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1. Introduction
This paper examines the use of repetition as armnkat device in narratives and visual

discourses, with a particular reference to the exnof social and environmental reporting.
Theterm ‘rhetoric’ comes from the Greehetoriké which meansthe art of saying’and the
art of rhetoricdates back to ancient Greek times. In this ancihtrepetition plays an
important role, not merely in terms of its abilitty sway an audience towards one’s point of
view in an ephemeral fashion but also in termsupip®rting the process of memorising and
learning on a deeper and more longstanding basisn Iproverbs such asepetitio mater
memoriae; ‘repetitio mater studiorumor ‘repetita iuvant®, which exist in various forms in
many modern languages and different cultures, atestament to this close association
between memory, learning and repetition (Anders0002 Moreover, according to the
thoughts of an eighteenth-century philosopher, dddume (1711-1776), the memory of
‘impressions’ enables an individual to develop itha&iowledge of reality and effectively, to
learn about reality as a result.

Very few accounting researchers (Lothian 1976, €®W996, Nelson and Pritchard
2007, 2014; Davison 2008, Soobaroyen and Ntim 20tk highlighted the practice of
repetition in annual report narratives, each cbaotmg different insights on the form and role
of narrative repetition. Early studies have tenttedresent repetition as a phenomenon that is
(or ought to be) peripheral in annual reports whigsent studies have identified a ‘repetition’
trend whereby disclosures are repeated verbatinthéyorganisation over two or several
reporting periods (boilerplate statements). Ourepdmings further insights based on our
contention that repetition is prevalent within $ame reporting period and amongst a cross-
section of organisations, and we do so by highinghthe different forms of repetition in

written texts and in visuals provided in voluntatigclosures (Davison 2008, 2014a, 2014b)

! ‘Repetition is the mother of memory’, ‘Repetitinthe mother of study’, ‘Repeating things helps’.



such as graphs, tables, pictures and drawings. rif@pevidence attesting to the multi-
faceted nature of repetition in the accountingditere is scant (the exception being Davison,
2014a), and even less so when it comes to the afasecial and environmental reports.
Accordingly, our research questions af¢hat are the forms of repetition adopted in social
and environmental reports? What are the likely aatles underlying specific forms of
repetition in social and environmental reports?

The theoretical underpinning of repetition andntensity as a communication device
has been considered in a number of disciplines.dvew the work of David Hume (1739) on
how ‘impressions’ and ‘ideas’ are generated isaftipular interest. Hume’s conception of an
‘impression’ is close to the literal definition pided in most dictionaries as “a mark made by
pressing”, but also an “effect produced on the nunéeelings” drawn from direct experience
(Hornby et al. 1987) and eventually resulting into an idea, i.e. ast@tt conception and/or
thought about something. In our view, Hume’s notdrimpressions and the related process,
which involves the creation of new impressions iegdo new knowledge and ideas, can be
considered to be implicitly or explicitly known lige sender and/or preparer of a written text.
Hence, Hume’s ideas on the human learning proasbse considered as a way to understand
the ‘circuit(s)’ by which ‘impressions’ are achi@véhrough narrative discourses and visuals
presented in, for instance, social and environnhemggorts. According to Hume (1739,
1.3.14), one such circuit is the “repetition of ganobjects in similar situations” whereby it is
“the observation of this resemblance which producesw impression in the mind”. In turn,

why repetition is favoured in the disclosure precesay be explained by the various

% To clarify, ‘impression’ in this paper is a contépat is different from ‘impression managementhilst the
latter is often implied as an organisational intemtmanipulate or deceive (for different underlyirgasons)
using symbolic management techniques (e.g. Merkiid3aand Brennan, 2011), the notion of ‘impressiams
Hume’s work does very much emphasise the learninigkaowledge creation ability of communicative desd

such as repetition.



mainstream theories underlying a managerial tendettc convey (and emphasise)
information in certain ways (Goffman 1959, Lindbld@94, Parker 2005, Beattie 2014).

Methodologically, we rely on the recent work by Bmn (2014a), where she provides
an interpretive frame of repetition based on Dumtio87) concepts of identity, similarity,
accumulation, and series. We propose how theseeptsican be applied to the study of both
narratives and visuals in social and environmergpbrts. The empirical component of this
study is based on an analysis of the stand-aloo&lsand environmental reports of 86
Cooperative Banks based in Northern Italy.. Argyabboperative banking is a noteworthy
sector within which to study the dual role of refp@h because of an organisational
imperative to be transparent in creating new kndgéeabout their activities (Harvey 1995,
Kitson 1996), as well as the need to perceived dealdy by CB members and local
communities (Davis and Worthington 1993, EACB 201@ur paper therefore differs from
previous work as follows: first, it considers rapeh as result of a combination of different
disclosure devices (narrative and visuals, and rabawation thereof); second, it offers a
broader interpretive scheme for the study of réipetin the field of social and environmental
disclosures, bound by Hume’s (1739) thoughts anddda’s (2014a) conceptualisations; and
third, it situates the empirical analysis in thetext, and within a cross-section, of non-profit
organisations - a setting which is only emergimg relation to social reporting and
accountability practices (e.g. Davison 2007, Adamg Simnett 2011, Maddocks 2011). This
is of particular relevance to the Italian contexihere Cooperative Banks (CBs), as non-profit
institutions, play an important role in the econoraystem (Guiso et al. 2004, Ayadi et al.
2010, EACB 2010a).

This paper contributes to the literature by offgram alternative to the classification of
narrative and visual disclosures using an inteiplis@ary perspective (Correa-Ruitz and

Laine 2013, Beattie 2014, Davison 2014b) and bgroff) a theoretically-informed view of
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repetition in the study of social and environmengglorting practices. It therefore responds to
calls for further work on the phenomenon of repmtitand supports the observation that
“repetition is omnipresent in words and pictureéspe in apprehension, yet complex in

meanings” (Davison 2008, p. 820). In sum, it subgs to the view that a new reading of

repetition is required in the study of voluntargaosures, as a technique to ‘impress’ upon
the reader, but whose role - at the same time airggmnevitably dualistic in nature because it
implies the possibility of creating new knowledgedaideas whilst concurrently being a

technique for manipulation and symbolic management.

The paper is structured as follows: the next sactiscusses relevant prior studies
involving repetition in accounting research. Thesfollowed by the theoretical framework
which presents the notion of ‘impression’ as comgajsed in various disciplines; we relate it
to the role of repetition in the learning processif the preparers’ viewpoints, and outline the
reasoning for collecting the data. The context isactwhich describes the cooperative
banking sector in Italy, provides a setting andotwrent justification for the sample selection
in relation to the area of social and environmergpbrting by CBs. The methodology section
explains how the empirical analysis has been choig and the outputs from the analysis are

then presented. The last section sets out the lbaeedysis, conclusions and implications.

2. Repetition, visual imagery and social and envenmental reporting

2.1  Thestudy of repetition: an interdisciplinary field

The rhetorical technique of repetition is the objet study within many disciplines, but

linguistic studies contributed particularly to thederstanding of the use of repetition in
written language (Marantz 1982, Johnstone 1987,yH@01, Karoly 2002, Wang 2005,

Dailey and Browning 2014). Linguistic studies opegtion acknowledge that a repeated item
of information may have various functions; for exdep didactic, emotional, artistic,
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ritualistic and rhetorical, among others (Johnstb®@4). Moreover, many linguistic scholars
contend that, in written language, “some texts ampletely organized around repetition”
(Johnstone 1991, p.32). The importance of repatii® also due to its lexical function.
According to Halliday and Hasan (1976), repetiti®one of the bases of lexical cohesion, i.e.
a network of lexical, grammatical, and other relas, which provides links between various
parts of a text and “operates through lexical chdiat run through a text and are linked to
each other in various ways” (Baker 1992, p. 204)tHis regard, Hoey (1991) defines a
‘simple’ lexical repetition as “a lexical item thaas already occurred in a text [which] is
repeated with no greater alteration” (p.53) andriptex’ repetition which is a repetition
which may have various elements that multiply eattter; in other words: “two lexical items
share a lexical morpheme, but are not formally tidah[...] or have different grammatical
functions” (Hoey 1991, p.55). However, in this pgpke topic of repetition cannot be merely
studied from a linguistic perspective since we@mecerned with how it occurs in a narrative
form as well a visual form.

The study of repetition in written documents, whadmprise narratives and visuals,
may be supported by referring to work in philosodffume 1739, Kierkegaard, 1843),
psychology (Tulving et al. 1982, Fiske and NeubE9§0, Anderson 2000, Mayer and Massa
2003) and neurosciences (Dehaene et al. 1998, Ma@0tia 2006). A complete review of this
multifaceted and interdisciplinary phenomenon isattarge extent outside the scope of this
paper. It is, though, important to remember tlegetition can be studied as a phenomenon
per sewithout necessarily selecting one specific inemtinderlying the repeating of an item
of information by the sender of a message, who mayaware to a certain extent that
repetition produces an effect on the receiver's dniNeuroscientists for example have
evidenced that different forms of repetition may ao different cognitive stimuli because

these different types of repetition have the cdpglof acting on visual learning (Anderson
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2000, Mayer and Massa 2003), on the emotional l@@ehaene et al. 1998, 2001), or on the
logical human function (Mancia 2006). In addititine study of visuals in accounting, which
in general has adopted an interdisciplinary apgrpacan provide a more holistic

understanding of the phenomenon of repetition.

2.2 Visual imagery in accounting research

Visuals are inevitably embedded in accounting damisy and indeed accounting numbers
have, to date, required a visual presentation (@ureg 2009). The awareness of an increasing
relevance attached to the topic of visuals in aoting is supported by a number of studies
devoted to pictures and their resonance within aatiog disclosure (Bernardi et al. 2002,
2005, Warren 2005, Davison 2007, 2011, Davison \Afadren 2009, Parker 2009, Brown
2010). For instance, Bernardi et al. (2002, 20GB)ehextensively studied pictures in annual
reports as a means to signal gender diversity @addstuss minority membership on the board
of directors. Brown (2010) has reviewed the linkween accounting studies and visual
studies, highlighting the potentiality of visuallitwal studies in analysing the link between
accounting and visuals. Furthermore, other studiesccounting-related ‘visuals’ focused on
the case of graphs (Beattie and Jones 1992, 2008)revealed their powerful role as
impression management tools (Jones 2011, BeattieJanes 2011, Cho et al. 2012). More
recently, Hrasky (2012) considered the use of gagtd pictures in the sustainability reports
of the Australian companies and observed a prepande of non-specific ‘attention-
attracting’ photographs, whilst firms deemed tonhbere sustainable provided more specific
photographs and more graphs. She concludes tlsat Slestainable groups pursue a pragmatic
legitimation strategy that might rely on green-wagh[i.e. non-specific photographs] to
create the appearance of legitimacy” (Hrasky 2@l263). However, she does not consider

the links between the visual and narrative conpeotided in the reports, and does not seem
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to consider the prior findings that graphs may dlsosubject to manipulation (Beattie and
Jones 2008).

As previously noted by Mitchell (1994), Davison {2@) has underlined the urgency
of developing theories in analysing visuals in actong, and both authors, aware of the
complexity and interdisciplinary pertaining to thigpic, have suggested that linguistics or
philosophy could support a better understandingrtie of visuals in accounting. This
interdisciplinary view is evident in Davison’s (2802014a, 2014b) work on repetition, in
which the author analyses pictures in the annuyabrte of case study organisations. For
instance, Davison (2008) initially focused on rép®t as a rhetorical figure; she directly
linked rhetoric and repetition, and considered atares and ‘visual images’ as vehicles of
repetition. In this work she analysed chief examsi statements and the images in the annual
reviews of BT plc and found that the extent of apladis (mere repetition of the same word)
was the most predominant form of repetition, altiftowther forms (anaphora: repetition of
phrases), alliteration/rhnyme and use of lists iaseel over time. Separately, she also found
that there was a similar pattern in repeated imayes the same period. Davison (2008)
associated this repetitive trend in pictures andd&/do the intensification of a message about
BT’s non-capitalised intangible assets and its c@fe identity. She concluded that repetition
was a ubiquitous practice and that, far from beirggmplistic phenomenon, repetition offered
“a paradigm of insight into the manner in which ssges may be consciously emphasized,
and carry unconscious resonances” (Davison 200820). Whilst Davison’s work has
generally focused on single case-study settingscandoluntary disclosures in general, she
has recommended the study of repetition within dargamples of organisations. Lastly,
repetition has yet to be fully examined in the ca$esocial and environmental reporting

practices.



2.3. Repstition in accounting and in social and environmental reporting

The first empirical examinations of repetition lretaccounting literature (Lothian1976) only
analysed financial accounting-related disclosures @nsidered repetition to be one of the
possible manifestations of redundancy in accountigdundancy, in this instance, meant
“superfluity or excess”, but also “repetition” oadditional data” (Lothian 1976, p. 216).
After having considered different forms of redunchaim accounting information, the author
concludes that “the introduction of redundant infation enables users of varying financial
sophistication to gain a deeper and more meaningiight into the complex state of
corporate affairs” (Lothian 1976, p. 226). Subseiye Courtis (1996) investigated the issue
of redundancy in accounting; he defined redundaasythe ‘repetition’ of an item of
information whose nature is voluntary. From an exation of 145 annual reports of
companies listed on the Hong Kong Stock Exchangdptind low levels of redundancy and
concluded that redundant voluntary information wasresponsible for information overload.
These initial studies of repetition have underlirled difficulties in interpreting the practice
because of its possible twofold role, since Cou896) highlighted that “repetition of an
informational item can enhance the understandgbdit particular (relevant) messages
through their reinforcement”, but also “alternatiyeredundancy can constitute noise in the
communication process” (p.2). At this stage, it rhayargued that the interest in the topic was
limited due its scarcity, and a pragmatic-led argatrthat companies may limit instances of
repetition from a cost-benefit perspective.

The above findings have been extended by recerktsasrch as those of Nelson and
Pritchard (2007, 2014) who found instances of i&pat (‘boilerplate’) in voluntary risk-
related disclosures over several financial peridasording to the authors, regulators contest
the use of ‘boilerplate’ because such disclosuresiladvnot be considered informative or

meaningful and, in fact, are at odds with the cphad ‘cautionary language’ expected of
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reporting entities. To measure the extent to whishk disclosures are ‘cut and paste’
(boilerplate) from the prior year, Nelson and Rréd (2007) first converted each disclosure
into a set of trigrams and developed a resemblaocee. By using this metric for evaluating
narrative repetition, Nelson and Pritchard (206)nid evidence of a decline in the use of
boilerplate statements as companies react to tad &xpectations for more informative and
substantive information, although less risky firappear to still rely on boilerplate language.
Whilst Nelson and Pritchard (2007) provide a methogical contribution to the empirical
study of ‘boilerplate statements’ within a largengde of firms, the method of analysis only
identifies one form of repetition. Also of interastthat repeated statements or narratives may
generally be seen as ‘safe’ (i.e. not controverdialt the legal context and definition of
cautionary language in the case outlined by NetsuwhPritchard (2007) do not consider such
an utterance to be a safe option. In contrast,vaméd expect lesser legalistic pressures in
relation to other types of voluntary disclosuresclusive of social and environmental
information.

The initial studies thus reported that a low degrEeepetition is to be expected in
annual reporting; also, when referring to voluntarformation, Chambers (1966) asserted
that a technical language, inherent in financia@loaating practice, “tends to the elimination
of redundancy” (1966, p. 174), and hence a lowekegf repetition would be expected. In the
case of social and environmental accounting, thptlghlanguage is arguably less technical
than in financial documents because the form amtiecd of such reports are not, in the main,
regulated; instead they are aimed at a multiplicftgtakeholders rather than being devised to
satisfy the specific needs of financial-led integ@®ups. Hence, in less technical documents,
a large volume of repetitive content may well ocdithre emergence of social environmental
accounting and reporting (Gray et al. 1987, 199%k& 2005, 2011) did attract renewed

attention from researchers because, in the majofitgases, the content is of a voluntary
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nature relating to the presentation of less te@neguments (Chambers 1966), and the
provision of ample space so that multiple topias lsa organised on a voluntary basis - which
could be easily used rhetorically for symbolic ngeraent and legitimacy purposes (Hrasky
2012, Soobaroyen and Ntim 2013).

In this regard, Soobaroyen and Ntim (2013) higtikghthe case of ‘boilerplate’
narratives in social reports (health-related disates) of South African companies and
observed that many companies provided declaratateraents that were repeated verbatim
by the same company over several years. The autbaduded that such disclosures are part
of a strategy of ‘symbolic management’ and the agge information is interpreted as having
a low legitimation value which can only convey mited corporate disposition to the social
expectations and values. However, Soobaroyen ama (2013) only identified one form of
repetition in the corporate social reports. Furtiae, although there has been emerging
interest in the study of visuals in social and emwvnental reporting (e.g. Hrasky 2012), there
has not been an emphasis on the use (if at athpstition of images and other visuals in the
annual reports.

Lastly, using the theoretical framework of Bartla@s(Barthes 1982) visual semiotics
(which divides the images into ‘linguistic’ domaand ‘icon’ domain), Davison (2014a)
developed a model of visual rhetoric and repetiatso by referring to the work of Durand
(1987). In this work, four types of visual repaitiare identifiedidentity, where the repeated
elements are identicagimilarity, a combination of repetition and variaticmgcumulation
where a multitude of repeated or varied forms may fbund, andseries which are
inextricably linked with time. In this work Davisq@014a) offers examples of visual images
from annual reports and indicates how repetitionvesial rhetoric contributes to the

communication of intellectual capital.
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Overall, and although repetition may be consideesd an important tool in
‘impressing’ information on the minds of the readeand audiences, its presence and
incidence remain largely under-studied (Davison&@D14a, 2014b, Brennan et al. 2009)
and it is often seen as a self-serving techniquell@ndén-Saorin and Martinez-Lopez 2014).
Furthermore, despite the fact that different typesisual information have been studied in
the accounting literature, there has been veng ldttempt to analyse the inter-relationships
between narratives and visuals, notably in termisogé one may reinforce the other. Davison
(2008, 2014a, 2014b) highlighted the importancstoflying both narratives and pictures but
she did not explicitly address the reasons why rahbioation of narratives and visuals can
also amount to a form of repetitibrin addition, empirical examinations of annualagp on
a cross-sectional basis are few and far betweehthemefore there is virtually little support to
the contemporary arguments about the ubiquity @ktidgon in organisational reporting.
Relatedly, and other than a study of Oxfam’s annejabrt pictures (Davison 2007), there has
been little attempt to consider how non-profit ongations engage in social and
environmental reporting practices. Finally, mostd&s have not considered the theoretical
underpinnings of repetition, and we thus reviewgieater detail, the insights from Hume

(1739).

3. Interpretive framework: repetition as a path for ‘impressing’ new knowledge

In accounting research, authors such as Hines [1888 Morgan (1988) have
described accounting reality as not being absgdetese but to a certain measure, able to
build itself, because of the possibility to portraty in a format that is usable and
understandable to the reader. Disclosure docunuamgherefore be vehicles through which

the reader’s process of knowledge acquisitionfleseémced (Hume 1739). In a similar process

% Davison (2008, p. 814) does however make a natleedihterplay between words and pictures witheawio
emphasise the message.
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of knowledge acquisition, the rhetorical devicegpetition in the manager’'s hands may play
an important role because of its ability of impregsinformation upon the readers’ minds
(Davison 2008, 2014a). The core of our interpretatabout the forms and rationales of
repetition in social and environmental reportirgslin the notion of ‘impressions’ and rests
on the possibility of acting on them through thetdnical device of repetition. The role of
impressions has long been the subject of sciemtifat philosophical reflection and debate. As
early as in the eighteenth century, ‘f Treatise of Human Naturg'David Hume (1739)
recognised the fundamental cognitive role of impi@ss and the related role of repetition.
According to him, perceptions can be divided intgiessions and ideas; in his opinion, the
distinction between these two concepts is cleaalse each individual knows the difference
between a feeling derived from a lived experiengli¢h generates an ‘impression’) and
abstract thinking (which eventually generates a&aa)dThat said, Hume suggests that there is
a large resemblance between one’s impressionsdaad,iexcept for their degree of intensity
and vivacity. The one seems to be the reflectiothefother, and although the phenomenon is
not valid in every situation and circumstance, Hu(@@&39) asserts the principle of the
priority of impressions over ideas because he arghat an impression from a lived
experience, by virtue of its force and livelinessa key part of the process of knowledge
acquisition. This principle remains valid eventitipes not exclude the possibility that ideas
might be generated in a different way because #Hraesideas may produce images of
themselves into new ideas (i.e. innate ideas).

In summary, ideas are merely abstract images estadlin memory starting from the
initial impression(s) perceived by a subject. Whiea initial impression retains a part of its
vivacity, the connection between impressions aeasds called ‘memory’, but when it loses
its vivacity entirely, the ideas become the prodattthe ‘imagination’. This knowledge

process based on ideas, according to Hume (1789¢haracterised by the memory of
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impressions each individual experiences on a dalato basis. Hence, the bases for
generating knowledge are the impressions which thea their initial intensity, become
faded and, morph into ‘sensitive perceptions’ ire’enmemory, thereby turning into an
abstract concept: thdea Therefore, the impressions that people receidetb@ memory of
them are essential for people to experience knayeled

In his work, Hume (1739) also reflects on the roferepetition in the creation of
impressions, new knowledge, and ideas. He initigllyestions the value of “repeated
instances” and asserts that “The repetition ofgutif similar instances can never alone give
rise to an original idea, different from what iskie found in any particular instance, as has
been observed, and as evidently follows from ound&mental principle, that all ideas are
copied from impressions” (1739, 1.3.14): yet heenbss that when the same objects or
instances are conjoined together (or contiguousatth other), “we immediately conceive a
connection between them, and begin to draw ananfaer from one to another” (1739,
1.3.14). Hume thus concludes that although ther®misew knowledge (i.e. new impressions
and ideas) created as a result of a repetitionbgdcts and instances, it is tmeader’s
observation of the repetitioand a perception of @use and connectidietween the objects
which leads to new impressions and new knowledgereMrecisely, Hume (1739, 1.3.14)
states:

When many uniform instances appear, and the safeetdb always followed by the same
event; we then begin to entertain the notion ofseaand connection. We then feel a new
sentiment or impression, to wit, a customary cotiaedn the thought of imagination between
one object and its usual attendant.

*Itis crucial to note that Hume (1739) is not refey to the notion of cause and effect in the fiomalist sense.
In his view, a cause “is an object precedent amiigoous to another and so united with it, thatitiea, of the
one determines the mind to form the idea of themtand the impression of the one to form a mwedyliidea
of the other”. It is therefore more appropriatéaik aboutrelations of successicandcontiguity(i.e. closeness
or proximity) of two objects or events in space &éinte.
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It is important to note that Hume does not elalefatther on the forms and extent of
repetition and their different consequences theretifer than to mention ofépetition of
perfectly similar instancésor ‘uniform instances’(as stated above)similar objects in
similar situations’and‘frequent repetition’ such as in the following statement:

For after a frequent repetition, | find, that ugbe appearance of one of the objects, the mind
is determined by custom to consider its usual d&aty and to consider it in a stronger light
upon account of its relation to the first objedctisl this impression, then, or determination,
which affords me the idea of necessity (1739, 43.1

Notwithstanding, Hume (1739) does imply that knalge acquisition is drawn from
experiences that are repeated over time and fremability by an individual to identify
instances of repetition, and to differentiate betmvthe degrees of repetition.

Furthermore, impressions and ideas may be cladsiite simple or complex ones. A
simpleimpression or idea does not admit to any distomctor separation, while eomplex
impression or idea may be distinguished from itsstituent parts. Hume (1739) provides an
interesting example to distinguish between simplé eomplex perception: he explains that
the perception of an apple is complex becausegergerated by the combination of simple
impressions of its colour, taste and smell, andefioee one’s total perception of the apple is
complex. In his example, the philosopher highlightge distinct simple impressions that are
capable of generating a complex perception, ansethigree impressions correspond to three
of the five senses (original impressions). Howegeme of our complex ideas never have
impressions that directly correspond to them, asesoomplex impressions are never exactly
reproduced into ideas. Generally speaking, althotiggre is great similitude between
complex impressions and ideas, a rule of corresprac®l cannot be dictated because it is not
universally true that the latter are exact copiethe former. In contrast, all our simple ideas

are inferred from simple impressions.
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Lastly, Hume (1739) introduces the notion of imgriess generated bgesires,
emotions, passions, and sentiments. These typaspoéssions, which are able to generate
feelings, are often derived from the repetition ah original impression. In such
circumstances a ‘secondary impression’ is raisedthy reproduction of an original
impression, which in a former moment has instigakedidea. Thus, the notion of secondary
impression is linked to the possibility that thepestion of an impression can add to
associated ideas, passions and emotions. Humeisnnof secondary impression thus
indirectly introduces the idea that the intensity of repetitdbes matter and potentially
enhances feelings and knowledge acquisition.

Hume (1739) is considered to be one of the greatsgirers of the principles of
modern psychology with regards to memory (Abbagnk®®@5) and his work is extensively
referred to. Reflecting upon Hume’s intuitions abthe link between impressions, repetition
and learning, psychologist Hermann Ebbinghaus (188®ssed the role of repetition as a
basis for reproduction in memory. In this regarel stated that repetitions are indispensable in
making possible the reproduction of given contemd that, following a sufficient number of
repetitions, their final result can be ensuredchsadditional reproduction increases assurance
and ease. Furthermore, Ebbinghaus (1885) was amwithat due to the passage of time, our
memory, if not helped by repetition, will be loJthus the effectiveness of the rhetorical
technigue of repetition has been confirmed by mawgern philosophers, neurologists and
psychologists (e.g. Gagné 1985; Mancia 2006): ttuncluded that repetition does have the
power of acting on human emotions. Relatedly, while use of repetition in oral language
may be conscious or unconscious, a repeated itanfasmation may often be considered as
a voluntary, rather than an accidental, practiceerwheferring to the written language

(Halliday 1985; Bazzanella 1992).
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Since impressions can differ from person to perdormgwledge is seen to be an
individual experience which differs from the ide& absolute truth, as expressed by
rationalists such as Descartes (1596-1650) witHam®us The Discoursen the Method of
Rightly Conducting the Reason and Seeking TrutheanSciencég1637). In the late 1800s,
with the crisis of positivism, ideas similar to #eoof Hume (1739) emerged; these involved
science, philosophy and literature, and questidghednechanistic and deterministic nature of
this worldview. Philosophers and relativists, sashGeorg Simmel (1858-1918) and Henri
Bergson (1859-1941) and psychologists, such asedliBinet (1857-1911) revealed how
deceptive appearances can be. Writers such as Puigmndello expressed similar ideas in
their novels; in Uno, nessuno, centomila’ One, no one, hundred thousand - Pirandello
(1926) expressed in dramatic form the philosophibalight of Binet (1892), arguing that
each individual is not necessarily ‘one’ but candiee ‘one hundred thousand’ people, or ‘no
one’, depending on thenpression formed by those who come into contatit lim

The criticism directed at the positivistic worldwievas partially overcome by the neo
(or logical) positivism introduced by the ‘Viennar€e’, after the first World War, and
whose main exponents were Ludwig Wittgenstein (1B8851) and Karl Popper (1902-
1994). But for the neo-positivist Ernst Mach (1838t6), the centre of the science
fundamentally remains the experiendée link between experience and impressions is no
the object of neo-positivism, but it is difficulton to acknowledge that experience does
produce impressions and hence the key role of isspras in the knowledge process cannot
be rejected. The importance of impressions is coafd by the work of sociologist Erving
Goffman (1959) which has since been often reliednum many accounting studies (e.g.
Aerts 1994, Neu et al. 1998, Merkl-Davies and Bean2007, Jeacle 2008, Merkl-Davies et
al. 2011). According to Goffman (1959), impressiamns accepted as a source of knowledge.

To elaborate, Goffman’s attention shifts from thecdmfort perceived by the individual
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because of the inability to ‘know’ the absolutethruto the concrete possibilities of
manipulating the impressions of others. Therefldke,in a theatre, there is the possibility to
influence the impressions of others so that they pexceive us in a favourable light. This
prerogative pertains not only to human beings, dsd to various types of organisations.
Within this perspective, the rhetorical instrumehtepetition may become a tool in the hands
of the sender of a written message as a vehiclgnahagerial impression management’
(Merkl-Davies and Brennan 2011) because of its potweimpressin memory the first
impression that an individual receives following rhleis path (1739) for generating
knowledge. So, the power of repetition may be dedre a manipulation by way of a specific
strategy of communication, particularly in writtéemguage, (Halliday 1985, Merkl-Davies
and Brennan 2007, Davison 2008) since it can infteethe reader to develop a connection
between different objects and devices. Often, marmagimpression management tactics in
accounting have been studied in the light of letgity theory (Lindblom 1994, Hooghiemstra
2000, Merkl-Davies and Brennan 2011) and as atrasig possible to interpret repetition as
an impression management strategy aimed at legitigharganisational activities.

Figure 1 summarises the relationship between thweemis explained above. In
particular, repetition plays a multi-faceted role the shaping of impressions about a
particular event or phenomenon. In this sense,titepe can become an instrument in the
hands of the sender of a message who can consci@uginconsciously) use it to influence
the receiver’'s impression. The intensity of repatit using for example many frequent
instances, may be connected to a managerial widiag to address the receiver’s learning by

following Hume’s process of generating knowledge.

[Insert Figure 1 about here]
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In conclusion, this paper analyses the forms ofetigpn (described in the
methodological section) by linking them to the msg of generating new knowledge (Hume,
1739) which, as already underlined, is assumecdetiknown (explicitly or implicitly) by the
preparers of social and environmental reports. \Skm@wledge that the effects of repetition
in the readers’ minds are also connected to a phiglty of other factors which have been
discussed, and are still debated, by differentastfiFiske and Neuberg 1990, Deleuze 1996,
Dehaene et al. 1998, 2001). For example Fiske asubélg (1990) suggested that factors
such as available information and the perceiverdivation may influence the formation of
an impression, evidencing that repetition of ax@édanformation is only one factor acting on
impressions and is still subject to personal arepdeelements. Furthermore, we do not seek
to infer the actual effectiveness of repetitionjekhwould depend on personal circumstances
and managerial purposes (impression managementtmagy, agency-theory related
behaviours). Instead, by arguing that preparers ofritten document are aware of the
possibility of acting on the reader’s impressionsew relying on different repetition styles
and devices, we instigate a discussion on the fafnegpetition and the circuit(s) through
which organisations may rely on such forms to ‘ieg® upon a target audience. To illustrate
our case further, we selected and considered tipgriead setting of the cooperative banking

sector in Italy and its social and environmentabréing practices.

4. Context: Italian cooperative banks

According to the International Cooperative Bank @gsation (ICBA), CBs are defined as
“financial entities which belong to their membeng)o are at the same time the owners and
the customers of their bankICBA). By definition, CBs are financial institutie run on a
member-ownership basis. They reflect an approaahishnot anchored to the maximisation

of value for shareholders but which aims to maxémialue for a larger and more diversified
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group of stakeholders representing varied inter@sgadi et al. 2010, Coco and Ferri 2010).
In spite of their importance in various Europeamirddes (EACB 2012), such institutions,
which combine financial and social roles, have atttacted much attention in the accounting
literature, with the exception of one notable studythe financial accountability of Irish
credit unions by Hyndman et al. (2004).

In 2013, there were 422 popular banks and cooperatedit banks in Italy of those
385 -over 90% - were CBs (Bank of Italy 2014). Tdheanking cooperatives employ 32,000
workers; they have more than six million custormemmd 4,448 branches and more than one
million members (EACB 2012). The Italian economigstie has historically been based on
small and medium sized enterprises (SMEs) and tliess have been connected to the
development of CBs, particularly in the Northerrgi®eas (Ferri and Messori 2000, Boscia et
al. 2009). CBs have indeed been traditionally eadaig facilitating banking relationships
with SMEs, craftsmen and farmers in reducing - adnekre possible avoiding - the credit
restrictions implemented by larger commercial baf®sglitz and Weiss 1981, Ayadi et al.
2010). Most CBs are small in size and operate avedatively small territory (Stefancic and
Kathitziotis 2011). For a long time, the charadtes and performance of CBs have remained
unexplored or underdeveloped (Kalmi 2007) but #sponse of CBs to the recent economic
and financial crisis has activated considerableatiefrom academia and practitioners (Ayadi
et al. 2010, EACB 2010a, The Economist, 2010).

More recently, corporate social responsibility (JSRactices have become more
widespread post-financial crisis, possibly as astrument for businesses to assess their
social, environmental and economic impact withimoaunities (Castello and Lozano 2011).
Although cooperative principles and values (Intaoreal Cooperatives Alliance, ICA, 1995)
are based on concepts of responsibility and satfjgawvhich are broadly subsumed in CB

identity, it is not possible to define CRBgpriori as socially responsible institutions since they
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still have to deliver economic value to their staddelers (Kitson 1996). In order to

understand how CBs apply these principles todagehnstitutions require a clear strategy to
communicate and account for their values and tostaée them into relevant products and
services (Davis and Worthington 1993). As an ilasbn of the prevailing tension between

their business and the CSR agenda, it is repadnted t

the challenge for co-operative banks is to comltive@r cooperative specificities [...] with
external guidelines for CSR (i.e. Global Reportingiative, UN Global Compact, OECD,
etc.) in order to enshrine the co-operative bapkstribution to a more sustainable economic
and social development (EACB 2010b, p. 4).

Therefore, the CB context provides us with the ooty to evaluate the existence of
repetition in the social accounting reports witlinnon-profit context in which it can be
argued that a dialogue with the stakeholders isew factor of success and continued
legitimacy. Recently, the Italian CBs’ slogan wady bank is different’ This marketing
advert sought to present the CB as a ‘good’ fir@nplayer in opposition to the ‘bad
commercial banks’. The slogan reflected the CB&ntion to manage the ‘impressions’ of
their members and potential customers, and may led/éo the need to create a positive
image of these organisations in order to legitimiseir actions. In a similar context,
considering that corporate social reporting inyltel a voluntary practice (Contrafatto and
Rusconi 2005), it seems relevant to evaluate itterp@l role as a vehicle for the

communication of the CBs’ social activities.

5. Methodology
5.1. Sample

To address our research questions, we constructedmplete database of CBs
disclosures by retrieving the information from tbéicial website of the Cooperative

Movement (BCC credito cooperativo, Cooperazioneniin@) and from the Bank of Italy
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(http://bip.bancaditalia.it) to map out all the CiBsNorthern Italy: an initial list of 228 CBs
was compiled. Out of these 228 CBs, 146 (64%) phblil a voluntary social report in 2008
or 2009 (2009 was considered when there were reofdanh 2008), and 86 made it available
on their websites; these 86 web-based social repedtame the sample for our analysis. The
research focuses on stand-alone social reportaugeda Italy there are no requirements to
enrich annual reports with social and environmeintf@rmation, but there are a large number
of voluntary standards and guidelines for stand@loeports which help companies to
manage the corporate social disclosure processgferat sectors. In our case, we took into
account the existence of an industry-specific saahdor the banking sector - namely the ABI

(Associazione Bancaria Italiana, ABI, 2006).

5.2. Content analysis
Due to the possibility of using the volume of agaief information as aroxy of its

importance (Unerman 2000) and due to the fact bfpaated information does increase the
volume of information, we argue that a content gsial method remains an appropriate
technique to investigate repetition on a crosskseal basis in the social and environmental
reports of Italian CBs. Furthermore, the conterdlygsis method has already been used to
investigate repetition in previous accounting stgdi(Lothian 1976, Courtis 1996). A
quantitative manual content analysis has been imeed (Abbott and Monsen 1979,
Krippendorff 2004), and although labour-intensivad atime-consuming, it allows the
researchers to deal with more detailed and sophtstl analysis (Brennan et al. 2009). The
manual content analysis also complemented the fivduoature of this study, because it
enabled the researchers to better interpret tltknfys (Beattie and Thomson 2007, Beattie,

2014).
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The content analysis was run in two stages. Infitlsé stage, in order to broadly
investigate the forms of repetition in social andvieonmental accounting reports, both
narrative and visual disclosures have been gathdreéd second stage, the process for
detecting repetition started by collecting all tihformation disclosed in social and
environmental reporting of Italian CBs by followitige categorisation proposed by the ABI
standard. The Italian Banking Association guidedinentain a list of indicators attributable to
different stakeholders, which, in our work, are sidered as categories (i.e. the community,
customers, employees, suppliers, other banks, ghlorities, natural environment, media,
and virtual community). Whenever the 86 social amvironmental reports analysed
disclosed further information not suggested inltakan Banking Association guidelines, the
researchers adopted an emergent coding (HaneyX¥198), and as a result of the coding, the
researchers added the ‘members’ category. At thdeoémhe coding process, each narrative
and visual disclosure regarding social and enviremgad information with reference to all
stakeholders was covered.

To assess the reliability of the content analysshmd (Krippendorff 2004), we ran a
pilot test on 10 social and environmental repornd astablisheda priori rules for both
narrative and visual disclosures in order to ftaiidi the distribution of the information into
coding units and then disseminated those codintg umio categories (Stemler 2001). Then,
the narrative disclosure was evaluated by adopgérgunits as both unit of analysis and unit
of measurement in order to detect the presenceepétition within each sub-category
(Unerman 2000, Beattie et al. 2004, Beattie andmipson 2007, Pesci and Costa 2014).
Each text unit has been detected for evaluatingptbheence of text units which repeat the
same meanings and/or concepts. The evaluationrodtive repetition of the same concept
has introduced an element of personal evaluatiois; was mitigated by triangulating the

evaluations by each researcher as described below.
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Visual disclosure (i.e. pictures, drawings, tabkesd graphs) was evaluated by using
pages as units of analysis and the number of Wst@htained in each page as the unit of
measurement. Visual disclosure was considered hroad it included photographs and
drawings as well as graphs and tables. Specifiesrulere also defined for attributing the
visual disclosure to the correct sub-categories eatbgories. Graphs and tables were
evaluated as follows: (i) observation of their lib@a within the social and environmental
report, as suggested by the Italian Banking Assiocigjuidelines; (ii) careful reading of their
captions, and (iii) analysis of the meaning of ¥imial component whenever the caption was
too generic to understand the data or there waapaarent inconsistency with the Italian
Banking Association reference against which theadakere categorised. Pictures and
drawings were considered as follows: (i) avoidamfeassessing pictures and drawings
presented on the cover page; (ii) observance oir tloeation within the social and
environmental report as suggested by the ItaliankBg Association guidelines, and (iii)
careful reading of their captions (if present) whiave been considered as a part of the visual
and not separated as a narrative text.

The analyses were run twice by each researcherse§ubntly, the researchers
discussed their findings in detail in order to reeldiscrepancies and avoid creating multiple
categories for the same coding unit (Milne and Ad®®99). During the coding process, each
researcher constructed an Excel table in whiclepont his/her coding. A multi-stage process
was necessary to establish the correct numberdihgalecisions and the attribution of each
item of information to the correct sub-categoryriétcally, the coding processes of the
researchers were compared; in the majority of #eeg, the coders were able to resolve any
disagreements simply by correctly applying the wgdrules for narrative and visuals
described above. The application of specific ridesured that neither researcher would

superimpose her approach on the other author atdtse However, in eight registered cases,
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when the researchers were not able to resolveagrgisment, a third person with expertise in
social and environmental accounting and reportirag Wwrought in as an arbiter. In these
cases, the researchers decided on the interpreth@ was favoured by the arbiter (Schreier
2012). For the purpose of the study, we collectg®@ items of information and then sub-
divided them into a list of 115 codes or sub-catego(see Appendix 1 for details). Finally
these sub-categories were re-classified into tkeksy previously defined categories, i.e.
mission, environment, human resources, customerpumity and economic. After collecting
all the narrative and visual disclosure we havesifeed repetition in its various forms as

described in the next paragraph.

5.3. Formsof repetition

The forms of repetition are derived from the distion between ‘identity’, ‘similarity’
and ‘accumulation’ proposed by Davison (2014a)ofwihg Durand (1987). These forms of
repetition have been analysed as set out belowdardo assess their ‘level of intensity’,
which we consider to be linked to the senders’ntites of producing new knowledge, in line
with Hume’s (1739) process. Moreover the rationalederlying the choice of one form of
repetition are connected to the possibility ofragton a multiplicity of stimuli (logical, visual
learning or/and emotions) rather than on a singeudus as described below:

» Identical repetitionis a repetition based on the adoption of one sidglice. It means that
one, or more than one, repetition is based on@esidentical medium such as a narrative,
or table, or graph, or picture, alternatively. Tisi€onsidered a form of repetition with low
intensity because it has a lower impact on impoessi emotions and accordingly on
memory. In this case the ‘repeated elements ardit@d (Davison 2014a, p.26) because
‘identical’ is the device/medium used for repeatihg same concept. The low intensity of

this repetition form derives from the resultingitess effect. In this sense, Davison (2014a)
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citing Ritzer (1999) states: “Tedious repetitiondsadly to the mind, but repetition with
variety can be attractive” (p.26). Moreover the lmtensity of the identical repetition is
due to the use of one medium which may only produmetype of stimulus. For example,
in using narrative repetition the sender may ady om learning capabilities relating to
linguistic forms. Alternatively, by using one typ# visual such as a graph or table
(Anderson 2000), the sender may only stimulatealigearning, or by using pictures they
can act on emotions (Mancia 2006). Finally, Hum&3@) implies that the development of
an impression normally arises from the observabibfrequent repetition, and arguably, a
‘low intensity’ instance of repetition may not bafficient to spur an impression of a
‘cause and connection’ between the various devices.

Similar repetitionoccurs when two devices are employed in the aesalgsmd produce a
“combination of repetition and variation” (Davis@14a, p.26). We argue that preparers
may be aware of the possibility that this form epetition has a higher impact on the
reader's impressions, because of its higher infgnigivel. This form of repetition
introduces the sender to the possibility of acimgultaneously from different directions to
impress upon new knowledge because, by combiniifgreint devices, it may at the same
time impact on different stimuli such as logicahétions and/or visual learning and/or
emotions. Thus, the rationale for using similaretémn lies in its higher intensity
compared to the identical form, and is obtained daying on two different stimuli.
Plausibly therefore, this form of repetition relies the perception of different, yet
conjoined objects, and thus may heighten the ré&addility to form impressions and
connections between two devices.

Finally, accumulated repetitiortombines a multiplicity of devices that preparemay
adopt for impressing on the reader’s mind, actindagical functions and visual learning

and his/her emotions. In this last case, ‘a mulatof repeated or varied forms’ (Davison
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2014a, p. 26) produces the most intensive effdut. iflea of ‘accumulated’ repetition can
be linked to Lothian’s (1976) first definition otdundancy, i.e. based on the idea of
superfluity and excess. In this paper ‘accumulaggubtition’ has been considered a form
of repetition that combines more than two devicemedia to repeat the same concept in
an ‘excessive form’. The term ‘accumulation’ makeference to the ‘intensity’ of the
form of repetition chosen by the sender with a viewnfluencing the reader’s impressions
by acting on more than two devices, thereby prodydifferent stimuli to enhance the
learning process. In this sense according to oterpretation which connects the
preparers’ willingness to impress the readers,xgtamed by Hume’s (1739), this most
intense form of repetition may produce the imp@ssof providing a new information
because of the diversity in the devices used. ttiqodar, Hume states:

For after we have observed the resemblance in ficisat number of instances, we

immediately feel a determination of the mind to&®m one object to its usual attendant,

and to conceive it in a stronger light upon accafrthat relation. This determination is the

only effect of the resemblance; and therefore rbeshe same with power or efficacy, whose

idea is derived from the resemblance. The sevestdices of resembling conjunctions lead

into the notion of power and necesgiy/39, 1.3.14).

Our paper does not consider the last form of repetproposed by Davison

(2014a), namely ‘series’, as a categper se but this work includes the possibility that
repetition appears as ‘series’ in each form of tigpa (identical, similar and accumulated) as

previously defined.

Overall, these forms of repetition have been surns®d in Table 1.

[insert Table 1 about here]
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6. Empirical analysis and discussion

6.1  Theextent and forms of repetition
By analysing the existing data on the extent anduwence of the different forms of
repetition in the social and environmental repaftsour sample of CBs, we obtained the

following results (organised in six categories) ethare summarised in Table 2.

[insert Table 2 about here]

By considering all the three forms of repetitioniethinclude narrative and visual disclosures,
there were 769 pieces of information which weresuttject to any form of repetition (27.8%
of the total information considered), while thereras 1,997 items of information (72.2%)
which were repeated, of which 19.7%, 40.35% and . related to identical, similar and
accumulated repetition, respectively. In sum thgonits of the information disclosed in CBs’
social and environmental reports is repeated biygusne repetition devices, although often
more are used. This result may be considered aartang insight in terms of the role played
by visuals in the rhetoric of repetition (Hrasky12) since a lower degree of repeated
information reported in the literature (Lothian $9Courtis 1996) might have been the result
of not ‘counting’ repeated information in visualrfio. Indeed the high level of repetition
resulting in this analysis is something relativelgw in the accounting literature because
Courtis (1996) and Lothian (1976) who only consademarrative repetition and Hrasky
(2012) who only surveyed visual repetition, do regiort similar data Whilst it is difficult to
directly compare the results to those of DavisodO& due to the absence of an overall

‘volume’ of words, phrases or pictures in her studycan be argued that our results do

® We do acknowledge the limitation of comparing enapl results relating to companies vs. not-forfjpro
organisations.
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confirm the ubiquity of repetition on a cross-sectl basis and in support of Davison’s
(2008) claims. However, the feature of the prestumtly which combines different forms of
repetition may explain the significant amount gfegtion. Repetition, when considering only
narrative disclosures, has the primary functioradtohesive’ device, and so its presence
should not be surprising (Halliday and Hasan 19@6Y in order to achieve cohesion, a not
very intensive level of repetition is deemed sudint. When the presence of repetition is
observed to be notable in each of its differenimfr this indicates that repetition aids
managers for purposes that go beyond the mererdesig cohesive function and arguably
become a device which can assist the learning psobg instigating lively impressions of
repeated information to the reader (Hume 1739, igdit@us 1885, Gagné 1985). In particular,
the use of multiple devices - such as narrative\aswlals - to repeat the same concepts acts
on different stimuli such as logical capability, @mons (Mancia 2006) or visual learning
(Anderson 2000, Mayer and Massa 2003).

Our study, which has considered different formsegietition involving both narrative
and visuals, thus offers the possibility to linleithuse to the process of addressing human
learning (Hume 1739) and our results by showingy@ng presence of repetition in different
forms, does offer evidence that managers and @gtoins consider repetition as an
important element of the discourse which can cbate to new learning (Hines 1998). In
particular, repetition acts on impressions, by tingethe perception of an association between
one or more pieces of disclosure. Furthermore, H{Ii89) considers ‘impressions’ to be the
perceptions that enter the mind with most forceanbknce, since they are related to feelings
and therefore capable of producing sensationsjgressand emotions. ‘Ideas’ though, which
are the basis of human learning, are only the fanatges of these initial impressions. The
derivation of ideas from impressions necessitdtas there is a reinforcement of the initial

impressions in an attempt to reproduce more clebdynitial impressions and addressing the
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new learning. Such reinforcement can be achievexligin the use of repetition, which is also
indirectly addressed by Hume when he defined theeot of secondary perception as an
impression based on a former impression whose sityers capable of causing passion and
emotion. Therefore, by revealing that 72.2% of ithilermation in Italian CBs’ social and
environmental reporting was repeated at variousl$esf intensity, the paper evidences that
repetition is used extensively by the senders dftewr social and environmental messages
with the aim of reproducing the initial impressiarsd then generating new learning.

A second result concerns the distribution of remetiwithin the three different forms
- identical, similar, and accumulated. Indeed, imitthe repeated information category, the
form of repetition which prevailed was ‘similar’ mature (1,116 occurrences, 40.3% of the
total information), meaning that two devices haeerbused in presenting the majority of the
information, thus providing the senders (managesi) the opportunity to act on different
stimuli (Hume 1739, Anderson 2000, Mayer and M&¥23, Mancia 2006). The prevalence
of ‘similar’ repetition (using two different formaf repetition) indicates a potential attempt to
influence sensation and emotion with a view tofagting initial impressions (Hume 1739).
Thus, the use of two repetition forms increasespthesibility of ‘impressing’ knowledge, by
acting on two different cognitive drivers and entiag the ‘secondary impressions’ which
are then able to act on feelings. Furthermore, Hsaitiughts on the impression generated
by the repetition of “similar objects in similarttion” (1739, 1.3.14) are relevant in that
they create a perception of a cause and conndositmeen the objects (i.e. a narrative and a
visual disclosure), thereby creating a new andsimeiimpression in the reader’s mind.

Identical repetition has an occurrence of 545 @#).@&nd this form of repetition can
act on a single stimulus for producing learning,antien identical repetition is based on
narratives, this might be associated more withetkigencies of linguistic cohesion than with

pedagogical ones (Halliday and Hasan 1976). Whitsimulation is less common, the fact
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that ‘mission’ and ‘community’ categories presentemre accumulated information do
provide food for thought, since these disclosuedate to the main social reasons for the
existence of CBs. In this regard, repetition ingynarrative form may help managers impact
on the impressions of their more salient stakehisltdg conveying organisational information
and producing new knowledge aimed directly at tifelonme1739), or within a legitimacy or
impression management vein (Goffman1959, Lindblo#®4). Relatedly, the absence of
homogeneity in the three different forms of repatitacross the six categories does reveal
that the content in certain categories may be stibpemore consideration by the managers
and organisations. For example, it can be obsahedinformation which reflects the major
occurrence of repetition (combining the three forofsrepetition§ relates to ‘mission’.
‘Mission’ information is arguably conveyed to CB mieers in order to give them evidence of
the social role and to the particular care thatdiganisations devote to them. Therefore, the
‘mission’ category contains information directednbi@mbers, who represent one of the most
important stakeholders for CBs, and it is consetiygausible that CBs will seek to engage
with them as part of a significant communicativioef This effort, in our view, is linked to a
willingness to continuously reinforce the faintbaik complex, ‘idea’ of a relatively abstract
and vague construct (e.g. mission and vision).

Accumulated repetition serves the purpose of piogid multiplicity of opportunities
for the reader to develop an impression of causecannection between the different devices
so that these can be reproduced more clearly adas, thereby creating new knowledge
(Hume 1739) about CBs’ activities. The rationalerfanagers to repeat concepts to the CBs’
members might be to legitimise the banks’ actidng; also might be to produce a deeper

degree of awareness, education and learning abeutBs’ results. The composition of the

® By re-computing the percentages on the basiseofatal number of occurrences per theme, the giathanges
slightly, with the environment being the less diseld item compared to all themes and the more tegpheae.
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‘mission’ category may help provide a better untirding of the type of information being
repeated (see Appendix 1 for details). At the saime, considerable effort in repeating
concepts in different forms for other salient staMders such asommunity customerand
economicgs also evident. CBs are embedded in the commumityhich they operate, and
they not only have moral duties, but also legalsotee the localities where they operate.
Consequently our finding, evidencing a high levietepetition for the community category,
seems to reinforce our argument about the manadess‘e of ‘impressing’ upon the reader
the CB’s contribution to the community, so thatagdebout the CB’s actions may be formed
following the sensations and emotions derived ftbese impressions (Hume 1739). Similar
arguments can be put forward in support of theirigsl relating to customers and economics
and, as such, repetition can enable readers t@ipera cause and connection between the
different devices and instances. However, repetiippears to be used less for information
dealing with human resources and environment, anthy be possible that actors engaged
with these themes are less targeted by the coopef@nk and that CBs’ managers probably

do perceive an urgent or critical need for the pobidn of new knowledge.

6.2. Interpretive assessment of the different forms of repetition

In order to deepen the rationales of the threeeudfit forms of repetition as a
managerial method for impressing new knowledge camcretely show the use of identical,
similar and accumulated repetition for some ofgtb-categories, offering the possibility of a
more complete reflection on the issue of repetitiosocial and environmental reporting. The
analysis follows the logic explicated in Figurewlhich helps highlight the role of repetition
as a technique for generating knowledge and thatlacwed in Table 1, and which assists in

understanding the rationales for choosing diffeferhs of repetition.
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Within the ‘human resources’ category, an item Whicesented a high incidence of
repetition was the ‘Description of employees’, whaxhibits instances adientical repetition
for six bankssimilar repetition for 33 banks aretcumulatedepetition for 13 banks. When
presented in narrative form, this item often digpla consistent number of repeated words
and concepts, particularly in the first introdugt@entences that have the ability to capture
the reader’s attention in order to convey the ingooze of the information disclosed in this
item. For example, introducing the description mipdoyees, one of the CBs states:

In the life of our enterprise people are fundamerithe achievement of corporate
objectives depends on their involvement and thalita The main asset of the bank,
therefore, is not so much the 23 million euro cfedss, it is not fund raising and is not
direct deposits.

Our main and primary resources are human resources.

The employees are the operative core of the comparty to some extent they
represent the company’s face (Bilancio sociale BaficCavola e Sassuolo 2008, p.
15).

The intent to impress upon the reader’s mind wépetitive text is notable and the
same concept is expressed three times in narraive ‘people are fundamental’; ‘primary
resources are human resources’, and ‘employedbe@@erative core of the company’. This
is therefore suggestive of Hume’s observation @nrépetition of perfectly similar instances.
In repeating this information, it can be argued tha senders are aware of the need to create
an incremental impression, and therefore new kndgde based on a perceived association
between employees and the bank, and thereby unugrtile key importance of human
resources for the organisation. In Hume’s (1739)kwinpressions have an initial force and
vivacity which gradually diminishes over time bbhetmemory of them become ideas, and so
ideas are copies of the impressions but they dchawé the same degree of intensity. The
repetition device, as illustrated above, can helpetaining the initial force of an impression
by recalling it a sufficient number of times, amdi$ enabling the production in memory of a
copy of this first impression; which can be atturtedthe initial perception. In using this
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‘identical’ and narrative-only form of repetitiothough, it is also argued that the senders are
acting in a limited way on the learning capabititiethe reading capability of the receivers,
their ability to identify the repetition instancand their ability to differentiate between the
degrees of repetition. In this regard, the absefeesuals in describing employees may erode
the intensity of the ‘impression’, because impmssithat managers create using mere
narrative repetition may not produce, or are ndtigently connected with, any emotion or
other neurological function evocated by imagesraphs (Anderson 2000, Mayer and Massa,
2003, Mancia 2006). A similar, albeit less inteesieffect is achieved when the reader is
offered repetitive information solely on the basik visuals. For example, within the
‘consumer’ category, there are often sections aml/dd specific products, but many CBs
simply present two or more pictures from the breebudevoted to the products. By using
only visuals without any narrative explanation, emder is potentially renouncing its bid to
impress the readers since a narrative could patBnprovide an opportunity to explicitly
highlight that it is conjoined to another objecis(ials) and that it is related to the said object,
and thereby stimulate different neurological fuoet (Anderson 2000, Mayer and Massa
2003).

When the sender is using an identical repetitiod #me number of the visuals
increases so that the information is constituted géllery of visuals (of general pictures), the
sender is effectively relying on series or listayi3on 2008, 2014a) as a reinforcement of the
repetition tactic (see for example Figure 2). Iis ttase, and although the form of repetition
remains identical using our definition (based aingle device), the sender may enhance the
intensity of repetition by using series since tbeall of an image does improve after several
viewings (Durand 1987). In a similar vein, Hume 3@y argues that after frequent repetitions,
an impression is generated as a result of the agpea of one object directing the mind to

consider “by custom its usual attendant, and tcsiclan it in a stronger light upon account of
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its relation to the first object” (1739, 1.3.14. eéffect, the use of series or lists may rely on
Hume’s (1739) contention that the mind tends to riediately conceive a connection”
between repeated similar instances and thus “bemidrawn an inference from one to

another” (1739, 1.3.14).

[insert Figure 2 about here]

Moreover whilst it is also possible to distinguisites of the people portrayed in the
series, the power of the tool might be further eced because it can be used by mangers to
impress upon the reader’'s mind and foster a prostsdentification with the organisation
(Mancia 2006). Another example of identical repetitderived only through the use of
pictures (which can also be defined as series sts las per Davison, 2008, 2014a), is
relatively rare, but it is sometimes classifiedtie ‘mission’ category for items such as
‘loyalty reward’ or ‘scholarship’, and also in theommunity’ category for items such as
‘sport’ or ‘culture’ and ‘education’. In the caséidentical repetition, all pictures devoted to a
sub-category portray a similar subject conveyingdamtical message and constitute the sole
information about that item. Figure 3 shotvs of the eight pictures used to illustrate the

item ‘sport’ for one of the banks in our sample.

[insert Figure 3 about here]

This bank explains how it is using money to fundtball clubs exclusively through a
series of pictures portraying different footballles. In this case each picture has the same
function because it illustrates the interventiamshie area of sport, but the use of series helps

the learning process (Durand 1987) to create alsinmppression. It also seems that the
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possibility of recognising the face of known peoplght be relied upon to create a sense of
confidence towards the bank by acting on emotiaafers (Mancia 2006). In this case it
seems that the slogan of “My bank is different” niegyrecalled in the reader’'s mind when
individualising the faces of people portrayed iagh pictures, and thereby developing a form
of emotional bonding with, and visual-led learnofgthe bank’s ethos. Admittedly, identical
repetition of this kind of picture might be the uksof an impression management strategy or
a legitimation tool in the managers’ hands (Goffmd®59, Lindblom 1994), but the
managers’ real intent cannot be detected by ouurdeatary analysis. Instead, we can only
contend that these devices appear to be creatiegvgpedagogy and conveying a new reality
about the bank’s activity (Hines 1988, Morgan 19&8spite this, the strategy for impressing
information using identical repetition may be calesed less effective because it incurs the
risk of sounding boring, not subtle, and of lesséensity (Hoey 1991, Ritzer 1999, Davison
2014a), with a limited ability to prompt new knowtge. At the same time, this form of
repetition can be the most appropriate for trartsmyitand generating ‘simple’ ideas which
are the result of a simple impression so that thbility to produce new knowledge is not
(expectedly) high (Hume 1739).

Other forms of repetitions, however, may be capablproducing what Hume calls
‘secondary impressions’, which are impressions dase a former impression incised in
memory, and thus giving rise to an idea and in agpg the same concept, the idea can be
associated to a feeling such as a desire or an@m@iume 1739). By following Hume it is
argued that, in repeating concepts, the effecinpiréssions on memory and subsequently on
ideas can be amplified because of the force ofthecondary impressions’ associated with
human sentiments. The possibility of generatingedsint types of impressions can be
illustrated when examining the use of the ‘similestm of repetition. In addition, Hume

highlights the possibility that impressions candgemerated from the reader’s perception of a
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connection between conjoined or contiguous obj@cts a narrative and a visual). Within the
‘mission’ category, thescholarship item is often presented in the form of similape&tion

by combining a narrative description with an imatj@t portrays students receiving
educational scholarships. For example the Cooper&ank of Piove di Sacco describes the
‘scholarship’ item with a brief sentence:

there are forms of incentives which are not digecitbnnected to the core business of the
Bank, such as ‘scholarship’ that only members drar tson and/or daughter may receive
when he/she has distinguished themselves in tlly $tu]’ (Bilancio sociale e di Missione
Piove di Sacco 2008, p.23).

To this sentence, however, a picture has been addaghlight the initiative and impress the

same message using a different device.

[insert Figure 4 about here]

The information about scholarships presented saheharrative form is, arguably, not
so impressive compared to the same informationrapeoied by a picture in which it is
possible to distinguish the faces of peofdich are‘only members and their son and/or
daughter’)involved in the initiative. One of the functionstbe picture is to attract attention
so that the narrative information can be read amgtéssed upon, thereby developing a new
impression on the basis of the perceived connedbieveen the two devices. Thus the
presence of the visual is important in helping seader of the written message to stimulate
the learning process by appealing to emotionsadittrg ‘attention’, and acting on the visual
drive for memorising information (Gagné 1985, Arster 2000, Mayer and Massa 2003,
Mancia 2006). The message could also be interpiatéefms of the bank offering concrete
help to young people, and the intention may bellngmess to be perceived as a good player

in an otherwise ‘controversial’ banking system. Enmanagers seek to convey tWy
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bank is differentmotto (Goffman 1959, Lindblom 1994) and hereirs like possibility that
repetition serves an educational purpose by showaingexample of how CBs operate
differently from other banks (Davis and Worthingtt®93) and by developing a perception of
a cause and connection between the different vemdinarrative devices, the objective of the
repetition serves to create a more vivid impressiocihe CBs’ motto in the reader’s mind.

The meaning of a similar repetition acting on dif& drivers may also be interpreted
as a technique to help in data memorisation (Amae2000, Mancia 2006), without any
impression management intent, but rather actinghenlearning process with a view to
producing new knowledge through the possibilitypodducing different types of impressions
- namely, original and secondary ones (Hume 17BOjhis sense, it would be difficult to
exclude the possibility that many managers usehgramd tables together with narrative
disclosure to help in a memorisation process (Asmer2000; Mayer and Massa 2003). For
example, in describing customer and employee coitiposthe use of graphs and tables —
which is very common in our analysis - seems tdh@emost appropriate tool to favour the
learning process in this regard. Yet a number gbawting studies seem to privilege their
function as an impression management tool (Beattat Jones 2011, Jones 2011, Cho et al.
2012) and thus do not generally take the view ghsgnder can equally use repetition devices
as a as process of knowledge creation and learning.

Thus, within our interpretive framework, manageisn cuse different forms of
repetition because they are capable of actingreéiftty on learning functions (Gagné 1985,
Anderson 2000,Mayer and Massa 2003, Mancia 200é)oancreating impressions and new
knowledge in terms of the cause and connectiondmiwhe different devices (Hume 1739).
In our view, this also means that managers canifnipé repetition intensity by the presence
of a multiplicity of devices, thereby leading to accumulated form of repetition. Relatedly,

accumulation seems to be strongly present whemrirgdeto particular items of information
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among the six individual categories. For exampléhiw the ‘community’ category, the
information on ‘social intervention’ exhibits accuhated repetition for 32 banks, while
similar repetition is present in 30 of them, anéntical repetition in eight other banks.
Similar levels of accumulation are present withie tategory ‘members’ for the following
items - ‘number of member and ‘trend of the numbémembers’ - but this also applies
within the ‘customer’ category for the item ‘ATM @nsales channel’ and within the
‘economics’ category for the ‘value-added’ item.

Many interesting examples of accumulated repetitome from the ‘community’
theme. There are many cooperatives that rely derdiit devices of repetition among which
pictures play an important role to show theocial intervention’in their territory. For
example: there are a number of pictures, togetlidr narratives and graphs, portraying the
non-profit organisations assisted by CBs, or a remal pictures ofsocial eventsbrganised
for the local community. The subject of the picture often the people directly involved in
the interventions, thereby fostering the processidehtification already commented on
(Mancia 2006) for identical and similar repetitiom the specific case of accumulated
repetition concerningsocial intervention, the strong presence of pictures is often about
repeating concepts already expressed by tablesmamative and serves to add details of the
individuals who benefitted from the interventio®ame examples are provided (Figure 5) to

illustrate the use of the accumulated repetition.

[insert Figure 5 about here]

In the selected social report, these and othewungstare preceded by a narrative
explanation of the bank’s social intervention aotioived by an exhaustive list @il these

types of activities in favour of the community whigesonates with the series in reinforcing a
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repetition rhetoric (Davison 2008, 2014a, Duran87)9 Moreover the bank offers tables to
synthetically express the volume of social intetias. Finally a drawing, close to the tables,

completes the information about this topic.

[insert Figure 6 about here]

In order to give an idea of the importance of tteni ‘social interventionsfor the
managers of this bank, it is stressed that theatiwaslume of information expressed in terms
of the number of pages devoted to this single togpcesented six pages (the total number of
pages of this report is 80). In these six pages, list of all the social interventions is
contained in almost three pages. In our view, tiligtively long list acts as a series (Davison
2008, 2014a, 2014b, Durand 1987) because it hasctpe to impress upon the reader’'s mind
the weight and impact of the bank’s social intetiwsrs on a large constituency of people,
and its importance is reinforced by an introductexplanation along with pictures, tables and
a drawing that act simultaneously on different m&@y capabilities (Gagné 1985, Anderson
2000, Mayer and Massa 2003, Mancia, 2006). The Isameous use of all these devices
produces a strong effect in impressing new knowdedtume 1739) This is as a result of the
creation of an impression upon the presence ofooweql objects and instances that are
connected to each other, such that “the idea obtigedetermines the mind to form the idea of
the other, and the impression of the one to forrmaae lively idea of the other” (1739,
1.3.14). Furthermore, when producing new knowleolgadopting ‘accumulated’ repetition,
the role of ‘secondary impressions’ (Hume 1739)dbees central. This powerful type of
impression, based on human feelings, plays an imapbrfunction in helping the
memorisation process and in forming complex ideabeé readers’ minds as to the actual and

proven ability of the CB to devote resources aridresf to the development of the community
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and of its people. Finally, this effect may be alisied to the concept of redundancy as
‘superfluity’ or ‘excess’ which repetition sometisienay produce (Lothian 1976).

The same effect for the ‘social intervention’ itésrachieved by other banks using the
photo-gallery approachwhich also acts as a series or lists (Durand 18&&json 2008,
2014a, 2014b), but which is also able to fosteraxgss of identification and which directly
acts on the emotions to impress the informatioone’'s memory (Hume 1739, Mancia 2006,
Gagné 1985). This technique provides an illustratiba topic that was already described in a
narrative form and using tables or graphs in orttershow the distribution of the
interventions. Often the CBs in our sample arrargetlires one behind the other, in order to
offer a photo-gallery aboutll the social interventions executed during the yédso, in
similar cases, the result is suggestive of a redoin(Lothian 1976) practice which may help
to impress information in memory (Hume 1739, Andar2000) precisely because there is so
much content which cannot be neurologically ‘ignbrey the reader, thereby creating the
conditions for the reader to develop a connectietwben the presence of several disclosure
devices and to perceive that there are relatiossioéession and contiguity between them. By
considering the content of the ‘social interventiibem, it can be argued that, in most of these
cases, accumulated information is presented byntheager whose probable intent is to
persuade the reader about the human relationsdigharhuman vision due to the banks being
part of the cooperative world, and emphasisingntessagéeMy bank is different’ In these
cases, the intensity of repetition resulting frdra tise of accumulated information combines
different devices to repeat the same informatiod aray assist managers in achieving an
impression management and legitimation motive (@aff 1959, Lindblom 1994). The list is
also useful for helping the learning process incating the audience on an important

underlying rationale (social role) for the existeraf a CB (Hume 1739, Hines 1988).
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These examples of the use of identical, similar andumulated repetition help to
understand the potential of this rhetorical dewideen it acts on different learning functions
by combining the effect of narrative and variousual devices as a powerful instrument of
knowledge that helps managers to impress new lahdgormation (Hume 1739). Plausibly,
managers add visuals to narratives to communicagelanguage that is easier to understand
for people who do not have the relevant backgroundhterpret some of the information
contained in the social and environmental repadfrts cooperative bank or who have special
skills for visual memory (Anderson 2000, Mayer afidssa 2003); but at the same time, the
information could also be used to achieve speaifianagerial intent (Goffman 1959,

Lindblom 1994): an issue which could be analysefither studies.

7. Conclusion

The paper sought to contribute to the scant lieeabn repetition in accounting by
studying the forms of repetition: but also by explg their use as instruments of the
production of new knowledge (Hume 1739) in the agband environmental reports of 86
Italian CBs. The paper was informed by Hume’s (378®rk which explains that (i)
impressions are the starting point for generatingnéin knowledge, (ii) that repetition can
create new impressions by virtue of the readerntsguion of a connection between devices,
and (iii) that impressions can be recalled in thedby the repetition of a former impression,
known as secondary impressions, which involve desgmotions, passions and sentiments in
the memorisation process. This interpretive fram&wbased on Hume’s (1739) thoughts,
articulates an understanding of repetition prastid®y re-conveying, re-presenting and re-
producing information many times using narrativel arsual devices, the sender effectively

guides and directs the knowledge creation prodBgferent forms of repetitions act on

42



different types of impressions (original and se@gyl and thus can impact with greater force
on memory and consequently enhance new knowledge.

From an empirical standpoint, three forms of rejmeti (identical, similar and
accumulated) are found to be widespread in theasacid environmental reports of Italian
CBs and, in a combined form, repeated items ofrmé&tion far exceeded the non-repeated
ones by a ratio of almost 3:1. Our results poina ignificant use of repetition in the social
and environment reports and a strong use of regetitombining narrative and visuals. The
high level of repetition found in our results cadicts other previous accounting studies
which investigated narrative repetition (Lothian7&9 Courtis 1996), but our research differs
from the previous studies because, in detectingptesence of repetition, we have relied on a
different, theoretically informed method to idegtifepetition, both in narrative and visual
form. Our study resonates with Davison’s (2008,42)iews about repetition and our cross-
sectional evidence from Italian CBs supports hamts that corporate disclosure is ‘a space
of multitudinous signs’ (Davison 2008, p.819) ahdtf among these signsghé discretionary
words and pictures are often the richegDavison 2008, p. 820). Similar repetition, which
combines the use of two different devices to repleatsame information, appears to be the
most used form of repetition. The rationale fomgsthis form of repetition may be related to
an organisational awareness that it has a higlemsity compared to identical repetition, due
to its impact on different types of impressions iu1739), its ability to direct the reader to
generate connections between the devices, anthjgact on different stimuli for enhancing
the learning process involving logical and emotlocapabilities (Anderson 2000, Mancia
2006), whilst avoiding the tedious effect of rep@gtconcepts without any variety (Ritzer
1999, Davison 2014a). In our view, though, simil@petition has less of an ‘impression’
intensity compared to accumulated repetition egjilgaf it is in an embedded form such as a

‘series’ (Durand 1987, Davison 2014).
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By analysing our data it appears that CBs use rdifiteforms of repetition which
convey a message of emphasis particularly whemtbemation relates to stakeholders such
as community, members, customers and economics. dikelosure towards these
stakeholders is often of a similar or accumulatatlire and the role played by visuals shows
the concrete possibility that the preparer will asta learning path to ‘impress’ or ‘imprint’
information. Moreover, visuals provide managershvilie possibility of touching upon the
reader’'s emotions or drawing from visual memoryd@a 1985, Anderson 2000, Mayer and
Massa 2003, Mancia 2006) by acting on secondarydssions (Hume 1739). In such cases,
the manager’s rationales may fit with the differérgories used in social and environmental
accounting to explain the form and content of vty disclosure (Goffman 1959, Lindblom
1994) and might convey to the most salient stalddsl the message thafly bank is
different’.

After examining the phenomenon of repetition inigband environmental reports of
Italian CBs, we therefore conclude that it is atohieal device to reckon with, in terms of its
ability to construct reality by emphasising certagpeated concepts (Hines 1988). In this
regard, we would argue that prior views about ri&@pai namely that it is not largely
prevalent or that it can be easily discarded byleemas a ‘mere’ mechanism of symbolic
management, have to be re-assessed. Our study haksotheoretical implications for
researchers because one looks at disclosure asca Bpwhich new knowledge is created,
and by studying the interconnections between thaghts of different thinkers from different
disciplines, one may contribute to a better undeding of the processes leading, and the
basis of, this knowledge. Moreover the study ofteespreparers of social and environmental
reports an in-depth understanding of the signifieanf the rhetorical device of repetition,
thereby providing them a greater awareness of whms of knowledge they may develop

from such documents.
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Research on corporate annual reports on a crotierscand longitudinal basis can
also shed light on the relevance of key determméay. size, risk, governance mechanisms,
stakeholder sensitivity, and industry differences}explaining the prevalence of particular
forms of repetition and whether particular managerationales (e.g. legitimation-seeking,
stakeholder management, educating audiences) magt ay. From a methodological
perspective, we would also argue that our papar®iiew and complementary implications
to the extant literature relating to the classtima, coding and analysis of narratives (e.g.
Beattie et al. 2004, Beattie and Thompson 2007sdebnd Pritchard 2007, Beattie 2014)
and graphs (e.g. Beattie and Jones 2008, Hrask®)201 particular to the effect(s) of a
combination of narrative and visual devices. Furitadies on repetition in accounting may
focus on other forms of repetition or on specifems of repetition, going beyond the limits
of our study to directly investigate the receivepsints of view. Indeed, in this study, the
perspective we have adopted (the sender’s pergpgatiay be considered a limitation
because the research design does not allow useictlgiexamine the effects of repetition on
the reader’'s learning process. These limitationy tm@ overcome by adopting different
methodologies, such as interviews, surveys andrempets. Finally, further empirical work
could be considered in the case of other typeofprofit organisations, or focus on specific
corporate information, such as press releasesp@ctsses, and operating and financial

reviews (OFR).
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Table 1. Repetition:

classification of narratieasl visuals.

Form of repetition

Definition of repetition forms

Rationales underlying specific forms of
repetition

No repetition

Purely narrative disclosure or
purely one type of visual
(narrative, or table, or graph, of

picture, or drawing)

Repetition does not exist

Identical repetition

One single device is used in a
repeated manner.

Example 1: repeated narrative
disclosure. In this case narrative
the only device used in repetitio

so the same concept is repeats
twice, or more times, in narrativ

form.

Example 2: a single type of visu
disclosure is used twice, or mor
times, to express the same conc

n,

D

il
e The concepts of Anadiplosis or anaphoraj
ppiterpreted by Davison in studying visuals

Stereotyped repetition of the same element
which can be presented alternatively in
narrative or visual form and whose intens
is due to the possibility of acting on one

single stimulus for producing new learning.

ty

Narrative:

Simple repetition which in linguistic studie

it means the use of the same word (Hogy

1991).

Complex repetition: in linguistics, this means

the use of synonyms or circumlocution
(Hoey 1991).

)

Narrative repetition which has a primary role

of achieving cohesion (Hallyday and Has
1976).

Visuals:
When presented in visual form identical
repetition may act as:

is
The identities as interpreted in Davison’
d work (2014a) by following Durand (1987)|.

The series as defined by Davison (20144&).

as
n

accounting (Davison 2008).

The possibility of acting on emotion by usi
only pictures coherently with studies of
neurology (Mancia 2006).

The possibility of stimulating visual learnin
by using only graph or table coherently with
studies of psychology (Anderson 2000,
Mayer and Massa 2003).

A ‘low intensity’ form of repetition (visuals|

or text) which can only weakly allow for th

development of an impression of a cause
connection

(Hume 1739).

[©)

Similar repetition

Narrative disclosure plus one

Two devices are used in repetitig

kind/type of visual disclosure or

n. Various elements that multiply or reflect
each other, the intensity of which is due to
the possibility of acting on two different

two different visuals.

stimuli for producing knowledge, as:
52
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Example 1: narrative disclosure
plus table (or graph).

Example 2: one table and one
graph without any narrative
disclosure.

The Similarities as described in Davison

(2014a) in applying Durand’s concept
(1987).

The Series as defined by Davison (2014

Enhancing the possibility of acting
simultaneously on emotion, visual learnin

and other neurological functions by using a

multiple source of stimuli as explained by
psychologists and neuroscientists

(Anderson2000, Mayer and Massa 2003,

Mancia 2006).

Sufficiently different, and conjoined

instances of repetition, being perceived by

the reader and leading to a new impressi
(Hume 1739).

Accumulated repetition

More than two devices used to
repeat the same concepts.

Example 1: narrative disclosure
plus two different types of visua
(tables and graphs).

Example 2: three different types
visuals (pictures, tables and
graphs).

of

The intensity of this repetition form is due
more than two different stimuli for enhanci
the learning process, as:

The Accumulation as described by Davisi
(2014a) and Durand (1987).

The Series as defined by Davison (2014

The possibility of acting simultaneously o
emotion, visual learning, and other

neurological functions by using a multiple

source of stimuli as explained by

>

psychologists and neuroscientists (Anderson

2000, Mayer and Massa 2003, Mancia 20

‘Superfluity or excess’ in repeating the sa
concept
(Lothian 1976).

The existence of several instances of

conjoined objects, which heightens the

determination of a cause and connectio

(association) between the different item
(Hume 1739).

6).

=
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Table 2. Occurrence of repetition for each keyrtae

Form§_ of . | Mission | Environment Human Customer | Community| Economic| Total
repetition/categorie, Resources

Total occurrences

(items repeated plus 703 83 481 661 570 268 2766
items not repeated)

Total count of no 158 15 163 212 136 85 769
repetltlons

0,

% of total 5.70% 0.50% 5.90% 7.70% 4.90% 3.10%  27.80
occurrences

Identical 104 40 125 129 124 23 545
repetition

0,

% of total 3.80% 1.40% 4.50% 4.70% 4.50% 0.80% | 19.70%
occurrences

Similar repetition 345 24 157 252 232 106 1.116
0,

% of total 12.50% 0.90% 5.70% 9.10% 8.40% 3.80% | 40.35%
occurrences

Accumulated 96 4 36 68 78 54 336
Repetition

% of total

0, 0, 0, 0, 0, 0, 0,

oecUITenCes 3.50% 0.10% 1.30% 2.50% 2.80% 2.00% | 12.10%
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RECEIVER’'S PERSPECTIVE IMPRESSION

:
}

MEMORY

IDEAS

KNOWLEDGE

Figure 1. Repetition as a phenomenon connectétlitne’s notions of Ideas and Impressions

and Knowledge.
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£ LA MIA BANCA 51 € FRTTA IN 440 BANCHE PER ME TRAI

LA MIA BANC LA MIA BANCA LA MIA BANCA
E DIFFERENTE. E DIFFERENTE. E DIFFERENTE.

(E ANCH'I0 NON SCHERZD) (E ANCH'ID NON SCHERZD) (E ANCH 1D NON SCHERZO)

Figure 2. For the identical repetition one singd¥ide is used in a repeated manner (See Table
1). The figure shows an example of identical rejoetiwith the employment of series of the same
visual. The concept of series has been deepen&abigon (2014a) following Durand (1987) and in
our interpretation the series work as reinforcemarftthe repetition by proposing the same concept
using the same device. In this case the series asrk reinforcement of the motto “my bank is
different” which is the caption for all the threietoires.

Source: Credito Cooperativo di Brescia, Bilanci@i8le 2009, p. 18.
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Figure 3. An example of identical repetition byngsionly visuals (See Table 1). Also in this
case the identical repetition is obtained by illaighg the concept of “sport” or “charity to spocisib”

by only using series of visual (Davison2014; Durd®@&7). The bank introduces a paragraph whose
caption is devoted to the bank’s charity activiiwards sports clubs, but the concept is impressed o
the readers’ mind by only relying on repetitionnfraghe same type of device: the visual one - which
can act on emotional drivers (Mancia, 2006).

Source: Bilancio Sociale, Banca di Cesena (20080p.
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Figure 4. The picture shows an example of simitgretition where two devices are used in
repetition, namely a narrative disclosure plus tpe of visual disclosure (See Table 1). In thiseca
the bank explains using narrative disclosure whatdans by “scholarships” in the bank’s activities,
and then the same concept is reinforced by addinghé explanation a picture. The narrative
explanation plus the picture to express the sameegd generate a similar repetition enhancing the
possibility of acting simultaneously on emotionsual learning, and cognitive stimuli by using a
double source of stimuli (Anderson 2000; Mayer Btassa 2003; Mancia 2006).

Source: Bilancio sociale e di Missione Piove dic®a@008, p.23).
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Figure 5. An example of some of the pictures faterate an accumulated repetition in which
more than two devices have been used to repeatthe concepts (See Table 1). In this case the bank
associates these and other pictures to a tabl@vand) and to a detailed narrative explanationhef t
bank social intervention plus a list of all sociaterventions. In this case multiple devices (the
narrative explanation plus the list, plus the taplas the drawing, plus the pictures) have beeql ts
express the same concept: the bank's social imiowns exploiting the possibility of acting on a
multiple source of stimuli (Anderson 2000; Mayedadviassa 2003; Mancia 2006) but incurring a risk
of superfluity or excess (Lothian 1976).

Source: Bilancio sociale Cassa Rurale di Trent@820p.25 and 26).
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Sostiegro alis axsodazion| ed alis nizithe

cubuall, educive @ ioeative. 253 Imunent | 34 mik euno
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TOTALE 574 Intmrvent | 949 mik sun
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mi::nﬂmdﬂdﬂ;m 5022000 swn dotazione iniziake:
al a . 12 |
it o ranfostionl sorve 3 milioni di euro
17314 000 s
Figure 6. The table and the drawing associatel thi¢ pictures of Figure 5. The elements of

Figure 5 and 6 plus a narrative explanation, pllistaf all social interventions generate an exkemp
of accumulated repetition (See Table 1) which @mulaneously on different learning capabilities
(Gagné 1985; Anderson 2000; Mayer and Massa 20@8ch, 2006) and can produce a strong effect

on impressing new knowledge (Hume 1739).

Source: Bilancio sociale Cassa Rurale di Trent0820.28).
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Appendix 1: The list of categories and subcategas used in the analysis.

Category: Economic

1 Trend assets under management
2 Credit risk
3 Equity amount
4 Capital indicators
5 Profitability indicators
6 Risk Indicators
7 Productivity indicators
8 Efficiency indicators
9 Solvency indicators
10 Value added
11 Balance sheet
12 Income statement
13 Profit destination
14 Assets under management
15 Equity trend
16 Total brokerage
17 Macro indicators
18 Raising credits (funds)
19 Direct deposits
20 Credit-bearing assets
21 Structural indicators
22 Bad debt

Category: Community
23 Relationship with other banks

24 Relationship with insurance companies

25 Relationship with banking foundations

26 Relationship with supervisors (Bank of Italy)
27 Relationship with associations

28 Taxes

29 Treasury services

30 Internal rules and Anti-Money laundering systems
31 Relationship with other local authorities

32 Contributors and facilities

33 Taxes: geographical description

34 Education

35 Culture

36 Research

37 Solidarity

38 Sport

39 Social intervention/commitment: trend

40 Economic contributions to Third Sector

41 Territorial development

42 Local Development



43 Security and virtual banking
44 Cultural promotion of IT

Category: Customers

45 Customer description

46 Negotiation conditions

47 CL-customer satisfaction

48 Marketing development

49 Environmental and ethical finance
50 Handling complaints

51 Direct Deposits

52 Indirect deposits

53 Deployment of funds: amount
54 Loans to customers

55 Direct Deposits: description
56 Indirect deposit: description
57 Deployment of funds: description
58 Direct deposits by sector

59 Deployment of funds by sector
60 Products for young people

61 Products for students

62 Products for families

63 Product for foreigners

64 Products for agricultural customers
65 Real estate products

66 Third Sector

67 Products for freelancers

68 Products for senior citizen

69 Products for enterprises

70 Pension/retirement products
71 Bonds

72 ATM and sales channels

73 Services for account holders
74 E-services (online)

75 Proximity index

Category: Human Resources

76 Recruitment

77 Employees class/status

78 Description of employee (gender, age, qualifiaz)o
79 Equal opportunities

80 Social initiatives (i.e. sport for employees)

81 Internal communication

82 Industrial relations (unions)

83 Costs for training

84 Training (number of courses and participants)

85 Dismissals



86
87
88
89
90
91
92
93
94

Absences

Remuneration system

Incentives for the employees

Security and safety

Number of employee by category

Costs for employees

Additional services for employees (health-care)
Mutuality/Loan initiatives for employees
Loyalty rewards/incentives

Category: Environment

95
96
97
98
99

Environmental management

Training

Green investment

Environmental certifications

Discounts for environmentally-friendly companies

Category: Mission

100
101
102
103
104
105
106
107
108
109
110
111
112
113
114
115

Number of members

Trend of the number of members
Mutuality index

Adjustments/Returns

Description (gender, age, qualifications)
Sector of activity

Number per branch

Economic incentives

Services (assurance, health care, tax advice)
Internal communication

Attendance at assemblies

Loyalty Reward

Attendance at social events
Scholarships

Trips and holidays

Training
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