5| 619.5| 6195| 619.5 619.5| 610.5| 624.835 | 589.13

Fotal Area (sq.cm) 46280 | 47789.8 | 47082 | 47082 | 53277 | 49560 52038 | 49560 | 49560 64428 | 95238 | 152460 | 207374

lotal Area of Imagery 7331.8 | 5066.5 8654.25 16.5 | 30 | 6923 | 6072.3 | 3327.4 | 4133.4 5720.5 | 4760.38 | 19994 | 15716.1

% Imagery of Total Area 15.84%| 10.60%| 18.38% 13.84%| 19.39%| 13.97% 11.67%| 6.71% 8.34% 8.88%| 5.00%| 13.11%| 7.58%

>hotography: B 4779.8 | 3317.5| 7087.5 6227.5 | 4680.3 2414 | 2807 5225.5 | 3279.25 | 17349.5 | 9745.06
Directors | 114 | 7495 215 288 | 318.25 | 214.5 | 276.25 256 248 | 675.25| 1267.5
‘Technology 855.5 | 707.75 637 1525.5 532 | 1300.5 | 477.75 1147 | 65.75 | 4482.75 1863
Products 1338.3 | 999.75 4857 3397.5 | 2766 | 4975 | 446.75 1780.5 | 1942.25 | 9650.51 | 4725.25
'Employees 374 | 330.75 | 507.25 | 308.25 137.5| 2385 284.75 | 132.25 1445 1139
‘Scenery 847 368.75 1593 577.5 577.5
Social Contributions 529.75 B 550.75 532 264 | 4385 164.25 1204 21.25
Assets | 1195.8 762 1575 | 532 | 615 | 151.56
Other | I B ‘

'Coy Identity 55.25 | 109.25 _ 560.5 891

sketches 1401 | 6195 1239 210 604 | 226.87 2425 320 | 8255 3783

jraphs 687 1117 324 484.5 787 | 908.38 835 252.5 | 1161.13 1819 2183

.0gos 464 12.5 3.75 1 1 5| 2645 5

- _ GROUP:

rofit ($m) | 204 238 344 613 | 482 -158 382 <--- 464 490 166

\ssets ($m) 6200 3968 8218 19070 | 20839 | 21486 | 16593 13261 | 13346 13401

rofit:Assets ' 3.29%| 6.00%| 4.19% 3.21%| 2.31%| -0.74%| 2.30% 3.50%| 3.67% 1.24%

lo of shareholders (x=not given) 51200 | 508355 62105 70852 | 70643 67379 | 68665

wuth Capital ($m) 500 500 — |

’d up Capital |

adustry Classification |




Appendix 3

- | ] 1970 1971 ] 1972 1973 | 1974 1975 1976 | 1977 1978 | 1979 1980 | 1981 | 1982 | 1983 1984
| | | ] ] A
\Z Insurance Co Ltd | X X x x x X X x o x X X . =l
\Z South British Group Merger with South British fr 1.4.81 X X i
\ZI Corporation | — N N Changed Name |[x
lotal Pages =1 —| 24 30, 36| 36 36 32 32 40 40| 36 40 20 56 52 60
No of Pages of Financial Statements 5 T 12 12 13 13 12 14 14 13 16 11.5 18 15 17
% Fin Stmts of Total Area 20.83%| 23.33%| 33.33%| 33.33%| 36.11% 40.63% 37.50%| 35.00% 35.00%| 36.11%| 40.00%| 57.50%|32.14%| 28.85%| 28.33%
2age Area (sq.cm) 569.75 | 569.8 | 569.8 | 569.8 | 561.75 | 546 539.5| 5565 546 | 6195| 5945| 6195| 6195| 6195| 6195
lotal Area (sq.cm) 13674 | 17093 | 20511 | 20511 | 20223 | 17472 | 17264 | 22260 | 21840 | 22302 | 23780 | 12390 | 34692 | 32214 | 37170
lotal Area of Imagery | 937 | 1721 | 1143 | 1230 | 2706.6 | 79.31 | 1137 | 1705.5 | 1675.6 | 2209.8 | 2833.9 12.25 | 4488 | 4818.5 | 4141.93
% Imagery of Total Area | 6.85%| 10.07%| 5.57%| 6.00% 13.38% 0.45%| 6.59%  7.66%| 7.67%| 9.91%| 11.92%| 0.10%| 12.94%| 14.96%| 11.14%
| | B
>hotography: 367 | 764.4 | 1858 | 228.5 | 2182.1 | 67.06 1104 | 1116.3 | 1153.9 | 1683.3 | 2422.8 0| 3910 2802 | 27485
Directors | 209 45 35 35| 1418.8 25 25| 48.75| 204.75 377 318 780.4 | 112.25 202
Technology 556.5 90 741 1361 438.5
Products 115 | 128.25 153 84 357.8 | 806.75 62
Employees 52.5 3225  136.88 315 118 | 478.25 136.5
Scenery | -. 158 | 527.7 | 110.3| 1935 35 | 42.06 1079 73.5 594 | 1000.3 | 964.75 1248 | 966.25 | 534.75
Social Contributions 139.1 40.5 142.8 153 44 1386.5
Assets | 237
Other 3
'_ Coy Identity 585.5 189.75
Sketches 475 | 247.3 | 247.3 | 296.8 | 201.25 222 452 840 | 6935
3raphs 569.8 | 569.8 | 569.8 312 581.25 | 521.75| 526.5| 106.6 126 557 | 699.93
.0gos 95| 139.8 | 139.8| 1348 11.25| 12.25 33 8 82.5 12.25 619.5
>rofit ($m) 3494 | 3345| 3757 | 4395| 447| 0.15| 5449 | 7.705| 9.493| 6.046 | 13.621 | 16.009 | 40.89 | 29.285 | 46.685
\ssets ($m) ! 115.57 | 123.8 | 134.8 | 168.4 | 207.24 | 216.1 | 278.274 | 31559 | 324.97 | 371.72 | 465.8 | 532.949 | 1166 | 1366.1 | 1532.76
>rofit:Assets ( 3.02%| 2.70%| 2.79%| 2.61%| 2.16%| 0.07% 1.96%| 2.44%| 2.92%| 1.63%| 2.92%| 3.00%| 3.51%| 2.14%| 3.05%
Jo of shareholders (x=not given) X X X X % X X X 10315 | 10360 9856 11 | 24036 | 24431 27610
\uth Capital ($m) | 20 20 20 20 20 20 20 25 25 25 25 50 150 150 150
’d up Capital '
ndustry Classification |
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Appendix 3

- 1985 1986 | 1987 | 1988 | 1989 | 1990 | 1991 | 1992 | 1993 | 1994 1995 1996 | 1997 |
NZ Insurance Co Ltd | ! ‘ i
NZ South British Group . | |
NZI Corporation [ B X x Sold to General Accident plc (UK) fr 1989 B -
| I - !. 1 .
Total Pages | 60, 60 52 64 32 - o |
\o of Pages of Financial Statements 17 17 22 25 10 r
% Fin Stmts of Total Area 28.33%| 28.33%| 42.31%| 39.06%| 31.25%
Page Area (sg.cm) 619.5 619.5 619.5 619.5 619.5
Total Area (sq.cm) 37170 37170 32214 | 39648 | 19824
Total Area of Imagery | 7593.5 4497 | 2141.75 | 3730.5 9
% Imagery of Total Area 20.43%| 12.10%| 6.65% 9.41%| 0.05% -
dhotography: | 6553.8 | 3708.5 1411 | 2236.5 0
Directors 112 | 1295 1122 | 6165 | N
Technology 22.5 100.5
Products 321.75 | 1269.75 1080 B -
Employees 489.75 | 457.25 B N
Scenery | ; 1569 | 711.5 540
Social Contributions 4038.8 1040
Assets |
Other
Coy Identity 289
Sketches | 36.25
araphs 965 756 666 144
-0gos 38.5 32.5 64.75 1350 9
|
>rofit ($m) | 70.3 | 85.245 | 145.311 | 58.359 | -320.52
\ssets ($m) 2518.8 | 5699.69 | 6225.39 | 7076.7 | 8807.8 | -
>rofit:Assets 2.79% 1.50% 2.33%| 0.84% -3.64%
Jo of shareholders (x=not given) 32780 | 38110 42590 | 42813
\uth Capital ($m) | | 300 1000 1000 1000 B
’d up Capital i
ndustry Classification
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Appendix 3

' il '_ | 1970 | 1971 | 1972 1973 | 1974 1975 1976 | 1977 [ 1978 1979 1980 1981 | 1982 | 1983 1984
| |

NZ Refrigerating Co ‘ ‘ Ix X |x x X X i I B o
Waitaki International Ltd i e |
WNaitaki NZ Refrigerating X X X |x X X X X
Alliance Group (Co-operative) i -
Total Pages | 12 12 20 20 20 20 | 16| 32 28 40 48 30 28 28 28
\o of Pages of Financial Statements 7 7 6.5 8 8/ 10 1] 13 11 14 16 15 15 13 13
% Fin Stmts of Total Area 58.33%| 58.33%| 32.50%| 40.00%| 40.00%| 50.00%, 68.75% 40.63%  39.29%| 35.00%| 33.33%| 50.00%|53.57%| 46.43%| 46.43%
lage Area (sq.cm) 567 567 | 567 567 | 577.5| 6195 609 619.5| 6195 604.75| 6195| 619.5| 6195/ 6195 619.5
lotal Area (sq.cm) 5 6804 | 6804 | 11340 | 11826 | 11550 | 12390 | 9744 | 19824 | 17346 | 24190 | 29736 | 18585 | 17346 | 17346 | 17346
lotal Area of Imagery . 90 90 | 966.8 | 3371 768.5 1251 456 | 2360.8 | 5485.4 | 4646.9 5096 2429 | 661.5 | 3718.1 | 3925.75
% Imagery of Total Area 1.32%| 1.32%| 8.53%)28.50%  6.65% 10.10%| 4.68%| 11.91%  31.62%| 19.21% 17.14%| 13.07%| 3.81%| 21.43%| 22.63%
>hotography: 0 0| 951.8| 3293 | 762.5| 1239 ] 456 | 2263.3 | 5485.4 | 4460.9 4956 2393 | 591.8 | 3718.1 | 3915.75

Directors 28 44| 51| 1239 456 | 70 126

Technolo 297 472 833 | 528.8| 7753 | 1345

Products 378 252 | 7245 | 3261.8 | 3544.6 984 | 38.25| 1437 | 3655.25

Employees i 100 166.5

Scenery | 2952 | 459.5 2039.4 4956 945

|Sacial Contributions N 90
Assets i 240.5 996.75 | 184.25 | 916.25 24.75 | 304.25
Other | ]
Coy Identity 305.3 476
Sketches 72 35
sraphs 55 162 140 36| 69.75
.0gos 90 90 15 6 6 12 7.5 24 10
>rofit ($m) 0.772 | 0.419 | 1.841| 3288 | -2.322 | 5008 | 7.033| 7.548| 8.206 | 10.929 | 12.857 | 18.659 | 13.56 | 20.742 | 32.518
\ssets ($m) 23.869 | 23.98 | 26.07 | 33.77 | 34.589 | 98.41 | 140.838 | 147.76 | 181.14 | 206.39 | 225.17 | 271.644 | 331.9 | 313.73 | 351.088
>rofit:Assets 3.23%| 1.75%| 7.06%| 9.74%| -6.71%| 5.09%| 4.99%| 5.11%| 4.53%| 5.30%| 5.71%| 6.87%| 4.09%| 6.61%| 9.26%
Jo of shareholders (x=not given) X X 7087 | 7209 7396 | 14000 15811 | 15913 X 15383 | 15080 X X X X
\uth Capital ($m) 10 10 10 10 10 50 56.5 56.5 56.5 56.5 56.5 56.5| 56.5 56.5 100
’d up Capital
ndustry Classification
, Merged \]Nith Waita||(i Industrie|s, 1975
|
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n Appendix 3
] 1985 1986 1987 | 1988 [ 1989 | 1990 | 1991 ] 1992 1993 | 1994 1995 1996 1997
\Z Refrigerating Co | | | | I | E——
Naitaki International Ltd B X X X ‘No Report B
Naitaki NZ Refrigerating | ' | _ ==
Alliance Group (Co-operative) X X X X X X X L
Total Pages | Y 40 48 | 48 48 44 32 28 28 32 32 28 36|
No of Pages of Financial Statements 14 18 19 19 14 14 13.5 13 16 17 16
%o Fin Stmts of Total Area 35.00%| 37.50%| 39.58% 39.58% 31.82% 43.75% 48.21%| 46.43%| 50.00%| 53.13%| 57.14% 0.00%
2age Area (sg.cm) 619.5 619.5 619.5 580 619.5 619.5 594.5 594.5 619.5 619.5 619.5 | 604.75
lotal Area (sg.cm) 24780 | 29736 29736 | 27840 | | 27258 19824 16646 | 16646 19824 19824 17346 21771
lotal Area of Imagery 4291.5 | 2229.5 3482 3644 | 4066.3 132.5 124.1 129 129 3620 | 3437.25 | 27825
%o Imagery of Total Area 17.32%| 7.50%| 11.71%| 13.09% 14.92%| 0.67%| 0.75%| 0.77% 0.65%| 18.26% 19.82%| 12.78%
|
Shotography: 3410 | 1348.75 = 24465 | 3019.5 3981.3 128 356, 120 120 | 3560 | 3314.5 2674
Directors 79.25 | 286.5 176 128 35.6 120 120 126 84 126
' Technology 341 472 320 718.75 | [
Products 3069 | 63.25 1078 | 1714 26415 | 126.5 129
'Employees 303.25 305| 347.5 435.5 | 33
Scenery 305 77 32745 | 3230.5 2419
Social Contributions ) 30
Assets | 385 | |
Other | [ . |
|Coy Identity 903 | 155.5
Sketches I 375 468 | 6195 580 | |
Sraphs 477 | 288 410 28 | 84 | 119 104
.0gos 29.5 | 12475 6 16.5 85 4.5 4.5 9 9 60 3.75 4.5
>rofit ($m) 33.762 | 25436 -0.796 -97.096 3.577 | -74.82 | 39.209 | 18.405 0.352 | 17.279 | 19476 | 20.419
\ssets ($m) 431.44 | 724.101 | 812.367 | 740.48 _552_.-67 540.44 | 529.67 | 456.48 | 445.76 | 412.346 | 365.174 | 383.538
rofit:Assets 7.83%| 3.51%| -0.10%| -13.11% 0.55%| -13.84%| 7.40%| 4.083%! 0.08%| 4.19%| 5.33% 5.32%
Jo of shareholders (x=not given) 12878 X X X X X X X X
\uth Capital ($m) 100 60 60 60 60 60 120 120 X
>d up Capital 48.341 22.44 | 24.045 | 23.969 | 283.473 | 23.473 | 33.555 47.26 56.85
ndustry Classification N '
Acquired e 3 0 |
Borthwicks B
|
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Appendix 3
- | i 1970 | 1971 | 1972 | 1973 J 1974 | 1975 1976 1977 | 1978 1979 | 1980 1981 | 1982 1983 1984
Wilson & Horton ‘ B R x  x x x e x X |x
A R N (T N A | i I
Total Pages | 20 20 20 20 20 20 24 24 24 | 24 24 24 | 24 | 30 32
No of Pages of Financial Statements 7 7 6 6 6 65 | 8.5 8.5 9 8.5 8.5 8.5 9.5 10 10 |
% Fin Stmts of Total Area 35.00%| 35.00%|30.00%| 30.00%| 30.00% 32.50%, 35.42% 35.42%| 37.50%| 35.42%| 35.42%| 35.42%|39.58%  33.33%| 31.25%
Page Area (sq.cm) | 522.75 | 522.8 | 619.5| 619.5| 619.5| 619.5 619.5  604.75 | 619.5| 604.75 619.5 619.5 | 619.5 609 609
Total Area (sg.cm) 10455 | 10455 | 12390 | 12390 | 12390 | 12390 14868 | 14514 | 14868 | 14514 | 14868 14868 | 14868 | 18270 19488
Total Area of Imagery 1556 638 | 1015 | 1439 140 | 1725 679.5| 6925 906.5| 897.5 834.5| 1058.5 | 236.5 3726 4142
% Imagery of Total Area 14.88%| 6.10%| 8.19%|11.61%| 1.13%, 1.39%| 4.57%| 4.77% 6.10%| 6.18%| 5.61%| 7.12%| 1.59%| 20.39%| 21.25%
| 1
Photography: 1530 | 307.5 | 894.5| 1309 _0 0 211 456 | 120 120 96 466 24 | 1440.5 1853
Directors | 52 70 - 24 120 120 120 96 308.5 24 202.5
‘Technology 307.5 619.5 187 157.5 242.5
Products 1530 842.5 123.5
Employees #— 336 a1
Scenery | |
Social Contributions | 78
Assets [ 619.5 160
Other  |Coy Milestones
Coy Identity 1198 1198
Sketches | 307.5 2025.5 2009
3raphs 100 110 110 140 436 204 754 745 706 560 180 240 240
-0gos 26 23 20 20 30 32.5 32.5 325 32.5 32.5 32.5 32.5 325 20 40
2rofit ($m) 0.82 | 0.882| 0.842| 0.919 | 1.544 | 0.915 142 | 2274 | 2171 2.762 4.749 4.473 | 5877 | 5.474 6.426
Assets ($m) B.729 | 4.699 | 12.96 | 1583 | 18.058 | 23.35| 23.403 | 25.854 | 27.429 | 28.764 | 35.615| 39.638 | 53.68 | 56.145 | 72.336
2rofit:Assets . 9.39%)| 18.77%| 6.49%| 5.80%| 8.55% 3.92%| 6.07%| 8.80%| 7.91%| 9.60%| 13.33%| 11.28%|10.95%| 9.75%| 8.88%
No of shareholders (x=not given)
Auth Capital ($m)
d up Capital
ndustry Classification
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i Appendix 3
= 1985 [ 1986 1987 [ 1988 1989 1990 1991 [ 1992 1993 | 1994 [ 1995| 1996 1997 [
= [ | _ { _ ; 31.3.95 [31.12.95 1996 1997
Wilson & Horton x x x x x x x X x
Total Pages N {_ 32 40 40 36 36 36 | a2 | 32| 36| 44| 48 48 52/ 52
No of Pages of Financial Statements 10 11 11 11| 11 11 11 11 11 29| 13] 13 13 13
% Fin Stmts of Total Area 81.25%| 27.50%| 27.50%| 30.56% 30.56%| 30.56%| 34.38%| 34.38%| 30.56%| 29.32% 27.08%| 27.08%| 25.00%| 25.00%
Page Area (sg.cm) 619.5 619.5 619.5 619.5 619.5 630 630 630 630 619.5 630 619.5 619.5 630
Total Area (sg.cm) 19824 24780 24780 | 22302 | 22302 | 22680 | 20160 | 20160 | 22680 | 27258 30240 29736 32214 32760
Total Area of Imagery 4627.8 | 4182.75 | 3779.75 4553 1474 1692 | 835.5 | 536.75 | 2809.8 5375 2600 | 4770.25 | 8236.75 | 6270.75
% Imagery of Total Area | 23.34%| 16.88%| 15.25%| 20.42%| 6.61% 2.46% 4.14%| 2.66%| 12.39%| 19.72%| 8.60%| 16.04%| 25.57%| 19.14%
|
Photography: 3274.3 | 3773.25 | 3649.75 4436 1462 | 1557.8 835.5 | 497.75 2047 4979 2540 | 3531.25 | 7948.75 | 5961.25
Directors 361.5 94.5 243 | 625.75 162 157.5 63.75 142 200 337 | 272.25 203.25 338
‘Technology 890.5 1173 | 2178.25 1231 119 274.25 | 105 1056 | 1840.5 1824 68.25 65
Products ' 934 | 715.25 289.5 | 2745 362 40 84 | 75 189 | 2375.5 309 | 2308.75 2173| 5457.25
|Employees | 278.25 85.5 33 143 179 ' 208 309.75 83
Scenery | 1655.5 | 1239 | 223
Social Contributions 51| 114.75 | 75 178 966
Assets I 810 135 939 | 980.25 351 | 12455 266
Other |Coy Milestones 108
Coy Identity 384 | 226.25 394 177 70 | 572.25 4383.5 18
Sketches i 619.5 195.5 120 105 128.25 33 | 756.75 1239 288 267.5
Sraphs 195 | 204 [ ) B 390 54 42
.0gos 539 10 10 12 12 6 6| 6 6 6
rofit ($m) 8.752 | 14.766 20.108 2393 | 2752 33.81  26.937 | 32.279 | 36.838 | 45.262 | 44.409 | 33.278 | 40.713 51.498
Assets ($m) 123.44 | 135.048 | 167.026 | 193.45 | 298.45 | 324.88 | 315.37 | 334.93 | 376.37 | 418.86 | 446.021 | 1193.05 | 1235.12] 1235.12
2rofit:Assets , 7.09%| 10.93% 12.04%| 12.37% 9.22%| 10.41% | 8.54%, 9.64% 9.79% 10.81%| 9.96% 2.79% 3.30% 4.17%
\o of shareholders (x=not given) i
Auth Capital ($m)
2d up Capital 87.407 98.39 98.39 | 138.106 | 139.509 | 139.509
ndustry Classification |
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Percentage

Comparative % Area of Annual Report
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Photography Areas by Category
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% of Average Area of Annual Report

Photo Category as % of Report Area
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26

GENERAL FOODS CORFORATION
(N.Z.) LIMITED '

Farhips the moul colouriul ol the Group's
aztlviibes this year has been ihe apening of
New Zmaland’s firgt Kenivehy Frisd iskeawsy
chickan har ot Rovel Ouk In Aucklond A com:
pany [alntly owned by our Ganarsl Foods
Corperation NI} Limied subsldiary  and
Kartuchy Fried Chickan Corparstlon of Delawsrs

USA, cwrs srd cparaies thase siiraciive ui
fais and L] ed 10 a d
one miliis . Furl

age por .
units witl be cpered tn the Auchlind metre-
patlinn  wren  alier which scilvirias will be
wxpanded to other cenires,

Alang with & Bright new Brand Imags, the com
ptars Farvge ok Ubeiba's praducts wot N yEsr
wijectsd 1a 8 maor  packaging  oeerhaul,
rwiuliing In the attrecilve and sirongly branded
packs taan above. Packaging plays o majar rels
In ihe swzeenlul merkeling el all Greup
products snd dusign tuch a1 thed
mars ol our andiue from  suparmarksl
shebues snd "

The Cheeseca product v & far bew
Zevlang, belng & completely fnished fropan
product. 1t Ix the rewll of & sueeenilul, es
ordinied rarmarch and develapmani programme
bereean two Group companies The producs i
mads by Watll's In Glebarns, then promated,
distributed and sold by Ganeral Foodi Whroughe
oul the courtry,

rablams ef segulvition and availeblliy ol
industelal fand In and  around Wel

with na ficors In betwies

Finished products sra mulliple viscked, pallet
wpon pallet, and ke many slorage bags are
moval larkill sppliance in &
dlicws tha cperator 1o place and
ed aock over any horitenisl or
vartieal paaitian from Inside Ky fully hested eab
An scomomical and [malligent wie of valuiole
tomd which has revulied Inow fast, and very
ani Troren food ctorsge syatem

CROPPER-NRM LIMITED

“Bealata” - a naw product marketed by ihe
agriculivral Chamicale Divivion of Nelll Crapper
& Co Limied will maks major eoniribulicns
1 the contral ol Brown rol In the couniry’s
frutt erops

The efects of spraying with Banlets are alariling,
an the accompanying phoiographs show, end
tha Improvement in the Wailis paach snd othar
vone frull crope slone wiil be of majer
tlgnificance i the Group,

Maw producti todey are the carnarsiones  of
tomarrow’s growth. The W. F. Tucksr aub.
sidiery of CrapparNAM Limiisd has reconily
Intradueed four new llnes which have rawlied
frem the Idaniificsilon of product oppartunitian
in the conwumer markersls
Kool = » powdered Instant brasklait drink
Crumh 'n' haks = Crisp golden caveriure lor
Eaking wnd desp frying

Senioned Sruffin & wianded harb snd aples
i w with many spplicarions far buty houss

wlvan
80 wacond Creamoain- super quick hat bra
carsal,

funi

Ar will be seen lrom ibe sales braskdown cherl
on page 29, siock fesch and flaur milling spers:
tlens seeounl for & major percentage of the
Lwnireir. The efficlont diaiributian of

Iy millad bulk preducts Is sn Impariant
wpeet el this operstion and medern trane-
rinrs puch @1 theoe provide s winl fink
UL and the factorien and farms

A mujor contrlbgior ia the non-lood ssction
of our cparation the buslness of smcihar
CropparHAM [4
of many produsis
and building induriry. Amongel i
wniansive renge of wood producti tha full
range of high quality lusury homs filings from
doory to fire surrounds, 1o kilchen cupboardy,
banchei, lsuversd woodsn doors and lafter
boves, all jold under (ha Allsnson brand. The
wmarship of Allenson Milngs har men
o and provides furiher wvid:
m al planned diversifieation of
i

tha Growp's sct

7

Plate 1a

Example of “Mundane Photography” Type Photograph (Watties, 1971)



Colour packaging from Metal Containers

This year has been one ol establishing
representation and identifying areas for
expansion; however after a modest initial
loss both companies should pay their way
next year.

N.Z. Overseas Trading Corporation Ltd. in
its first full year since we acquired a major
interest has considerably improved its
profitability and strengthened its marketing
activities. Changes in management in the
Fiji and Singapore branches are aimed at
producing more efficient representation of
MNew Zealand clients in these areas with
plans for future development and
expansion. Major overseas contracts
secured on behalf of New Zealand clients
include two fertiliser contracts with Fiji
Sugar Corporation and another with the
Government of Western Samoa. The
acquisition of AHI Agencies has broadened
the base of this company and provided
another avenue for future expansion.

In March 1979 we acquired a 50%
interest in AHI Whimpway Ltd. which is
being set up to manufacture and distribute
electric powered gang mowers of patented
designs.

Metal Containers Group
AHI Metal Containers recorded improved

sales and earnings during 1978/79
reflecting increased consumer demand far

beverage products in cans and improved
utilisation of productive capacity. Despite
difficult trading conditions in certain
markets, all operating units contributed
satisfactorily to this result

A major prograrnme has been commenced
to re-equip and upgrade older
manufacturing facilities. Both Petone and
Christchurch facilities are currently being
improved as part of this programme.

Paper Products Grou

Improved sales on the domestic market and
a substantial increase in export sales over
the previous year resulted in a significant
increase in the group’s profits.

In addition to the domestic demand
being higher than last year the group
improved its overall share of the fibreboard
commercial packaging and printing
markets.

Performance of the new corrugating and
converting plant at Levin has reached
planned levels. During the latter part of the

- year a new E flute single facer was added to

the Christchurch corrugator. This facility has
allowed the group to extend its Armalite
marketing programme into the South Island
in addition to catering for a growing
demand for other E flute corrugated board
in that part of the country. A new Komori
4-colour offset press was installed in Martin

1L TL

N :
The new “Snowtex  cartons
manufactured by the
Carton Division of Hygrade
Packaging Company,
Auckland. These cartons
are printed on the Division’s
Ultra Man V1-G six colour
press.

Example of “Mundane Photography™ Type Photograph (AHI, 1979)

Plate 1b



ALEX HARVEY INDUSTRIES LIMITED
and Subsudiary Companias

New Zealand Glass Manufacturers Company

The first fifty years

Mew Zealand Glass Manulacturers Company
recently completed fifty years of glassmaking in
this country.

In September, 1922, Australian Glass
Manufacturars established s branch plant at
Penrose. In the early years, there was only one
furnace and manufacturing was confined mainly to
amber glass bottles and jars for beer and malt. The
plant emplayed a total of lifty people and initially
operated only for a few months each year Output
was approximately 40,000 - 60,000 bottles per week

In the ensuing half-century, the plant has

grown with the New Zealand markat In 1950, a
plant was established in Hornby, Christchurch to
service primarily South Island requirements for
glass containers and to make the large range af
hand blown and machine made glassware for which
Crown Crystal Glass is wall known,

In 1969, the AHI Glass Products Group was
estahlished to co-ordinate all glass container and
tableware manufacture in New Zealand

Today this is tha largest unit in the AHI Group
It employs approximately 800 people at Penrose
and 600 at Horpby. Production capacity is now

ALEX HARVEY INDUSTRIES LIMITED
and Subsidiary Companies

400 tons daily More than 1,300 different bottles and
jars are produced, as well as a wida range of table
and lluminating glassware and annual production
is approximately 200,000,000 units

In addition to supplying virtually all the
requirements of New Zealand in glass packaging
large exports in glass packaging. tableware and
illuminating glassware are shipped throughout the
Pacific and as far afield as England. Hang Kong
and Japan

L3

Glass products for the nation
the filty year story of
New Zealand G:as:

Plate 2

*“Glass Products for the Nation™ (AHI, 1973)



BIL and Ballet

Our recent commiutment to a 3 ycar
sponsorship of The New Zealand
Ballet Company reflects our belicf
that an orgamisation which has
achieved a measure of success in the
commercial life of the country can,
and should, make a contribution to
culture and other worthwhile
community activities.

It is a pleasure and a privilege to be
associated with such a dedicated
and talented team of New Zealanders
as the Ballet Company.

We look forward to this association
and the opportunity to draw mutual
strength from striving for success in
diverse fields but always to the best
of our respective abilities.

-

Social Values (BIL, 1979)

Plate 3
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ALEX HARVEY INDUSTRIES LIMITED

Directors

H. N. AVERY I A. HARVEY R. W. BRACK
Chairman Deputy Chairman

T. A. R. GIBBS W. A. HADLEE R. HARVEY

W. A_ HARVEY SIR THOMAS RAMSAY L. S. DRAKE
Alternate for
Sir lame< Fnrrast

An Example of Director Photos - 1970s (AHI, 1976) Plate 4



&. N Masun
Managing Director

The 1984-85 year was a very successful one for EMCO
resulting in a total group profit of §17,653,000 compared with
510,881,000 in the previous year.

Since 1982, the major objectives of the EMCO Group have
been to broaden our earnings base, consolidate new operations, and
improve return on investment. I am pleased to report that these
objectives have been achieved as is indicated by the healthy 1984-85
result. The various acguisitions and mergers — both by EMCO and
within the various subsidiary groupings — which were necessary to
successfully achieve our original diversification plan have all been
well absorbed. The companies concerned have settled down and are
working well for the Group.

The 1984-85 year was one of effective consolidation. The
Group took breathing space to ensure that all operations were well
founded, operaung ctliciently and making the best use of resources.
The substantial amount of reorganisation involved has been
completed.

EmMco's commitment 10 improving returns on our avestment
in all areas of activity is as strong as ever. Significani progress has
been made as is evidenced by the fact that although Total Assets
increased by 23 percent, trading profit after tax lifted 56 percent.
Tight budgetary control and 2 continuous monitoring of expenses
has helped to improve the position As a result, the rerurn on average
shareholders’ funds has improved from 13.7 percent in the prior year
to 19.4 percent for 198485,

Emph:sis has continued on out overseas operations,
particularly Australia and Singapore. Healing Industries Pty Ltd, with
two Sydney manufacturing plants covering paint and chemicals,
increased local production. The Singapore subsidiary, Epiglass (S) Pte
Lid, opened a new factory and warchouse within the Republic for
the manutacture of paint, including the Transocean range. These
offshore developments add 3 new dimension to our activities.

Sketches of Directors (AHI, 1985)

Plate 5a
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Y our Directors have
pleasure in submitting their
Annual Report together with the
audited accounts of EMCO
Group Limited and its
subsidiaries for the year ended
31 March 1985. Group total
profit after tax and including
non trading profits is
$17,653,000, 1984-85 being
another record year. Full

 financial details are set out in the
following Table which forms
part of this Report.

Dividends

On 2 November 1984, a
tax-free Interim Dividend of five
cents (5%) from Capital Reserves
was paid in respect of the year
under review. A second Interim
Dividend of three cents (3%)
from revenue sources was paid
on 18 December 1984.
Subsequently, a third Interim
Dividend (in lieu of a Final
Dividend) of twelve cents (12%)
was paid on 24 May 1985. One-
third of this came from tax-free
sources. The dividend for the
year is twenty cents (20%) of
which nine cents came from
tax-free sources. As the third
Interim Dividend was paid on
EMCO's capital as increased by
the May 1985 1 for 5 Bonus
Issue, the towal dividend for the
year represents an increase of
32% over the previous year.

Capital

As at balance date, the
issued ordinary share capital of
EMCO was $31,270,000 to
which is added the six million
16% specified preference shares
of §1.00 each, giving a total
issued capital of $37,270,000.

After balance date, a 1 for
5 Bonus Issue was made on 24
May 1985 pursuant to which a
further 6,253,862 ordinary
shares were issued. Pursuant to
the original terms of issue, the
Specified Preference Shares on
conversion to ordinary shares
will have allocated to them the
proportionate bonus element.

Takeover activity

On 17 April 1985, Brierley
Investments Limited served on
EMCO notice of intention to
make a formal takeover offer for
all the shares in the Company,
the consent of the Commerce
Commission having been
obtained. In the event, Brierley
stood in the market and
obtained approximately forty
percent of EMCO's voting
capital. Subsequently, Bricrley
did not proceed with its formal
takeover offer, but sold its
EMCO holding to Steel & Tube
Holdings Limited. The EMCO
Board 1s pleased with this
outcome and considers there
will be advantages to both
EMCO and Steel & Tube arising
out of this close association. At
the present time, Steel & Tube
hold approximately sixty-five
percent of the EMCO voting
capital.

Directors

Prior to Brierley's
withdrawal, it requisitioned an
Extraordinary General Meeting
of EMCO shareholders tgt:)r the

urpose of appointing five
gricrlcy nOml::JE:ccs to the EMCO
Board as additional Directors.
The meeting was held and the
five Directors appointed.

Sketches of Directors (AHI, 1985)

Plate 5b
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History

NAI Corporation was formed in 1981
from the merger of The New Zealand
Insurance Company (founded 1859)
and The South Bratish Insurance
Comgany Hfounded 1872)* From
their early beginnings the founding
companies had grown rapidly on
independent hut remarkably paraliel
patlis to gain 4 significant presence
in mntern: Al insurance markets
By the lme 1880 each was
represented in more than 20
countrics

The merger in 1981 was seen as a
logical step 10 provide the strengih
and resin to meet the challenges
ities of the rapidly
international financial
services industry

NEI Corporation today s ane of New
aland's targest public companies
Iy

fermational company

atng in 22 countries. Although
its poncipal business remaing
general msurance, it has diversified
0 recent years o now provide o
wide range of financial snd related
services

*Aller the merger in 1981 the
company wias initally named "The
New Zealand South British Group”
unitil the name was changed 1o N7I
Comparation on 30 May 1984,

Corporate Profile

Mission Statement

"NZI is an international
organisation marketing a
wide range of financial
services with a
commitment lo superior
service o cuszomfers and
growing rewards for
stakeholders.”

NZ! Corporation operates
through six trading Divisions —

General Insurance,
Banking Services,
Life Insurance,

Trust and Investment
Information Semvices,

Plate 6

NZI Mission Statement (NZI, 1986)
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Official Sponsors to The New Zealand Ballet Company and the Cyclone Hawke Cup.

Brierley’s Investment Philosophy (BIL, 1982) Plate 7



ta makes a str

statement, Radiata pine is gasming
acceplance i engineered structural
applications where both
performance and aestbetics are
rosportant. These 50 metre clear
_-. 5pan beams, manufactured in New
: Zc“a]d;;a' by Mclntosh Timber
: f..'z.'r.':ftmfé:, et the design

reqiirements for use in the Fong -
Kowg Jockey Cx’ub.‘

-
Plate 8a

The complimentary uses of a product - the aesthetic and the practical (F1. Ch., Forest Division, 1994)




Typical logger.

control e
Taswsan Forestry
Ingging coniractor

Howard Skipps

substance to d,

leads a crew néar

Kawerau

control method

mech

also nn

coRiprnes 1o €3

a similar programme for school children in Chile.

The value generated for shareholders today is a
combination of years of research and skill in forest
management. Opportunities in the future will lie in
continued tree research, the development of new, faster-
growing species and realising pgreater value from the
existing forests through management and marketing.

Product and market development provide the
backdrop to our future strategy. The Forests Division’s
knowledge of processing and conversion technologies is
being shared with key customers, so they are able to use
radiata pine in a greater range of high-value, solid wood
applications. In one project, Tasman Forestry is working
with the New Zealand Forest Research Institute to
research a wood-hardening process which will enable
radiata pine ro be used for high-wear uses such as furniture
and flooring.

Many Asian and American customers are secking

Pest control. Edith Fredes, pes
retvor for Forbio, checks
a shoot moth trap 10 a radiata poe
forest. The trap i5 set with a sticky
ttract the male moth
All the company's foresters are

ved to detect the preses

showt moth and to apply diffe
hanical and chemical Forbio i
ved i jormi veniure

research with other foreitn

methads for the muth

blrih better control

Tha Art of Pine.
Radrata pire is finding a place
amony some of the more

3 5.
tive New Zewland

re preces being tiade

alternative sources to replace the diminishing supplies of
traditional species from natural forests in both South East
Asia and the American Pacific Northwest. Technologies
developed in New Zealand enable radiata to be
substituted for many products. This trend has provided
openings in new, high-value markets.

Improved drying techniques mean radiata meets the
demanding performance standards of the American
moulding and millwork sector. Close co-operation with
Japanese housing companies has led to the growth of a
market for engineered products made from short lengths
of wood. In Taiwan, China, Japan, Korea and Thailand,
similar initiatives have helped customers switch to radiata
for plywood production. They have made substantial
investments in new plywood capacity, based on radiata
pine.

The Forests Division’s drive for greater operational

efficiency and smart management is relentless, with

The complimentary uses of a product - the aesthetic and the practical (Fl. Ch., Forest Division, 1994)

Plate 8b
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The 19496 fiscal year was one of progress and change for

Carter Hol Harvey, For the fiest time the Australian Tissue

business was included fur a full year and our sales
surpassed 83 hillon, nsing 13 percent above the previous
year. Net income rose $8 million to a record $453 million

We increased the dividend fro

9 cents to 10 cents per

share and ended the year ina financial position.

with & ratio of total debt to total capitalisation of

IR percent

We achi

rese results in what proved W bea

ITANSINON Yesr in man
Dhur Forests
for 35 percent ¢

tradi

and a more prancunced M percent in Australia. Adding 1o

the competitive pressure wis 3 strengthening New Zealand

currency whic

Y percent against

N AVETARE, Apprecialed

the United States dollar during the year
Despite this environment, Wood Products launched

important offshore market inimative in the form of s first

and const

e 3 came 1o frintion in

the United States increased

Sawn timber

ert, and 1S year.

For the firs ar, market

fitions in pulp ar very strang,

with prices and demar

{ contimnng th tprwitrd

entum. By mad-year, the combination of inventory

and a slow:down in economuc activaty led to
a preapitous decling in prices and demand. At we close the

year, he peak reached

Last June

rdreas suchash

In the first full year, the combined New Zealand ans
Australian Tissue business captured many of the synerg
rdentified at the time of the acquisition of Bowater Tissi
Australia, At the same ume, Carter Holt Harvey Tissue
ntroduced 37 new products and achieved important
market share gains in the facial and paper towel produc
lines. We see many opportunities shead to sharpen our
marketing focus and to improve our manufacturing
econoimics

In Chile, we commissioned a new plastics packaging
ty Thus pl

fa nt gives us the capability to particip

]
the growing flexible packaging segment of the market
Sales of plastics packaging in Chile have doubled in the |

five years

DHOWING GLOBALLY

While our base is clearly in New Zealand, Carter Holt
Harvey is becoming a truly international company.
This past year, sales outside New Zealand increased to
46 percent of our total sales.

Building on our growing renewable forest resource

and expanding vur manufacturing capacity are

damental to & profitable future. Investigating new

s for products manufactured m New Zealand - an
potential overseas investments - will continue 1o be a
major focus for the company.

To grow profitably however, we must have a salid
business foundation. We will continue to evaluate each m
of our butinesses in terms of current performance and
long-term potential. Each must earn returns over the
husiness eycle that are above the cost of capital, Each mus
be internationally competitive 1o reach and maintain this
level of financial performance. Our growth plans are

focused and we have the discipline and patience o look

for, find, the nght expansion opportunities which wil

generate good returns for our shareholders.

Plate 9a

How do you measure progress? (CHH, 1996)
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INTERVIEW ¥ CHIEF EXTCUTIVE OFFICER AND MAN

Wihat do you want
1o achieve at

Carter Halt Harvey?

Sa what are your plans for
developing Carter Holi

Harvey internationally?

Can Carter Holt Harvey
tompete in the international

marketiplace?

I want to ensure Carter |

It Harvey becomes the world-class compar
has the potential to be. This company 15 well resourced, has excellent
people and a solid position in the domestic market. These are good
platforms foe growth in international markets. The ares where [ think
can contribute most i in helping to develop a working environment
culture that drives the company to do things better - better health anc

safery performance, better customer service, better products and bette
returns for shareholders, The differences between where we are today
our potential are what we call performance gaps. The challenge for the

semaor management team and for all our employees is 10 address and

close these gaps

The rate of growth in our forest resources and the markets for our
products means that future growth for our company will come from
offshore. Today, almost 50 percent of our sales are outside New Zealar
W have 1o gn where the opportunities are and look to expand our co

businesses in places wheee we can be successful and add value for our

shareholders. Some of those investments will be in New Zealand, and

will sell the product we make 1o customers overseas. Some of the
opportunitics will be investments outside New Zealand, The key in

whatever we do is to be internationally competitive

In my view, the question is not whether we can compete, because we a
competing successfully today. The real question is how are we going to
keep pace and he change leaders over the years to come? People, custo
service and product quality all help to differentiate our company from
competitors. But our price must be right for the value we provide our
customers or we'll get nowhere. We have a grod cost structure, but we
don't have the kind of cost structure that will carry us into the fuiure

company we need to be proactive about change rather than sitting bac

and waiting untl we are forced mto it It's also important 1o remembe
that being internationally competitive goes far beyond having the righ

cost structure. T me, customer focus 15 4 mare important element

Plate 9b

How do you create lasting value? (CHH, 1996)
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EXCELLENCE

Carter Holt Harvey is different. We are forging
ahead because we believe in our people, our
products and outpacing our competition.

We believe in our company - vertically
integrated businesses built on skills and
experience applied to an extensive asset base.
We are proud of our history and excited about

our future. We will succeed.
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Net Earnings

of 5453 million,

Jed $3 billion - a 13 percent

Plate 9d

" (CHH, 1996)
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Directors have recommended a final dividend
which will increase the total dividend for the

e

year from 9 cents to 10 cents per share,

ere we're goin

Value - Where we've come from., and wh
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ear we also undertook or commenced a number
of restructiring initiatives aimed at improving the focus and
the luture performance of Fletcher Challenge Building
we announced an intention 1o withdraw from const
&5 in Asla and mainland USA, and a major downsizing
of our construction business in Australia. The withdrawal from
Asia and ma iS4 reflects our desire to concentra
sctivities in markets where we can achieve ‘through-the
et in b g materials, The downsizing In Aust
armaed at restaring that operation to profir.
Secondly, in response to the current and forecast market
conditions for medium density fibreboard (MDF) in the region,
we undertood a major re-engincering exercise in our Fletche
Wood Panels busimess. It identified potential cost savings of $40
annum 1o be achieved through product and
alisation, demand generation strategies, and
operational enhancement. Successful implementation should
see earnings progresively retumned to 1995 levels by 1998,
Thirdly, we reachec t with Fletcher Challenge Forests
r the sale of the solid woad processing activities of Flatcher
Challenge Buildi n the central North Island of New Zealand
Sale of these 2 ties tu Fletcher Challenge Forests will
provide funds einvestment in our eore activities and

¢ focus of Fletcher Challenge Bullding,

Laoking forward, we are confident that provided business

nfidence in Mew Zealand Is not seriously damaged in the

major presence in the Auckland market is a significan plus in
his regard

The Australian economy - which affects us indirectly - Is also

impraving and housing starts should b

1o fitt during the current yoar

The long-tarm fundamantals af

the New Zealand economy

remain attractive and against

this backdrop we are

well placed to

take advantage

of future

opportunities

Strategy
We will continue to build on
the strength of our competitive

position in New Zealand, based on

involvement at all stages of the
chain from resource to customer
and a commitment to international
best practice in our operations.

We see potential to grow in New Zealand through opportuni-
ties such as the recent purchase of Fletcher Aluminium, an

um extrusion company manufacturing window and
door frames primarily for the demestic market.
While our predominant focus will continue to be New Zealand,
our strong domestic competitive positioning means there are
n i yility to grow in this market. Recognising
this, we » over time to develop opportunities in a smal
number of other markets where we wee the potential to use
our ypecial ikills - for exampl small plant operation - and
to replicate the resource to customer positioning we enjoy in

MNuw Zealand

wrpe Buddfing; Mark Sy, Cief
s, Chuef B Roiiching R it

Where our products go in the

4 Br
Readym

we already idontified reglons in South America w particip.
this potential. Fistcher Challenge has been operating in
le and Brazil for nearly 10 years in forestry and newsprint
We are familiar with the environment and are attracted by the
region's high growth rates and significant needs for housing
and ather infrastructure. Currently, we have a sma
the cement and readymin markets in Peru and Bo
Our intention is to grow these activities as opportunities and
resoutces allow, and within our overall framework wi
requires that our aset bate remains clearly weighted in favour
of New Zealand. Expansion of our offshore activities will ocour top quartile
only when we have satisfied ourselves, through perfarmance,
that the rewards outweigh the risks.
We have also made 8 small investment in the long steel product Terry McFadgen

market in Shanxi Province in China, Our joint venture Chief Exscutive

construction of a typical

New Zealand House

e
x
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" five areas of focus

FOR FUTURE PERFORMANCE IMPROVEMENT

The only thing that is certain is change and with change comes
opportunity. For Carter Holt Harvey the challenge is to set new
operating standards that enable us to maximise the potential this
change brings. It's not just about production levels or physical
assets, it’s about capacity to produce real added value for our
customers and shareholders. As we go forward, throughout Carter
Holt Harvey, every decision, every operating process, every target
set and every investment must be consistent with the philosophy
of empowering our people to lead and make decisions that produce
positive improvements on business results. This philosophy

underpins a framework that links our future performance to five

key arcas. These areas under the ‘Making it’ umbrella provide us

with the motivation and momentum to maximise every
opportunity, improve our returns and our competitive strength.
Our team is committed to making Carter Holt Harvey the

and most efficient, innovative and customer focused forestry and
wood products company in the southern hemisphere.

This is how we are making it happen.

Company Values - “Making it” (CHH, 1997) Plate 11a
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Company Values and Imagery as a concept - “Making it” (CHH. 1997) Plate 11b
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