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IN THE MULTIMODAL IT MARKETING DISCOURSE:
A CORPUS-ASSISTED STUDY
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Abstract. The article focuses on investigating the specifics of the Artificial Intelligence (Al) ideologeme in
the website discourse of software vendors. The material of the study is the website discourse of Microsoft. The
linguo-conceptual and discursive analyses have resulted in identifying the most frequent lexemes in dictionary
entries and constructing the nominative field of the Al concept. We have carried out a corpus-assisted study of the
linguistic representation of the Al ideologeme in the Microsoft discourse using AntConc and extracted keywords
and collocations, including metaphorical ones, which make the ideologeme explicit through keywords such as
responsible, businesses, change, etc., collocations: Al-ready culture, AI-human partnership, etc., metaphors based
on the actions of living beings such as drive, dive, etc. The keywords and collocations create the intention-driven
positive ideologeme of Al as a phenomenon regulated by competent bodies and empowering businesses to drive
the positive change, along with amplifying the capabilities of human beings. The nonverbal means of the Al
ideologeme have been described within the representative and interactive dimensions such as pictures of living
beings, colors of nature such as green and blue, and metaphorical perspectives contributing to the discursive
affinity of Al and nature. The corpus-assisted study has resulted in identifying the discursive representation of the
Al ideologeme which is different from that of the dictionary entries describing Al as a machine capability to copy
the human behavior.
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NAEOJOTI'EMA ARTIFICIAL INTELLIGENCE
B MYJIbTUMOJAJIBHOM MAPKETUHT'OBOM JUCKYPCE
CO®EPbI HH®OPMAIIMOHHBIX TEXHOJIOT UH:
KOPIIYCHO-OPUEHTUPOBAHHOE UCCJIEJJOBAHUE

Haranbs BaagumuposHa CoxosioBa

ITepmckuit HalMOHATBHBIN HCCIIEI0BATENHCKUH MONUTEXHUYECKUN YHUBEpCcHTeT, I. [lepmb, Poccus

Annotanust. CTaThs MOCBAIICHA U3YYCHHUIO HICOJIOreMbI «HCKYCCTBEHHBIH HHTE/LTeKT» (M) B muckypce BeO-
CalTOB IPOU3BOAUTEIICH MMPOrpaMMHBIX IPOIYKTOB. VccemoBanue mpoBecHO Ha MaTepuralie qUCcKypca Beb-caiTa
kxommauuu Microsoft. C mpuMeHEHHEM JTMHTBOKOHIIETITYaIbHOTO U TUCKYPCHBHOTO aHAIN3a YCTAHOBIICHBI HAN00-
JIee YIIOTPeOUTEINIbHBIC JIEKCEMBI, HCIIONB30BAaHHBIC B CJIOBAPHBIX TONKOBaHUAX MU, 1711 MOCTpOCHUST HOMHHATHBHO-
ro nons koHuenta UU. TIpoBeneH KopItyCHBIN aHaTN3 JIMHTBUCTUYECKOHN penpe3eHTaruu uaeonoreMbl I B quckyp-
ce BeO-caiiTa Microsoft ¢ momornipro nHCTpyMeHTa AntConc, U onpeIeICHbI KITFOUEBBIC CJI0BA U KOJIOKAITHH, B TOM
gucie Metaoprudeckue, KOTOphIe SKCIUTUIUPYIOT uaconoreMmy MU: cpenu HUX KiTtoueBbIe responsible, businesses,
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change w 1p., xormokauuu Al-ready culture, AI-human partnership u np., MmeTapopbl, OCHOBAHHBIC Ha CXOJICTBE C
JIEWCTBUSIMHM )KUBBIX CYIECTB: drive, dive u Ip. BBIABICHBI KITIOUEBBIE CII0BA U KOJUTOKALIH, YIOTPEOIEHHE KOTOPBIX
CroCcoOCTBYET (hOPMHUPOBAHHIO COMIACHO MHTEHIIMM aJpecaHTa MOMOKHUTEIbHOM uaeomoreMsl MU Kak siBIICHMS,
PETYIUPYEMOr0 KOMIIETEHTHBIMM OPTaHAMH M [TO3BOJISAIOIIEr0 KOMITAHUSM JTOOMTHCS TO3UTUBHBIX H3MEHEHHIA,
pacumpsist BO3MOXHOCTH desioBeka. OxapakTepru30BaHbl HEBEpOaIbHBIE CPEACTBA MTPECTABIICH s uaeonoremsl MU
B paMKax perpe3eHTaTHBHOIO ¥ HHTEPAKTUBHOTO U3MEPEHHUI: K TAKMM CPEICTBAM ITOCTPOCHHUS HICOIOT€MbI OTHE-
CEHBI H300paKEHHS JKUBBIX CYIIIECTB, OTTEHKH MPUPOIHBIX [[BETOB (3€JIEHOI0 M CHHETO), IIEPCIIEKTHBA Ha (hOTOrpa-
¢busx, GopMHUpPYIOIIKE TUCKYPCUBHYIO B3k I 1 ipupossl. B pesynsrate KopmycHO-OpHEHTHPOBAHHOIO UCCIIE-
JIOBaHHS AUCKypCa OMUCAHBI 0COOEHHOCTH HeoioreMbl MM, oTInyaromuye ee oT NpeacTaBIeH I, OTPaKEeHHBIX B
CIIOBapHBIX Je(QUHUIMSX, CONTAcCHO KOTophiM VU onpemernsercst Kak ClioCOOHOCTh KOMITBIOTEpa HMUTHPOBATD Y€ENI0-
BEUYECKOE MIOBEICHHUE.

KnioueBble CJI0BA: HIEOIOreMa, KOHIIENT, HCKYCCTBEHHBIN HHTEIUIEKT, MYIBTUMOIANIBHBIN TUCKYPC, KOPITYCHO-
OPUEHTHPOBAHHOE MCCIICIOBAHUE.
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Introduction

These days, Artificial Intelligence (hereinafter —
Al) is an undeniably important phenomenon. It has
an impact on the minds of people concerned with its
influence on every aspect of our life.

The term A/ is fixed in dictionaries. However,
software vendors are making every effort to
formulate and make public new principles
regulating the use of Al-powered products via
their websites transcending an image of Al that
may extend far beyond descriptions of its technical
features and capabilities.

As compared to dictionaries, such discourses
are supposed to play a meaningful role in building a
qualitatively different, evolving vision of Al while
corpus-assisted studies could contribute to extracting
quantitatively significant outcomes. To construct this
new image of Al, modern websites employ both
verbal and nonverbal means as opposed to
dictionaries focusing on linguistic aspects.

First and foremost, this paper aims at
investigating the contemporary representation of
Al in the multimodal discourse of an IT vendor
with the help of the corpus analysis tools and
techniques of exploring the nonverbal means.
Nevertheless, to make it comprehensive,
conventional dictionary concepts of Al must be
considered as well.

Theoretical framework

Critical discourse analysis has been in the
spotlight of linguistic studies [Chernyavskaya,

2017; 2018] due to its potential to unravel the
ideology-driven social practices in the discourse
[Fairclough, 2003; Wodak, 2015]. Norman
Fairclough describes discourses as “different
perspectives on the world” [Fairclough, 2003,
p- 124] emphasizing that they “not only represent
the world as it is (or rather is seen to be), they are
also projective, imaginary... and tied in to projects
to change the world in particular directions”
[Fairclough, 2003, p. 124]. This idea is crucial
when dealing with discourses since they result
from the intention of the locutionary source to
create some ‘vision’ or ‘projection’.

Such assumptions fit well into the
anthropocentric paradigm as the human factor
turns out to be at the center of linguistic analysis
of the social activity [Usmonova, 2019, p. 210;
Kubryakova, 1995]. This factor is intrinsically
intertwined with the persuasive, or perlocutionary,
intention [Klushina, 2008] of the locutionary
source.

These statements could underpin the studies
of corporate discourses projecting images of
products and services via websites — the
marketing [Borisova, 2016, p. 140] discourse
reaching out to customers to convey the idea of
value [Scott, 2017] embedded in some product or
service. This paper deals with the marketing
discourse of the Microsoft website providing
insights into the benefits of Al products created
by one of the world’s leading software vendors.
Such discourses are collections of texts [Borisova,
2016, p. 140; Klushina, 2016, p. 82] delivering
some ideologemes [Klushina, 2016].
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This paper does not attempt to make a full
review of the heterogeneous approaches to the
notions of concept and ideologeme defined by a
variety of scholars [Bulakhtina, 2009; Lylo, 2017;
Samsitova, Tashbulatova, 2015; etc.]. Instead, it
relies on the proven cognitive approach [Pavilenis,
1983; Popova, Sternin, 2005] identifying concepts
as “information about the actual or possible state
of things in the world” [Pavilenis, 1983, pp. 101-
102]. To investigate dictionary entries, the
methodology makes use of the linguistic
representation of a specific mental concept — Al
in this respect — and provides for identifying its
nominative field [Popova, 2006, p. 46] consisting
of key nominations, or frequently used lexemes.

As for the ideologeme, it is a more global
discourse-related category — the key ideas to
be projected through the discourse as a result
of fulfilling the intention of the locutionary
source [Klushina, 2012]. Such discourse-
embedded ideologemes might be imaginary and
projective as compared to the concepts fixed
in dictionary entries and supposed to reflect the
status quo.

Being part and parcel of cognitive linguistics,
concepts are existing stereotypes within some
society while ideologemes are stereotypes to be
embedded in the society [Klushina, 2008]. This
understanding makes the analysis of ideologemes
a specific part of the communicative stylistics
dealing with the intention of the locutionary source
to produce some impact on the locutionary target.
This paper relies on the definition of ideologemes
as the representation of some key values to create
a new sustainable ideology for ‘propping up’ the
society [Klushina, 2008]. This is a viable way to
differentiate between dictionary concepts and
discursive ideologemes. It is crucial to focus on
dictionary entries first to progress to the vendor-
specific discursive representation of Al since it is
the cognitive meaning that underlies it all.

The methodology for exploring discursive
manifestations of ideologemes also includes
investigating nominations and tonality [Klushina,
2008]. This is when quantitative lexicographic and
corpus-based discourse studies could add value
to the research outcomes based on massive sets
of texts and their typical features. Cutting-edge
software applications [Shutova, 2018, p. 22] equip
linguists with tools for conducting complex corpus-
assisted investigations.

42

AntConc is a freeware corpus analysis
toolkit for text analysis and concordancing. It
can be used to extract keywords (Keyword List)
and collocations (Concordance). Keywords are
particularly relevant since they are the most
frequently used words that shed the light on the
‘message’ and can be utilized to build the
nominative fields of concepts and nominations
of ideologemes. As for the concordance feature,
the ‘keyword-in-context’, or ‘KWIC’, option
enables researchers to set limitations for
exploring node word collocations. It also provides
for investigating the tonality being evident from
concordancing and shaping the semantic prosody
[Partington, 1998, p. 68].

Nonverbal means of creating discourses
attract an ever-growing interest due to their role
and potential [Bi, 2019]. The discourse under study
is multimodal. It demonstrates the presence of
both verbal, or textual, means and nonverbal ones
such as videos, photos, and colors [Kress,
Leeuven, 2006; Bateman, 2016].

Relying on the visual grammar methodology
[Kress, Leeuwen, 2006], this paper will also focus
on images and colors. The scholars [Kress,
Leeuwen, 2006] identify the representative and
the interactive visual dimensions. The former one
is represented by people, places, and things in
images while the latter deals with meanings
encoded into such images via the gaze of the
represented participant, the distance from the
viewer, and the angle from which the participant
is seen, along with the modality involving colors
[Kress, Leeuwen, 2002; Lecuwen, 2013]. Colors
play an important role in building multimodal
discourses and contribute to a textual cohesion
[Kress, Leeuwen, 2002, pp. 348-349].

Material and research methodology

The material under study is the multimodal
marketing discourse of Microsoft website in the
amount of 29,140 characters and 40 images.
To analyze the nominative field of the Al concept,
several online dictionary entries have been
selected from Cambridge, Dictionary.com,
Macmillan, Merriam-Webster, and Oxford in the
amount of nearly 9,000 characters.

The research relies on the methodologies
spanning the domains of critical discourse analysis
[Chernyavskaya, 2017; Fairclough, 2003; Klushina,
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2008], marketing discourse [Borisova, 2016],
corpus-assisted discourse studies [Chernyavskaya,
2017], concepts and nominative fields within the
framework of cognitive linguistics [Popova, Sternin,
2005] and ideologeme-related provisions of the
communicative stylistics [Klushina, 2008] as well
as visual semiotics [Kress, Leeuwen, 2006].

The anthropocentric paradigm provides for
relying on the qualitatively-oriented critical
discourse analysis exploring discourses as the
reflection of the social life [Fairclough, 2003] by
the locutionary source, or an IT vendor in this
respect. The quantitative techniques of corpus-
assisted studies will be used to build the nominative
field of the Al concept fixed in dictionaries and to
extract the dominant nominations and KWIC
collocations demonstrating the tonality when it
comes to the discursive Al ideologeme. The visual
grammar [Kress, Leeuwen, 2006] is used to deal
with the visual material.

The website discourse is aimed at potential
customers who may or may not be IT
professionals. The function is not only to inform
of IT products but also to convey their value.
The comprehensive methodology of the linguo-
conceptual and discursive analysis involves the
following steps: creating a corpus of dictionary
entries to identify the nominative field of the Al
concept; creating a corpus of Microsoft website
texts highlighting Al benefits; conducting the
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AntConc-powered corpus-assisted study to
extract keywords (Keyword List), collocations
and metaphorical expressions shaping the
discourse tonality (Concordance) in line with the
intention of the locutionary source; analyzing the
nonverbal material in terms of the visual
grammar, that is: the representative dimension
of portraying living beings and settings and the
interactive dimension involving the gaze,
distance, and angle from which the participant
is seen, along with colors; formulating the
Microsoft-specific discursive representations of
the Al ideologeme.

Results

The AI concept in dictionaries

This section focuses on identifying the
nominative field of the AI concept in the
dictionaries since any discursive ideologemes are
originally built on information about the actual or
possible state of things [Pavilenis, 1983].

The Word List feature of AntConc
demonstrates words such as computer(s), human,
capacity, intelligent, mechanical, programmed,
behavior, etc. as shown in Figure 1.

Al is linked to computers or other
programmed devices, including mechanical ones,
which have the capacity to copy the intelligent

- o

Clone Results

Fig. 1. Dictionary entries: Word List results
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human behavior. Similar definitions are typical of
all the dictionaries analyzed:

(1) ...The study and development of computer
systems that can copy intelligent human behaviour
(Oxford); the use of computer technology to make
computers and other machines think and do things in
the way that people can (Macmillan); the capability of
a machine to imitate intelligent human behavior
(Merriam-Webster); the capacity of a computer, robot,
or other programmed mechanical device to perform
operations and tasks analogous to learning and
decision making in humans, as speech recognition or
question answering; a computer, robot, or other
programmed mechanical device having this humanlike
capacity (Dictionary.com).

Some entries also mention the study or the
branch of knowledge:

(2) ...The study of how to make computers that
have some of the qualities of the human mind, for
example, the ability to understand language, recognize
pictures, solve problems, and learn (Cambridge); a
branch of computer science dealing with the simulation
of intelligent behavior in computers (Merriam-Webster).

The cognitive layers of the Al nominative
field could be differentiated between as follows:
connections with computers or other programmed
machines and devices; such devices are
incapacitated or programmed; and, finally, such
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devices are programmed to imitate the human
behavior. One more layer can be linked to the
branch of knowledge exploring Al. It is obvious
that such dictionary entries are devoid of any
positive or negative connotations.

The verbal aspects of the Al ideologeme
in the marketing discourse
of the Microsoft website: keywords

This section will attempt to construct the
representation of the Al ideologeme in the marketing
discourse of the Microsoft website. The AntConc
keyword threshold was specified to be Top 100 out
of the available Top 100 — Top 1000 range. The first
40 relevant keywords are given below: A1, Microsoft,
responsible, systems, business, organizations fall
within the range of 1-10; earth and health within
the range of 10-20; culture, era, accountability,
intelligent, safety, change within the span of 20-30;
and partner, partnership, safely, transformation,
etc. within the ranks of 30 up to 40. Prepositions,
pronouns, and articles have not been considered in
this respect. Derivatives are also present such as
leaders, leadership; partner, partnership; safety,
safely; organization, organizations.

To narrow down the research focus, 20 most
frequent keywords are shown in Figure 2. A/,
Microsoft, responsible, systems, and business
are in the top five.

Clone Results

Fig. 2. Top 20 keywords
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The most frequently used keyword A/ is
followed by the brand name Microsoft and the
adjective responsible which makes it evident
that Al-powered solutions and systems follow
the principles of responsibility outlined in the
excerpts below:

(3) Our approach to responsible AI. We believe
that, when designed with people at the center, Al can
extend your capabilities, free you up for more creative
and strategic endeavors, and help you or your
organization achieve more (AISS);

(4) Responsible AI. We are committed to the
advancement of Al driven by ethical principles that
put people first (RAIP).

The keywords practice(s) and committee
are also within the Top 20 rank conveying the
vision of Al as a phenomenon diligently regulated
by competent committees, in particular, the
AETHER Committee abbreviated from A/,
Ethics, and Effects in Engineering and
Research — the 13" most frequent keyword:

(5) Microsoft Al principles. We put our
responsible Al principles into practice through the
Office of Responsible AI (ORA) and the Al, Ethics,
and Effects in Engineering and Research (Aether)
Committee. The Aether Committee advises our
leadership on the challenges and opportunities
presented by Al innovations (RAIP).

The principles of responsible Al are to be
implemented, and modality comes to the
foreground. The verb should is the 6™ most
frequent keyword repeated in the six core
principles developed by Microsoft to guide their
approach to Responsible Al:

(6) Fairness. Al systems should treat all people
fairly.

Reliability & Safety. Al systems should perform
reliably and safely.

Privacy & Security. Al systems should be secure
and respect privacy.

Inclusiveness. Al systems should empower
everyone and engage people.

Transparency. Al systems should be
understandable.

Accountability. People should be accountable
for Al systems (RAIP).

The responsible solutions are envisaged to
empower businesses and organization(s), with

N.V. Sokolova. The Artificial Intelligence Ideologeme in the Multimodal it Marketing Discourse

these keywords and their word forms holding the
ranks of 5,7, and 11 respectively.

(7) Responsible Al at your organization. Find
resources to build principles and a governance model
in your organization, as well as resources, best
practices, and tools (ARAI).

Al is envisaged to be beneficial in a variety
of sectors — the words health and culture hold
the ranks of 20 and 22 — while the word earth is
number 21 since A/ for Health, Earth, etc. are
parts of the Responsible Al initiatives:

(8) Al for Health. Al for Health empowers
researchers and organizations with Al to improve the
health of people and communities around the world
(AIFG);

(9) Al for Earth. Al for Earth puts Al technology
and cloud software in the hands of those working to
solve global climate issues (AIFG).

While most of the keywords are nouns, the
Top 20 list also includes the verb create to
emphasize the potential of Al in creating a better
world, along with the verb empower:

(10) AT for Good. Providing technology,
resources, and expertise to empower those working to
solve humanitarian issues and create a more
sustainable and accessible world (AIFG).

The verbal aspects of the Al ideologeme:
concordance

To investigate the use of A/ in the context,
the KWIC feature has been utilized. The KWIC
sort settings are enabled to highlight the two words
to the left and one word to the right of the
keyword as shown in Figure 3 demonstrating the
first 24 results.

The KWIC study has helped us to identify
the following types of collocations:

— Al + nouns such as Al adoption, Al
development, Al innovations, Al models, Al
principles, Al reliability and safety, Al strategy,
Al systems, Al success, Al tools, Al
transformation, Al trends, Al vision, etc.;

— adjective + Al + noun such as holistic Al
strategy, intelligent-edge Al, responsible Al
advocates and teams, responsible Al-ready
culture, responsible Al practices, responsible
Al solution, responsible Al principles,
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Fig. 3. Al concordance analysis results

responsible Al practices. These collocations are
positively charged and yield the positive tonality.

Hyphenated Al collocations are typical such as
Al-ready culture, Al-ready organization, Al-ready
culture content, Al-powered organization, Human-
Al interaction, Al-human partnership, etc.:

(11) Enabling an Al-ready culture. Drive the key
changes that are necessary to become an Al-ready
organization with solutions for finance, marketing,
sales, and customer service (AIBS).

It is of particular interest that such
collocations are utilized to construct affinity of Al
and human beings such as AI-human partnership:

(12) The future as AI-human partnership.
Microsoft Chief Scientific Officer Dr. Eric Horvitz
shares his thoughts on the evolving relationship
between humans and machines, and how Al trends
have more to do with creating synergies than
competition with humans (RAIP).

Prepositional phrases A/ + for + word such
as: Al for Good, Al for Earth, Al for Health, Al
for Humanitarian Action, and Al for Accessibility
are instrumental in shaping the discursive image of
Al spanning across sectors and industries.

One of the keywords — the verb empower —
forms the following collocations: empower everyone,
empower people, empower researchers and
organizations, empower those working, etc.

delivering the idea of Al benefits provided not only
to organizations but also to individuals.

The verbal aspects of the Al ideologeme:
metaphors

The discourse demonstrates not only
cognitive but also figurative interplays of lexical
means employing metaphors associated with
actions of living beings. For example, the
collocation dive into the latest advancements
compares the use of Al with diving.

One more metaphor — drive — can be seen
in the following excerpts:

(13) Al for business. Use Al to drive digital
transformation with accelerators, solutions, and
practices that empower your organization (AISS);

(14) Enabling an Al-ready culture. Drive the key
changes that are necessary to become an Al-ready
organization with solutions for finance, marketing,
sales, and customer service (AIBS);

(15) Al drives innovation. Learn how others are
using Microsoft Al technologies to transform their
business (AIBS).

Metaphors associated with driving such as
fueling can be found in the example below:

(16) In education, Al is fueling transformation
in learning outcomes and improving student
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engagement, accelerating innovation and overall
effectiveness across schools and campuses (RAIP).

As for word forms used metaphorically,
-ing forms are used such as unlocking,

Jjumping off point:

(17) Unlocking innovations to address tough
issues (AIFG);

(18) Al is driving efficiency in manufacturing
and resource management. Data insights can enhance
worker safety, improve efficiency, and deliver better
yields — creating a jumping off point for more advanced
Al adoption (AIBS).

Eventually, gaining Al insights and benefits
is compared with a journey:

(19) Brad Smith, President and Chief Legal Officer
at Microsoft, shares what Microsoft is learning in our
own Al journey (AIBS).

The metaphor game-changer demonstrates
the ultimate role of Al in contributing to positive shifts:

(20) At Microsoft, we firmly believe everyone
should benefit from intelligent technology, meaning it
must incorporate and address a broad range of human
needs and experiences. For the 1 billion people with
disabilities around the world, Al technologies can be
a game-changer (GPRAI).

Members
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While such metaphors create the affinity of
Al and positive shifts, one more metaphor —
people at the center — seems crucial in this
context:

(21) We believe that, when designed with people
at the center, Al can extend your capabilities, free you
up for more creative and strategic endeavors, and help
you or your organization achieve more. We are putting
our principles into practice by taking a people-centered
approach to the research, development, and deployment
of AL To achieve this, we embrace diverse perspectives,
continuous learning, and agile responsiveness as Al
technology evolves (RAIP).

In the end, the verbal discourse links Al with
the idea of physically moving towards positive
transformations while people are envisaged to be
at the heart of this positive shift.

The visual aspects of the Al ideologeme

The representative dimension of the visual
discourse landscape is made explicit by portraying
both males, females, and children of different
races as seen below in Figure 4.

The settings range from natural to typical
working environments where participants are
actively involved in amicable negotiations as
demonstrated in Figure 5.

Our programs it Lamant s Ao

Sensitive use cases

Review

......

Fig. 4. Visual landscape screenshots
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Fig. 5. Responsible Al at your organization screenshots

While the use of business settings is self-
evident visualizing the keywords business,
organizations, committee, etc., the photos in
Figure 6 below feature natural settings as well as
vegetation, the sky, and animals in motion.

The representative dimension intertwines
Artificial Intelligence on the one part and the nature
and living beings on the other part. The color
modality of the interactive dimension manifests
itself through shades of blue and green as seen in
the figures above and considered to be the colors

Amplifying human ingenuity

Our programs

s 48

of nature. As for the gaze, distance, and angle, the
participants in the photos above maintain the eye
contract and look friendly.

The idea of amplifying the human capabilities
with the power of Al also stands out in the A/ for
Health and Al for Accessibility sections. The
Al for Accessibility pictures in Figure 7 below
show people with disabilities holding devices.

The representative dimension of the visual
landscape also shows architecture as depicted in
Figure 8.

C & microsoft.com/en-us/ai/our-approachZactivetab =pivot!-primaryr8 wawx O @ :

Aether Committee

halienges and ceportunities presented by Al nnovations.

Charter

Fig. 6. Al for Good aﬁd Al for Earth screenshots
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& Q@ %« O =

Al for AcceSS|b|I|ty

Leveraging the power of Al to amplify human capability for the more than one billion people globally with a disability.

Learn about Al for Accessibility >

Partner Story

A new way of seeing

Seeing Al is a research project utilizing Al technology to help the low vision community better see

the world around them.

Apply for a grant
Our program awards grants to individuals and organizations working to cultivate intelligent
experiences for people with disabilities

Annly for an Al for Accessibility arant

Fig. 7. Al for Accessibility screenshots
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Perspectives on responsible Al

Learn more from experts across Microsoft working to advance our understanding, practices, and technology for responsible Al.

‘\§ -\:ﬁ. ’9" 7
TS s\'a f':r |r/4\'
\\
\

Progress on regulating facial recognition

Microsoft President Brad Smith discusses the importance of Washington Governor Jay
Inslee signing landmark facial recognition legislation that the state legislature passed

on March 12

Learn about the new legislation >

A\V

The future as Al-human partnership

Microsoft Chief Scientific Officer Dr. Eric Horvitz shares his thoughts on the evolving
relationship between humans and machines, and how Al trends have more to do with
creating synergies than competition with humans.

Learn about Al-human partnership >

Fig. 8. Perspectives on responsible Al screenshots

The perspective in the photo above captioned
The future as Al-human partnership is capped
with a glass dome through which the sun or some
other light is shining as if symbolizing the future
of this Al-human interaction. It makes us believe
that it embodies the visual metaphor of positive
changes and shifts.

The same metaphorical use of visual
perspectives can be traced in Figure 9 below
captioned Put responsible Al into action and
Establish a responsible Al strategy where a moving

staircase symbolizes taking actions and heading for
the Al-ready future.

Thus, the visual discourse enhances the
message of responsible and regulated Al
empowering organizations and humans through
portraying living beings in a variety of business
and natural settings. As compared to the verbal
discourse, the idea of linking Al benefits and the
nature stands out more prominently in the visual
discourse due to the use of the techniques
identified.
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Establish a responsible Al strategy

Learn how to develop your own responsible Al strategy and principles based on the values of your

organization.

Get started at Al Business School >

Develop Al responsibly

Get access to tools, guidelines, and additional resources that will help you create a responsible Al
solution.

Explore responsible Al resources >

Fig. 9. Put the responsible Al into action screenshots

Conclusion

Artificial Intelligence arouses a great number
of expectations. This is the time when dictionary
entries focusing on the concepts of machines
copying humans are no longer sufficient in terms
of providing a multi-faceted picture of Al that can
be portrayed differently in corporate discourses.

Cutting-edge ways of exploring discourses
via corpus analysis tools and multimodal
anthropocentric paradigms have enabled us to
shed the light on the picture of Al in the
contemporary website discourse driven by the
intention of the software vendor Microsoft to
construct a positive and augmented ideologeme
of Al using both verbal means and visualizations.

The Microsoft discourse delivers an
evolving ideologeme of responsible Al envisioned
not to emphasize conventional artificial vs. natural

juxtapositions but to amplify the human abilities
and assist organizations and businesses in making
the world better.

The discourse features top keywords
responsible, business, organizations, earth,
health, culture, accountability, intelligent,
safety, change, strategy, committee, etc.
Responsible Al is portrayed as regulated by fully
competent bodies of professionals and delivering
benefits to everyone. The KWIC analysis also

50

demonstrates a variety of hyphenated collocations
such as Al-ready culture, AI-human partnership,
Human-Al interaction, etc. The positive change
associated with this vision of Al is made explicit
through metaphorically used verbs of movements
such as drive, dive, jump off, etc. The ideologeme
of positive, people-centered responsible Al is backed
up through photos, colors, and metaphorically
arranged perspectives creating a sort of simile
between artificial and natural things.

Ultimately, extending far beyond dictionary
definitions of Al, the verbal and visual landscapes
of the multimodal marketing discourse of the
Microsoft website deliver the global discursive
ideologeme of Al as a human- and society-
centered phenomenon adding value to
performance while the visual vistas span further
to build the affinity of Al and living beings and to
project a viable ideology of Al-human partnership.
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