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| ABSTRACT
This paper provides a quantitative and qualitative visual investigation and analysis of the advances in international research on
business discourse over the last decade via CiteSpace. Primary findings are: 1) Based on Publication Trend, business discourse
research has undergone an upward tendency with few fluctuations; 2) Regarding Keyword Clustering, heated emphasis is laid on
research areas encompassing different business scenarios, disciplinary fields (e.g., pedagogy, sociology), and information
technological methods (e.g., natural language processing) due to the globalization and digitalization of business activities; 3)
Grounding Disciplinary Distribution and Co-occurrence, the main theoretical perspectives in business discourse research comprise
linguistics, the interdisciplinary orientation of management and economics, and other applications and extensive research; 4)
Topics in Keyword Timeline and Keyword Burst emerge (e.g., social media, systems, and impact). Visualization of business discourse
research is expected to offer implications and insights for future research and business practices.
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1. Introduction
What business discourse concerns is “how people communicate using talk or writing in commercial organizations in order to get
their work done” (Bargiela-Chiappini et al., 2013:3). Business discourse research, thus, demonstrates the organizational and
professional characteristics of the business context (Bargiela-Chiappini & Nickerson, 2002; Louhiala-Salminen, 2002), including
but not limited to verbal communication and written texts, such as emoticons, body language, and other non-linguistic units.
Different elements influence or construct how discourse is used in business settings to realize interactional goals. It is various
approaches, methodologies, disciplines, and a combination (i.e., multi-perspectives and multi-methods) that enable business
discourse research to be conducted in an interdisciplinary space (Bargiela-Chiappini, 2009) and to investigate how people talk or
write in business contexts.

1.1 An overview
A brief overview of business discourse research lies in three aspects: theoretical construction, research methods, and practical
significance, which are introduced as follows.

Firstly, theoretical construction assumes an indispensable role in business discourse research. Currently, most business discourse
studies are conducted based on the paradigms of applied linguistics, business communication, intercultural communication,
sociolinguistics, and anthropology (cf. Bargiela-Chiappini et al., 2013; Bhatia, 2006; Doyle, 2012). Business globalization and
information technology trigger diversified new business discourse scenarios and behaviors, such as the discourse of corporate
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social media websites and cross-border e-commerce (e.g., Jorge, 2019; Kaun & Uldam, 2018). Therefore, it is crucial to construct
theoretical systems to interpret new business scenarios and communicative behaviors, which assists in revealing how business
communities use linguistic resources or communicative strategies to achieve different goals (transactional, interpersonal, or
both).

Secondly, business discourse research displays a great emphasis on multi-perspectives and multi-methods. Various approaches
are involved in business discourse research, such as (critical) discourse analysis, (critical) genre analysis, content analysis, and
conversation analysis (cf. Bowles, 2012; Daniushina, 2010; Gollin-Kies, 2014; Bhatia, 2017), each of which has its advantages and
limitations. Simultaneously, different linguistic disciplines contribute unique perspectives to business discourse research,
including semantics, pragmatics, cognitive linguistics, corpus linguistics, and sociolinguistics (Bargiela-Chiappini et al., 2013).
Generally, it is highly advocated that business discourse research should be combined with methods of other disciplines or
perspectives for multi-disciplinary exploration rather than solely focused on the linguistic level.

Thirdly, business discourse research is practice-oriented. It concentrates on the in-depth excavation of the discourse and context
and highlights the application of research findings to professional practices and language teaching. Researchers have fully
explored the language, structure, and other features of various business genres through in-depth and long-term investigation of
companies or business practitioners (e.g., Carrió-pastor & Muiz-Calderon, 2015; Du-Babcock, 2013; Incelli, 2013; Warren, 2013;
Zhu, 2013). Topics such as pragmatic strategies (e.g., Millot, 2017), cross-cultural contrast and adaptation (e.g., Du-Babcock,
2013), and corporate communication (e.g., Ngai & Singh, 2017) have also attracted much attention. One of the purposes of
business discourse research is to explore how professionals construct, interpret, use, and appropriate linguistic resources to
realize their professional goals and promote professional practices in a specific business context (Bargiela-Chiappini et al., 2013).
Very often, researchers on business discourse are also teachers in charge of business language teaching. Hence, research
findings can also be applied to classroom teaching and professional practice.

1.2 The present study
The present study uses CiteSpace, a data visualization technology, to analyze recent international advances in business discourse
research during the past decade. Those papers themed with “business discourse” were collected from the Web of Science (WOS)
in terms of the core collection database for the period 2013-2022. Altogether, 3093 relevant papers were preliminarily obtained
after accurate retrieval, 2921 of which proved valid and selected after excluding 172 papers with deficiencies in information
completeness and qualification. CiteSpace 6.2.R2 was then used for a visualization of these collected papers. Keywords and co-
cited references were used for node types, respectively, displaying pertinent information such as keyword clustering maps.
Visualization and systematic analysis were conducted on the overall development of business discourse research.

This paper is accordingly divided into five parts. After a brief introduction in this section, Publication Trend and Disciplinary
Distribution are shown in section two. The focus of the present study lies in both section three, Keyword Clustering and Co-
occurrence, and section four, Keyword Timeline and Keyword Burst. Finally, section five concludes this paper with the main
findings and some remarks.

2. Publication Trend and Disciplinary Distribution
This section analyzes the publication trend and disciplinary distribution of business discourse research over the past decade. The
publication trend is mainly reflected by the variation in the number of published papers each year, while disciplinary distribution
displays the number of published papers in different areas based on WOS literature classification.

2.1 Publication trend
The publication of literature in a specific discipline or field directly indicates the research level and popularity to a certain extent,
as well as its development history and maturity. Based on the WOS literature database, this sub-section uses Excel to calculate
the publication trend of business discourse research shown in Figure 2-1 (Page 24). It is manifested in Figure 2-1 that business
discourse research has undergone a relatively steady upward trend, which can be further divided into three stages.

2.1.1 Steady progress (2013-2017)
During this stage, the number of published papers on business discourse research changed at a relatively low but increasing rate.
Studies in this period are the continuation of those in the early 21st century, that is, an exploration of linguistic characteristics of
different genres of business discourse. During the early stage, research focuses on business communication and texts: business
communication research mainly centered around business correspondence (e.g., Incelli, 2013; Townley & Jones, 2016; Warren,
2016; Millot, 2017), business meetings (e.g., Aritz et al., 2017; Du-Babcock & Tanaka, 2017), business interviews (e.g., Evans, 2013;
Pyysiäinen & Vesala, 2013; Jones, 2017), while research on business texts involves the discursive characteristics of business
documents, business textbooks, and other genres.
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Figure 2-1. Publication trend of business discourse research (numbers of published papers per year)

There are also studies on business language teaching, especially business English training in non-English speaking countries (e.g.,
Mees et al., 2016; Chan, 2017), where English is used and taught as a business lingua franca. Concurrently, business discourse
research provides a theoretical basis for business communication in specific situations (e.g., Beangstrom & Adendorff, 2013; Ho,
2014; Labrador et al., 2014). It is not uncommon that relevant research involves varying degrees of theories and perspectives of
other disciplines, such as management, marketing, and pedagogy. However, most studies are grounded in linguistic theories
with some ideas borrowed from other disciplines, whereas less research was extended to interdisciplinary application fields.

2.1.2 Leapfrog development (2017-2020)
There was a substantial increase in published papers on business discourse research from 2017 to 2019, marked by a
considerable surge. A further investigation of the literature contributes to a summary of the following three main reasons.

The first reason points to the progress of multi-disciplinary research. With the application of theories and methods from various
disciplines, frontier hot spots emerge frequently, triggering a continuously increasing publication of influential research. In this
regard, business discourse research gradually evolves into multi-disciplinary fields referring to social science and natural science
for specific discourse in different contexts, including but not limited to corporate discourse, business media discourse, business
classroom discourse, economic discourse, management discourse, negotiation discourse, marketing discourse, and other genres
(see section three for a more detailed presentation). Simultaneously, some studies are concentrating on the intersection of
business discourse and computer science or information technology (e.g., Poole, 2017; Schriver, 2017; Zjakic et al., 2017; Chan &
Du-Babcock, 2019; Mak, 2019), using natural language processing for business discourse research and application.

The second reason is related to the globalization of business, i.e., global or international business. International business and
trade facilitate an increase in business activities, rendering more diversified scenarios for business discourse research and
reinforcing its significance and necessity in intercultural settings. On account of the globalization of business activities, different
cultures also offer their perspectives for business discourse research (e.g., Ngai & Singh, 2017; Chan & Du-Babcock, 2019), as
linguistic and cultural differences exert a remarkable effect on international or cross-cultural business communication.

The final reason stems from the digital turn of business discourse. Original data of early business discourse research are highly
private, accounting for insufficient and limited data. However, in the digital economy era, open online platforms significantly
increase the accessibility and quantity of data, and business discourse becomes both online and multimodal (cf. Handford, 2010).
As business discourse becomes diversified, a vast number of naturally occurring interactions enrich issues of business discourse
research, such as online consumer reviews and responses (e.g., Decock & Spiessens, 2017; Ho, 2017a, 2017b, 2018, 2019;
Shrikant & Musselwhite, 2019), online crisis public relations (e.g., Cheng & Ho, 2017; Kaun & Uldam, 2018; Vonk, 2018; Furey et
al., 2019). In addition, some attention is also paid to the examination of business discourse on specific platforms and its
application in different scenarios, such as official websites of enterprises (e.g., Chaiyapa et al., 2018; Joachim & Schneiker, 2018;
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Reuber & Morgan-Thomas, 2019), and social media (e.g., Matamoros-Fernandez, 2017; Cohen et al., 2018; Pérez et al., 2018;
Hansson et al., 2019; Jorge, 2019).

2.1.3 Slight decrease (2020-2022)
On account of the impact of the pandemic, global business activities during this period were significantly reduced. Due to a
decrease in objectively high-quality business discourse scenarios, the number of published papers declined slightly. Despite the
challenges posed by the pandemic, the demand for online business communication surged during the pandemic, providing a
rich platform and corpus for business discourse research. Some scholars explore the discursive characteristics of digital business
communication (e.g., Cenni & Goethals, 2020; Park et al., 2021; Van Herck et al., 2022), and relevant expanded studies are
promoted accordingly. In rapid development, various issues of business discourse research, such as online business complaint
responses, e-commerce live streaming, and social networking business-customer interactions, attract more academic attention
(e.g., Ho, 2020, 2021; Shi & Dou, 2022). To a certain extent, the number of studies is high (see sections three and four for more
details). Section 2.2 continues to introduce the disciplinary distribution of business discourse research.

2.2 Disciplinary distribution
Business discourse research is an emerging interdisciplinary field involving many disciplinary areas and solid multi-disciplinary
attributes. Analyzing the disciplinary distribution in business discourse research is significant to expound on the focus. This sub-
section demonstrates the disciplinary distribution of the literature according to the database, as shown in Figure 2-2. It is
manifested that business discourse research involves 21 disciplines, with the following at the forefront: Business & Economics,
Social Sciences (Other Topics), Environmental Sciences & Ecology, Linguistics, Communication, Education & Educational Research.

Figure 2-2. Disciplinary distribution of business discourse research

Based on different disciplinary areas, four categories are disclosed as follows.

a) Economics: Business & Economics, Public Administration, Development Studies
b) Language and discourse: Linguistics, Communication
c) Other social sciences: Social Sciences (Other Topics), Education & Educational Research, Government & Law, Sociology, Arts &
Humanities (Other Topics), History, Area Studies, International Relations, Psychology,Women’s Studies
d) Information science and natural science: Environmental Sciences & Ecology, Science & Technology (Other Topics), Geography,
Engineering, Computer Science, Information Science & Library Science
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Disciplinary distribution shows the classification and integration of business discourse research. Business & Economics ranks first
in the number of papers published in business discourse research, serving as the foremost representative discipline. Business
discourse, by definition, emerges in the business context relevant to various activities. As the economic value of language is the
focus of linguistic economics (Darics & Clifton, 2019), pertinent research is mainly carried out under the paradigm of economics
and management. Secondly, Linguistics stands out as another pivotal discipline as business discourse research focuses on the
discursive level essentially, and linguistics and its relevant branches inevitably provide a primary perspective from which business
discourse research is conducted.

Additionally, the disciplinary distribution covers ten other types of social sciences, which reveals that business discourse research
also touches on the interrelationship and function of language in different contexts, especially the so-called social contexts
(professional contexts if narrowed) (cf. Bhatia, 2006, 2017). Overall, research is conducted from different disciplinary perspectives
and involves specific business practices in different contexts from multi-disciplinary perspectives. The following sections further
discuss critical issues in detail.

3. Keyword Clustering Map and Co-occurrence Map
Keywords fulfill an indispensable function within research, possessing a high degree of generalization and comprehensiveness
and carrying the most significant and core information. CiteSpace can be used to extract keywords from the literature and
generate clustering and co-occurrence maps to reflect the research locus more specifically. Specifically, keyword cluster analysis
aims to extract and summarize their representatives in the research field, while keyword co-occurrence emphasizes the
connection between keywords and cross-research frequency. Based on the database, this section employs CiteSpace to conduct
keyword clustering and co-occurrence for business discourse research and elucidate these two maps.

3.1 Keywords clustering map
CiteSpace clustering was conducted as follows. The timespan was set from 2013 to 2022, with a slice length of one year. The
default value of TermSource is Title, Abstract, AuthorKeywords, and KeywordPlus. The default value of NodeTypes is Keyword.
Visualization features Static and ShowMergedNetwork to get the keyword clustering map shown in Figure 3-1.
In the clustering map, the top 15 clusters are #0 discourse analysis, #1 sustainable development, #2 business discourse, #3
development, #4 higher education, #5 institutional theory, #6 csr, #7 knowledge, #8 natural language processing, #9 discourse
network analysis, #10 foreign direct investment, #11 organizational discourse, #12 business ethics, #13 business case, #14 family
firms, and #15 business purpose. It is signaled that the Q value of the graph is 0.7407 (>0.3) and that the S value is 0.8872 (>0.5),
indicating the significance of the clustering structure with high reliability. Three key issues are presented based on Figure 3-1.

Figure 3-1. Keyword clustering map of business discourse research
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3.1.1 Linguistic research (#0, #2, #9, #11)
Linguistics and discourse analysis lay the foundation of business discourse research without doubt. Many studies are based on
discourse analysis with different linguistic theories and methods to address different needs. In the clustering map, studies closely
aligned with linguistics involve methods or topics, such as #0 discourse analysis, #9 discourse network analysis, and #11
organizational discourse: a) Papers directly related to discourse analysis comprise synchronic and diachronic analysis (Kheovichai,
2014), interdisciplinary legal-business practice (Townley, 2019), and emails in English as a business lingua franca (Roshid et al.,
2022). b) Studies on discourse network analysis are associated with general data protection (Laurer & Seidl, 2021), corporate
climate irresponsibility (Berglez & Olausson, 2021), and data of journalism (Dowling, 2021). c) Organizational discourse studies
are relevant to organizational identity (Kopaneva & Cheney, 2019; Mak, 2019), communication strategies for product launch
presentations (Zhang et al., 2021), and the application of applied linguistics to business practice (Darics & Clifton, 2019).
Different linguistic and discursive methods and studies are widely applied in business contexts.

3.1.2 Interdisciplinary fusion of language, business, and management (#1, #3, #5, #6, #10, #12, #13, #14, #15)
Business discourse literally refers to discourse in business contexts or activities, so relevant studies can rarely be separated from
the perspectives of management and economics. Within business and management, sustainable development refers to the
feasibility of the development duration of the enterprise. To a large degree, keywords of business discourse research can be
extended to the application of business discourse to the development and advancement of enterprise: a) Studies related to
(sustainable) development contain consumption sustainability in the media (Diaconeasa et al., 2022), corporate identity in social
responsibility reports (Fuoli, 2018), membership in business communities (Zhang, 2023), and metaphor in corporate
environmentalism (Yu, 2020), to name but a few. b) Studies on CSR and business ethics are associated with vague language (Jin,
2022), legitimation strategies (Lin, 2021), and language testing and assessment (Taylor, 2023), etc. c) There are also some studies
grounded in business cases, focusing on identity formation (Kopaneva & Cheney, 2019), impression management (DeJeu, 2022),
and metaphorical constructions (Fielden-Burns & Piquer-Piriz, 2022). Other keywords include institutional theory (Lakhani &
Herbert, 2022) and foreign direct investment (Marrone & Linnenluecke, 2020), which feature business expertise and knowledge,
thus not expanded in this paper.

There are some representative studies from the perspectives of business and management. For example, Leung et al. (2015)
proposed the theory of language management, which states that the fundamental theory influences corporate impression
management. Specifically, it refers to how company management leverages linguistic information and corresponding regulations
to manipulate the content and format, which may impact investment decision-making behavior (Leung et al., 2015). Similarly, Ho
(2014) explores the evaluation resources in workplace request emails and found that employees used a lot of evaluation
language when writing workplace request emails to achieve relationship management. Another example is Beangstrom &
Adendorff’s (2013) investigation of the evaluation resources in the advertisements of real estate agencies to reveal how agents
manage interpersonal relationships with potential customers. In general, business and management provide research scenarios
and channels for business discourse research, especially in their integration with discourse analysis.

3.1.3 Other applications and extensive research (#4, #7, #8)
As an emerging independent research field, business discourse research extends its influence across many other interdisciplinary
applications in extensive research. It is apparent that #4 higher education and #7 knowledge are related to pedagogical research,
including but not limited to intercultural/cross-cultural communication education (Simpson et al., 2022; Zhang et al., 2022),
workplace communication (Chan, 2019), technology-enhanced communication (Zhao et al., 2022), and leadership
communication (Doshi et al., 2021). These studies reveal the application of business discourse in higher education and the
construction of knowledge systems that have practical significance for cultivating students in the digital era.

In addition, a more cutting-edge aspect is #8 natural language processing (NPL). One of the critical directions of business
discourse research and application is to explore interdisciplinary research between business discourse and artificial intelligence
and discuss how to handle and process natural language. Existing studies include multimodal resources (Räisänen, 2020),
organizational culture (Pandey & Pandey, 2019), and model validation (Leopold et al., 2014). To a certain degree, business
discourse research has a multi-angle direction based on advanced technology development, revealing its characteristics of solid
integration and high openness.

3.1.4 An intermediate summary
Business discourse research in the past decade reveals three distinct features: linguistic, multi-disciplinary, and practical
orientations. Numerous studies employ various linguistic approaches, while some take a further step by integrating theories of
other disciplines, such as management and education, to foster sustainable development within enterprises, build knowledge
systems, and cultivate business-oriented practitioners. Moreover, artificial intelligence emerges as an emerging contributor to
business discourse research, as it facilitates the extraction of linguistic features and promotes its overall advancement.
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3.2 Keyword co-occurrence map
This sub-section conducts keyword co-occurrence analysis for business discourse research in the past ten years. Keyword co-
occurrence analysis comprises three main aspects. a) Co-occurrence frequency analysis: each node represents a keyword, and the
larger the node, the higher the keyword co-occurrence frequency; b) Centrality analysis: the higher the centrality of keywords,
the richer the information between the connecting keywords and the more critical the position they occupy in the co-occurrence
network; c) Novelty analysis: for each node, the more significant the proportion of warm color distribution, the more novel the
research keywords.

Figure 3-2 shows that business discourse research is highly intersectional with great diversity. The co-occurrence map correlates
highly with the clustering results in section 3.1. Since section 3.1 provides a comprehensive and systematic analysis of relevant
literature, section 3.2 does not involve a series of studies but only discusses the results of the co-occurrence analysis.

Figure 3-2. Keyword co-occurrence map in business discourse research

3.2.1 Co-occurrence frequency analysis
The results of co-occurrence analysis are highly consistent with those of keyword clustering in Figure 3-1, signaling its
interdisciplinary solid nature. In Figure 3-2, keywords linked with management and economics, such as business, strategy,
construction, governance, communication, and performance, exhibit high co-occurrence frequency. This observation reveals the
convergence of business discourse research with business studies (e.g., see Pyysiäinen & Vesala, 2013; Kopaneva & Cheney, 2019;
Twarog, 2022 for relevant studies on governance). For another, keywords, such as gender, power, and polities, which involve other
fields, including but not limited to sociology, anthropology, and political science, similarly demonstrate a high co-occurrence
frequency and strong interdisciplinary pluralism. On the whole, linguistics and management emerge as two primary fields in
business discourse research, when sociology, anthropology, political science, and other disciplines also represent the direction of
emerging issues in this field.

3.2.2 Centrality analysis
An analysis of nodes’ centrality helps explain the correlation information richness of keywords in this field. Generally, richer
associated information corresponds to stronger openness and integration of keywords, which manifests a positive correlation. As
an emerging research area, business discourse research displays its keywords' openness and integration as shown in Figure 3-2.
As for methodology, for example, the keyword model’s strong centrality reflects the vast and open application of models or
modeling to business discourse research, such as Leopold et al. (2014) and Pandey & Pandey’s (2019) research on natural
language processing.
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3.2.3 Novelty analysis
The novelty of nodes reveals the research hotspot and direction. It can be found that model, strategy, politics, gender,
construction, and other keywords possess strong novelty. Representative studies include DeJeu’s (2022) impression management
strategies, Zhang et al.’s (2021) discursive communication strategies, and Kaur & Birlik’s (2021) explaining strategies and other
business communication strategies in different business scenarios. Additionally, there are also some construction-based studies,
like Kheovichai’s (2014) discursive construction of employer organization, Tessema’s (2019) discursive construction of employer
organization, and Zhao et al.’s (2022) subject knowledge co-construction. This finding aligns with the intersectionality and
practicability of current business discourse research. Increasingly, scholars are paying attention to the practical aspect of business
discourse research from the theoretical standpoint. In line with the trend of diversification, business discourse research gradually
transitions from the single analysis of business communicative strategies to multi-cultures and intercultures, thereby enriching
and diversifying research data in this field.

4. Keyword Timeline and Burst Analysis
In order to further investigate the status quo and trend of business discourse research, grounding two keyword maps in section
3, this section continues to analyze the hot spots of business discourse research in the past decade by using the keyword
timeline and burst chart generated via CiteSpace.

4.1 Keyword timeline analysis
The keyword timeline view indicates the process in the development of each subfield and visually displays the update of research
topics as well as their impact. Figure 4-1 shows the timeline view via CiteSpace keyword co-citation clustering. The network
community structure shown in Figure 4-1 is significant based on both the Q value (0.7407>0.3) and the S value (0.8872>0.5).

Figure 4-1. Keyword timeline view of business discourse research

Compared with the keyword clustering map and co-occurrence map in section 3, the keyword timeline view (Figure 4-1) reflects
the development process and status quo of business discourse research in its sub-field. Based on the continuity and connectivity
of the timeline view, #0 discourse analysis, #1 sustainable development, #2 business discourse, and #5 institutional theory are
comparatively more extended and highly connected, which discloses their significance in business discourse research with depth
and width. The emergence of #4 higher education, #7 knowledge, and #8 natural language processing has a long and well-
established continuity, revealing that business discourse research is integrated with other disciplines and that theoretical findings
are gradually applied to practical purposes (e.g., Chan, 2019). In addition, #3 development, #6 CSR, #10 foreign direct investment,
#9 discourse network analysis, #11 organizational discourse, #12 business ethics, #13 business case, #14 family firms, and #15
business purpose appear relatively early, but their duration is short with weak linkage. This signals the intense research focus,
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mainly on specific business topics or scenarios (e.g., Kopaneva & Cheney, 2019; DeJeu, 2022). Simultaneously, its variability also
uncovers the diversification and multi-disciplinary characteristics of business discourse research.

4.2 Keyword burst analysis
CiteSpace provides burst detection, which extracts words that have surged in frequency in different periods to describe new
topics emerging at the forefront of the field. The nodes where prominence word guidance undergoes abrupt fluctuation indicate
the research tendency, i.e., the rise or decline in a particular research field. Figure 4-2 shows the top seven keywords with the
strongest citation bursts in business discourse research, reflecting some popular and critical issues that draw attention in
particular periods.

Figure 4-2. Keywords with the strongest citation bursts in business discourse research

In Figure 4-2, the top seven keywords with the strongest citation bursts are ranked according to the year they appeared. Within
the selected period, the initial burst keyword women demonstrates the influence of gender factors on business discourse when
research focused on the similarities and differences in gender performance in different business scenarios (e.g., meetings,
negotiations, and roles) (e.g., Hansson et al., 2019; Twarog, 2022). Likewise, behavior emphasize organizational behaviors literally,
such as marketing, advertising, crisis management, and other business activities. In 2019, talk briefly appeared as a prevailing
word, indicating priority given to different communication genres, such as small talk (Mak, 2019) and workplace talk (Chan, 2017).
More recent trends come in three bursts: social media, systems, and impact. With digital media constructing new scenarios for
business discourse (e.g., Cohen et al., 2018; Kaun & Uldam, 2018; Jorge, 2019), research associated with social media has
gradually become prevalent in recent years. Besides, systems and impact emphasize the influence of business organization,
organizational structure, and power relations on discourse, highlighting the discursive mechanism of discourse in different
business settings.

5. Concluding Remarks
This paper conducts a visualized analysis of business discourse research in WOS in the past decade under the support of
CiteSpace. To gain a more in-depth comprehension of business discourse, this study summarizes the status quo and
development process of business discourse research from multiple perspectives. Regarding the development of research, the
amount of literature on the whole displays an increasing trend. Also, due to the multi-disciplinarization of business discourse
research as well as the globalization and digitalization of business activities, more recent studies gradually shed light on different
new business scenarios (e.g., digital intercultural business communication), disciplinary fields (e.g., pedagogy, sociology), and
information research methods (e.g., natural language processing), thus enabling a proliferation of topics to emerge. In addition,
based on disciplinary distribution, keyword clustering, and co-occurrence analysis, the present study also elucidates popular
issues or topics and significant directions of business discourse research. Finally, guided by the keyword timeline view and surge
chart, new hot spots of business discourse research are presented, and future research directions are also predicted. The
visualization of business discourse research can contribute theoretically by providing a nuanced understanding of
communication patterns, power dynamics, and socio-cultural influences within business contexts. Meanwhile, its practical
implementation is anticipated to elevate strategic decision-making processes and foster more effective communication
strategies within business organizations.
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