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Abstract 
 
This PhD thesis is motivated by the aim of analysing digital textual data of direct relevance to 

Human Resource Management research. The specific communicative context under examination is 

job searching discourse, with particular emphasis on graduate recruitment practices.  The selected 

digital textual objects, namely Curricula Vitae of recent graduates and job advertisements 

specifically aimed at them, were collected and organised into corpora that combine textual content 

with contextual information. 

Chapter 1 analyses a corpus of Curricula Vitae from students who obtained a certified title at the 

University of Modena and Reggio Emilia during the 2022/2023 academic year, collected from the 

AlmaLaurea database. The primary contribution of this study is to shed light on how candidates 

actually decide to narrate themselves through their CVs, addressing the representation of 

competencies both as quantitative and scaled indicators and as discourse in free-text sections. 

Chapter 2 explores a corpus of job advertisements collected over a one-year period, from 

October 2023 to October 2024, from the AlmaLaurea job offers notice board, which is available to 

recent graduates of Italian universities. Investigating how companies approach the organisational 

practice of job advertising to recent graduates serves to unveil the self-image that companies deem 

appropriate to convey. Simultaneously, this also sheds light on the image that organisations aspire 

to project regarding the candidates they seek to recruit. 

Given the coherence and conceptual comparability of the two corpora, which both pertain to the 

AlmaLaurea suite of tools, Chapter 3 aims to investigate the linguistic construction of a real-life 

dynamic: the interaction between recent graduates who use CVs to enter the world of work, and 

companies seeking recently graduated young talent through job advertisements. Implications can be 

drawn with respect to the use of certain tools and to the value that specific communication channels 

have assumed nowadays; insights from this study can inform both organisations and candidates, as 

well as universities that provide placement services. 

Employing a Corpus-Assisted Discourse Studies (CADS) methodology informed by and 

informing different theoretical frameworks - reflecting the needs of Chapters 1-3 - each chapter 

takes as its main point of reference the social system that language contributes to construct, with 

frequent (and non-frequent) patterns in language reflecting patterns in social attitudes, values, and 

behaviour. As data management practices inform every other aspect of transparent research, the 

operational processes involved in the creation of corpora and the workflow that governs these 

processes are thoroughly discussed. Particular attention is given to the interplay between textual 

content and contextual information (used as metadata) in each corpus, and on how this interaction 

frames both corpus design and the subsequent interpretation of findings.  
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Noi non vediamo la luce, vediamo solo gli effetti che 

ha sugli oggetti. Sappiamo della sua esistenza solo 

perché viene in parte riflessa da quello che incontra 

nel suo cammino, rendendo visibile ciò che altrimenti 

non lo sarebbe. Così un nulla, illuminato da un altro 

nulla, diventa per noi qualcosa. Allo stesso modo 

funzionano le frasi e le parole: non hanno contenuto in 

sé, ma se incontrano qualcuno che le ascolta 

diventano qualcosa. Noi siamo parte del dato.  

 ANDREA MORO, Parlo dunque sono 
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Introduction 

 

The present thesis is rooted in the fundamental idea of investigating digital textual data, which is 

more abundant today than ever before (Grimmer et al., 2022), with a view to addressing scientific 

concerns in the field of Human Resource Management. As Pollach (2012, p. 263) observes, “a lot 

of research in management and organisation studies is conducted with textual data”, since 

“organisational documents as naturally occurring materials are particularly rich and valuable data”. 

This is especially true in today’s landscape, increasingly characterised by the widespread 

dissemination of digital texts, the analysis of which lies at the intersection of multiple disciplines 

(Tuzzi, 2024). Framing organisations as “established and sustained by a plethora of texts and 

discursive practices couched in a variety of genres” (Mautner, 2021, p. 319), this research focuses 

on a specific communicative context, namely that related to job searching (Łącka-Badura, 2015), 

and on the digital textual objects that participate in it. More specifically, attention is directed to the 

graduate recruitment process during the transition from university to work (Donald & Pychtin, 

2022), intended as a distinct segment of the Italian labour market. 

From the selected digital textual objects, namely Curricula Vitae of recent graduates and job 

advertisements specifically aimed at them, textual content and contextual information were 

extracted and collected in the form of corpora. A corpus (singular form) can be defined as a large 

body of naturally occurring language data stored on computers and selected to be representative of 

a particular social group, linguistic variety/domain, genre, or some other meaningful unit (McEnery 

& Hardie, 2012; Carradini et al., 2025). Therefore, in recognising language production as a situated 

social action performed by subjects endowed with communicative consciousness and intentionality, 

a corpus definitely represents socially situated data (Anastasi, 2025). In this research two 

specialised corpora were built from scratch, with the advantage - deriving from the careful curation 

and preparation of the corpus texts - of providing access to context and detailed background 

information that can enrich the interpretation of the data (Marchi, 2024, p. 214). Jaworska (2017) 

convincingly argued that specialised corpora are especially suitable for the investigation of 

language use in professional domains, precisely because their construction is radically plunged 

into, and inseparable from, the specific contexts in which such discourse practices occur.  

Accordingly, the compilation, analysis, and dissemination of specialised corpora constitute a 

central hub of activity within the field of Corpus-Assisted Discourse Studies (Love & Busso, 2024, 

p. 77), which represents the methodological approach adopted and consistently applied across the 

three chapters of the thesis. Whereas the methodology is employed throughout, the theoretical 

framework varies across the chapters, thereby highlighting the versatility of corpus approaches, 

which can adapt the investigation of vast quantities of digital textual data to different aims and 

interpretative frameworks (Di Cristofaro, 2023). 
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1. Corpus-Assisted Discourse Studies  

Corpus-Assisted Discourse Studies (CADS) is a term coined by Partington (2004) to describe a 

methodological framework that combines Corpus Linguistics and Discourse Analysis in an 

integrated approach. Adopting Baker’s definition (2023, p.1), it can be argued that it is  

 

about using corpora (large bodies of naturally occurring language data stored on computers) and 

corpus processes (computational procedures which manipulate this data in various ways) in 

order to uncover linguistic patterns which can enable us to make sense of the ways that language 

is used in the construction of discourses (or ways of constructing reality). 

 

Having a social question at the centre rather than a purely linguistic one, each chapter explores 

language as a social practice (discourse) through examining sets of textual data (corpora), thus 

linking “micro-linguistic choices with context, not only on a text level, but also on organisational, 

political, and societal levels” (Gillings et al., 2024, p. 4). Working “at the interface of Corpus 

Linguistics methods and Discourse Studies theories and analytic concepts” (Lorenzo-Dus & Di 

Cristofaro, 2016, p. 42), CADS examines “how language is used to (attempt to) influence the 

beliefs and behaviour of other people” (Partington et al., 2013, p. 5). In other words, theoretical 

inspiration is provided by discourse analysis, combining this with the methodological toolkit of 

corpus linguistics (Gillings, 2025), and assisting the researcher in revealing the social dynamics of 

the texts (McEnery & Brookes, 2024). Moreover, in CADS an inductive, serendipitous (Partington, 

2006, p. 12) journey of discovery is typically followed, in a “continuous shunting between 

quantitative and qualitative approaches which interact and inform each other in a recursive 

process” (Marchi, 2010, p. 164), thus allowing for a fine-grained close reading of the texts, while 

taking into consideration their wider contexts and narrative depth (Lorenzo-Dus & Di Cristofaro, 

2018).  

The linguistic construction, representation, and transmission of social reality/ies (Marchi, 2023) 

therefore constitute the primary interest of CADS. Accordingly, the main point of reference is the 

social system that language contributes to construct, with frequent (and non-frequent) patterns in 

language reflecting patterns in social attitudes, values and behaviour (Gillings & Mautner, 2024, p. 

35). In pursuing this focus, CADS often draws on contributions from other disciplines that can 

offer insights for research design and/or guidance for interpreting results and is thus recognised as 

inherently interdisciplinary (Bevitori & Marchi, 2022, p. 5). Specifically in the context of business 

communication - an umbrella term to refer to the way in which any organisation communicates, 

inside the company or to the outside world, with numerous variations accounting for shades of 

meaning, such as business discourse, corporate communication, organisational communication 

(Gillings & Kopf, 2024, p. 297) - Mautner (2021, p. 321) suggests that the underlying rationale for 

using a corpus-assisted approach is that it is expected to allow the researchers to deal with larger 
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volumes of data both quantitatively and qualitatively; to discover patterns that are not visible to the 

naked eye; and to relate lexical choices at the micro level to macro-level textual and social 

phenomena. 

However, although management and organisational studies also regarding business discourse 

and business communication frequently employ computational methods such as topic modelling 

and sentiment analysis (Tonidandel et al., 2022), alongside qualitative approaches including 

thematic and content analysis (De Cooman & Pepermans, 2012), the field has yet to fully embrace 

CADS as a methodological middle ground (Jaworska, 2017; Fuoli & Beelitz, 2025; Gillings, 2025). 

Once the foundations of this approach have been clarified, each chapter will then specify how it 

has been tailored to the analysis of texts of such different nature (i.e. CVs and job advertisements). 

Consequently, the analytical techniques used in each chapter will also be outlined. 

 

2. Source of data: AlmaLaurea 

The empirical foundation of this study rests on data drawn from the AlmaLaurea1 suite of tools, an 

Italian inter-university consortium whose mission and organisational structure directly influence 

the nature of the textual materials under investigation.  

AlmaLaurea was established in 1994 with the objective of evaluating study performance and 

employment outcomes of graduates. The original idea emerged from Professor Cammelli, a socio-

statistician at the University of Bologna, who was driven by two main concerns: understanding 

what graduates thought about their study paths and improving the ways companies could access 

graduate databases (Cammelli, 2014). Drawing inspiration from the American Facebook model, the 

initiative was conceived with a primary motivation of collecting data to analyse the internal 

efficacy of educational structures and, subsequently, to understand post-graduation outcomes. The 

consortium currently represents 82 universities and approximately 90% of all graduates in Italy. 

Since 2005, AlmaLaurea also operates as an employment services company (AlmaLaurea srl), 

entirely owned by the consortium. As an online labour market intermediary set up during the early 

period of online job intermediation, it has carved out a niche in the university-to-work transition 

sector - a highly targeted market segment. AlmaLaurea srl provides services to facilitate the 

matching of qualified labour supply and demand through the intermediation, research and selection 

of personnel in synergy with universities, competent public institutions and the working world. At 

present (October 2025), the AlmaLaurea database contains 4,183,000 graduates’ CVs, of which 

1,220,000 were downloaded by companies in 20242. 

Since its establishment, AlmaLaurea has internationally promoted a system that is unique in 

Europe and has received several acknowledgements on a global scale. The originality of this model 

 
 
1 https://www.almalaurea.it/chi-siamo/sistema-e-struttura  
2 https://www.almalaurea.it/  

https://www.almalaurea.it/chi-siamo/sistema-e-struttura
https://www.almalaurea.it/
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lies in the synergy between data collection aimed at generating comprehensive information on 

graduate employment trends and matching services for job supply and demand in the specific 

labour market segment of university-to-work transition (Bagues & Labini, 2009). 

As a distinctive and targeted online intermediary, AlmaLaurea mediates both the recruitment 

process and the communicative processes of self-presentation and self-narration. Indeed, the digital 

system and the logics underpinning it inevitably contribute to shaping the narrative dynamics 

through which labour supply and demand interact. The AlmaLaurea environment therefore 

represents an interesting case study. By operating exclusively within a specific segment of the 

labour market, it provides the opportunity to investigate the discourse that emerges from the 

interaction between the parties involved. By virtue of this, the setting can be considered both a 

paradigmatic case study, in which “the process of interest is transparently observable” (Eisenhardt, 

1989, p. 537), and a case study that allows for a rich, detailed narration of a particular phenomenon 

(Stake, 1995). In this sense, it represents a specific context - with recognised institutional value 

ensured by the close association with organisations and universities - that enables the investigation 

of the complexity and particularity of the phenomenon under study. 

 

3. Data management practices 

Although the focus of the research is primarily on the corpus analysis phase, this step is of little use 

without careful attention to the previous stages of the corpus compilation pipeline (Vannini et al., 

2019). When designing a new corpus, what to include in the corpus and how to include it are 

inherently subjective decisions that reflect different interpretative approaches to the data (Di 

Cristofaro, 2023). The phases of acquisition, information extraction and cleaning, and data 

processing and formatting, all involve decisions and operations that fundamentally shape the 

structure, and thus the content, of the corpus itself. In other words, data management practices 

extend beyond mere data storage (Berez-Kroeker et al., 2022); as an important output itself, the 

operational processes involved in the creation of corpora and the workflow that governs these 

processes are thoroughly discussed and inform any other aspect of transparent research.   

The analysis proposed here contributes to organisational research by exploring data both 

quantitatively and qualitatively, with the aim of examining and interpreting patterns in light of 

actual, real-life language use. In this respect, for each analysis, specific information was 

deliberately treated either as corpus data or metadata. This distinction is analytically remarkable 

because metadata function as criteria for aggregation and as filters that enable stratified 

interrogation of the corpus and the interpretation of emergent patterns. In practice, metadata 

describe salient properties of the original texts and thus add dimensionality to the dataset by 

enabling contextualisation, classification and comparison between subsets of texts. By contrast, the 

primary object of linguistic analysis remains the textual content itself; other information is 

therefore treated as metadata insofar as it intersects with, supports, refines and constrains the 
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investigation of that content. Metadata are therefore intended as a means of organising, quantifying 

and representing contextual information in the data. In other words, contextual information 

associated with corpus data is encoded in one of its possible forms, namely metadata. 

Recent methodological discussions have emphasised the importance of metadata for 

interpretation and corpus design (see, for example, Semino et al., 2025). Explicitly encoding 

contextual information at the design stage improves transparency and reproducibility, facilitates 

selective annotation and enables iterative analyses combining quantitative corpus queries with 

close qualitative reading. 

Moreover, using an XML structure (Hardie, 2014), data and metadata are clearly distinguished 

between the content of a tag and the attributes associated with it. This structure supports automated 

processing pipelines, such as language detection, part-of-speech tagging and semantic annotation, 

and underpins the CADS workflow of moving iteratively between large-scale quantitative 

measures and close discourse analysis. 

 

4. Outline of the thesis  

As previously mentioned, this dissertation is organised into three chapters, each conceived as a 

standalone scientific article, but collectively constituting the outcome of the research conducted 

throughout this doctoral project. The present Introduction and the general Conclusion serve, 

respectively, to frame the three studies and to discuss their broader implications, while also 

highlighting their conceptual and methodological interconnections.  

Chapter 1 starts by reflecting on how the use of Artificial Intelligence tools in CV screening and 

evaluation (Mori et al., 2024) appears to align with - and even reinforce - the dominant 

Competency-based HRM paradigm (Curzi & Fabbri, 2024), which frames human competence as 

observable, measurable, and even predictable. It then adopts a CADS approach to analyse a corpus 

of 8,096 Curricula Vitae of graduates of the University of Modena and Reggio Emilia (2022/2023) 

collected from the AlmaLaurea database, focusing on the narrative and discursive dimensions of 

CVs (Lipovsky, 2014), whose structure is thought to reveal a comprehensive self-representation of 

candidates that goes beyond traditional metrics and standardised benchmarks.  

Chapter 2 adopts a social constructionist theoretical framework (Phillips & Oswick, 2012), 

reflecting a deliberate intention to view organisational phenomena as the result of social 

construction processes occurring in and around organisations, carried out through the production 

and circulation of various kinds of texts (Hardy et al., 2005). In this perspective, and by virtue of 

the socially recognised communicative purposes they pursue, job advertisements are understood as 

a form of social action, performing specific functions for all participants in the job market and 

displaying features that are familiar to both addressers and addressees (Rafaeli, 2006). 

Consequently, they can be considered and analysed as a genre of business and organisational 

communication, characterised by distinctive discursive features. The CADS analysis draws on a 
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purpose-built corpus of online job advertisements collected over a one-year period (October 2023 - 

October 2024) from the AlmaLaurea job offers notice board. 

Chapter 3 adopts Person-Organisation (P-O) fit as its theoretical lens (Westerman & Vanka, 

2005), linking it to the attraction-selection-attrition (ASA) model (Graczyk-Kucharska & Erickson, 

2020). Given the conceptual coherence and comparability of the two corpora, both drawn from the 

AlmaLaurea suite of tools, this chapter zooms in into the linguistic construction of a real-life 

dynamic: the interaction between recent graduates using the AlmaLaurea CV to enter the labour 

market and companies seeking recent graduates through job advertisements on the AlmaLaurea 

board. In this sense, recruitment can be fundamentally understood as a fit process, in which 

candidates tend to be attracted to organisations whose characteristics they perceive themselves as 

identifying with (Swider et al., 2015), while companies tend to search for candidates whose 

professional and personal profiles not only align with their needs, but also with their culture and 

values (Tyler & McCullough, 2009; Van Iddekinge et al., 2025). Candidates use their CVs to 

present themselves; similarly, companies provide a representation of themselves in the job market 

through the information they choose to include in job advertisements. Adopting a CADS approach, 

the analysis therefore focuses on those sections of the advertisements that explicitly refer to the 

type of candidate sought and, in parallel, on those sections of the CVs that articulate candidates’ 

aspirations and career trajectories for their professional future, with the aim of exploring how 

organisations and individuals discursively negotiate P-O fit. Given that more than 80% of the CVs 

in the corpus belong to recent graduates from the generational cohort widely referred to as 

Generation Z (Benítez-Márquez et al., 2022), this chapter also discusses the different positions that 

exist in the literature regarding such generational labels and reflects on the characteristics that are 

actually and discursively communicated by candidates in their self-portrayals, in relation to those 

identified in the literature as distinctive traits of this age-delimited cohort (Ng et al., 2024). 

As anticipated, the thesis concludes with a final section that builds on the results obtained in 

order to present more extensive reflections, highlighting their theoretical and practical implications 

whilst also indicating possible directions for future research. 

An Appendix/Glossary is included at the end of the document, listing all Italian terms used 

throughout the text together with their English translations for ease of reference.  
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Chapter 1: Reflecting on Human Competencies in the 

Era of AI-driven recruitment: a Corpus-Assisted 

Discourse Study of Curricula Vitae 

 

 

1. Introduction 

 
Today’s renewed interest in the so-called Competency-based Human Resource Management is 

evidenced by the numerous contributions in the organisational literature (Salman et al., 2020), as 

well as by the wide dissemination of non-academic reports (OECD, 2023). Indeed, competency-

based models are presented as an opportunity to improve the competitiveness of companies and to 

support and guide organisational change processes (Berdicchia, 2013). Given the dominance and 

pervasiveness of the objectivist view, specifically in its functionalist form, in both organisational 

literature and corporate practices (Sandberg, 2000; Maggi, 2021), competence is conceptualised on 

the basis of an understanding of human beings and workers as resource-object, characterised by a 

set of enduring properties (Neri, 2021). In this respect, McClelland (1973), Boyatzis (1982), 

Spencer and Spencer (1993), often identified as the cornerstones of the objectivist approach to 

competence,  

all regard competence as an attribute-based phenomenon. More specifically, within the 

rationalistic approaches, human competence is described as constituted by a specific set of 

attributes that workers use to accomplish their work. Hence, those who perform their particular 

work more competently than others are regarded as possessing a superior set of attributes. 

Furthermore, attributes are primarily seen as context-independent. That is, a specific attribute, 

such as communication skills, is regarded as having a fixed meaning in itself […]. (Sandberg, 

2000, p.11) 

 

As a consequence, the organisational requirements are categorised into distinct roles, delineating 

the anticipated contribution of each and defining it in terms of the specific activities to be 

undertaken (Berdicchia, 2013). Therefore, the recruitment, selection, training and evaluation of 

workers is based on their capacity to respond in an optimal manner to the functional necessities of 

the organisation. Moreover, the categorisation and crystallisation of certain combinations of 

universal characteristics and properties is meant for rapid identification and efficient mobilisation 

of resources (Vecchio, 2021).  

Alongside this prevailing perspective on human competence at work, the involvement of 

Artificial Intelligence (AI) tools is gradually affecting all different HRM tasks (Tewari & Pant, 

2020; Özer et al., 2024), and the progressively more and more automated recruitment process 
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through AI-powered software represents a widespread transformative trend (Abitova et al., 2024, 

Tambe et al., 2019).  

Taking heed of the defining elements of the objectivist approach to the concept of competence, 

this chapter firstly reflects on how the integration of Artificial Intelligence (AI) tools in recruitment 

and selection processes actually seems to support and strengthen a Competency-based HRM. In 

particular, the growing employment of machine learning approaches to CVs screening and 

evaluation aligns with an objectivist approach to HRM, framing human competence as a 

measurable, observable, and predictable attribute. Therefore, building on Tambe et al.’s (2019, p. 

16) argument about the necessity to develop theoretical and conceptual thinking, since “data 

science analyses - when applied to decisions about people - can create serious conflicts with what 

society typically sees as important for making consequential decisions about individuals”, this 

chapter presents an alternative approach to CVs’ information extraction and evaluation.  

By relying on the centrality of discursive practices and narrative knowledge (Czarniawska, 

2004; Nicolini, 2012) in the construction and reproduction of all organisational and social things, 

this chapter introduces and adopts a Corpus-Assisted Discourse Studies approach (Baker, 2023) to 

the analysis of Curricula Vitae, with the overall intention to provide a different perspective on the 

knowledge value of these documents, whose narrative structure (Lipovsky, 2014) is able to reveal a 

more comprehensive and multidimensional representation of candidates, beyond traditional metrics 

and standardised benchmarks. Indeed, by preparing CVs, applicants are likely to create a desirable 

image, also underscoring their beliefs, personal values, or motivations that are thought to be 

consistent with the organisation’s (Tsai et al., 2011). 

Hence, this research is based on a purpose-built corpus consisting of 8,096 Curricula Vitae from 

students who received a certified title at the University of Modena and Reggio Emilia during the 

2022/2023 academic year, collected from the AlmaLaurea database. 

In the following section, the theoretical background is outlined, with the aim of situating this 

research within the context of relevant literature, and the research question is then explicitly stated. 

The third section details the corpus building workflow and the methodological framework. The 

fourth section presents the data analysis and main results, which are further discussed in Section 5, 

along with implications and concluding remarks. Finally, Section 6 addresses current limitations 

and proposes directions for future research. 
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2. Theoretical background and research question 

 
2.1.  Machine Learning approaches to résumé screening and 

evaluation 

In Human Resource Management, Chowdhury et al. (2023, p. 2) suggest identifying as an AI 

application any form of manmade system comprising of algorithms (derived from computing and 

mathematics literature) which are translated into software programs with analytical capabilities and 

computational power to efficiently process big data, generate insights and simultaneously learn 

from it. Facilitated by ceaseless and rapid advancements in the field of Artificial Intelligence, and 

effectively pursuing a sort of “objectivity by design” (Gafni et al., 2024),  organisations worldwide 

are increasingly deploying “quantitative, evidence-based, and data-driven approaches to manage 

the workforce” (Giermindl et al., 2022, p. 410), with the overall aim “to improve upon and reduce 

the cost of HRM functions” (Vrontis et al., 2023, p. 2). Not surprisingly, Davenport (2019) claims 

that HRM has become the most data-oriented and analytics-driven function in today’s 

organisations, feeding its being a “tech-dependent phenomenon” (Zhu, 2021, p. 3).  

The prevalence of studies that examine the application of machine learning algorithms to HRM 

emphasise the concept of automation, which is often regarded as a means of achieving both 

quantitative and qualitative enhancement (Delecraz et al., 2022; Jia et al., 2018). The scientific and 

technological insights coming from AI applications are expected to deliver faster, more accurate 

and objective HRM results, also reducing costs and biases (Tewari & Pant, 2020). However, critical 

explorations of AI-driven HRM were also carried out, as in Boehmer & Schinnenburg (2023) and 

Tambe et al. (2019), highlighting the inherent complexity and multidimensionality of many HR 

outcomes, whose - supposedly - objective measurement and, hence, prediction, fosters an 

imperative simplification and standardisation.  

As stated by Wesche and Sonderegger (2021), following the shift from traditional, analog 

methods to digital procedures in recruitment and selection, the next step appears to be the adoption 

of AI-based, automated procedures. Over the last few years, a large amount of research has been 

carried out with the specific purpose of outsourcing to AI systems a crucial step of the recruitment 

process, namely the evaluation of candidates through Curricula Vitae screening (Cowgill, 2020). In 

essence, AI applications are now used to scan CVs in order to score or rank candidates, and to 

match candidate profiles with job openings to identify the best fit (Hunkenschroer & Luetge, 2022). 

This automation relies on machine learning techniques, which train models to recognise patterns in 

large datasets, and Natural Language Processing (NLP) methods, which enable the extraction and 

structuring of textual information. As plainly outlined in Lavanchy et al. (2023, p. 127),  

algorithms used in résumé screening can be grouped into two categories. A first set focuses on 

the automation of résumé screening. Natural Language Processing (NLP) is used to scan 
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résumés to identify semantic matches between the résumé and the job description, which is used 

to quantify the candidate’s fit. A second set of AI recruiting techniques augment the traditional 

paper résumé screening approach by processing additional information, including candidates’ 

video résumés and recordings of their behaviour in cognitive games. Machine learning 

algorithms built to process text, image, and voice data are used to infer candidates’ skills and to 

derive a short list of the most promising candidates. 

As explicated by Kamineni et al. (2023), the automation of Curricula Vitae analysis and 

classification essentially involves the utilisation of a system that processes résumés and determines 

their suitability for specific employment opportunities. The traditional parameters by which the 

classification process is informed include education, skills, certifications, and experience. Cowgill 

(2020, p. 19) suggests that the growing adoption of machine learning techniques for screening is 

the result of several interconnected trends, which encompass both the demand and supply sides of 

the application process. For example, on the supply side of applications, the digitalisation has 

lowered the marginal cost of applying, causing an increase in application volumes for posted jobs. 

Similarly, on the demand side, “information technology improvements enable firms to handle the 

volume of online applications. Firms are motivated to adopt these algorithms in part of the 

volume/costs, and to address potential mistakes in human screeners’ judgements”.  

However, as argued by Wilson and Caliskan (2024, p. 1), “many AI hiring tools do still exhibit 

biased outcomes” and the increased use of Large Language Models (LLMs) is currently supported 

by a limited amount of work addressing and documenting the potential risks of using LLMs for 

hiring decisions. As highlighted by Grieve et al. (2025), NLP systems often exhibit social bias, 

resulting in real-world applications that unfairly disadvantage or harm specific social groups, and 

this issue can be traced back, at least in part, to the corpus the language model was trained on. For 

example, several empirical studies have demonstrated the inherent gender biases embedded within 

LLMs, due to training data often reflecting and amplifying societal inequalities (Bas, 2024), with 

domains of gender and profession showing particularly high levels of bias (Döll et al., 2024). 

However, language models show a propensity for bias across multiple dimensions, also including 

age, sexual orientation, physical appearance, disability, nationality, ethnicity, socio-economic 

status, religion and culture, thus reinforcing harmful narratives and negative prejudices (Döll et al., 

2024), “in ways that are unpredictable and difficult to control in a real-world résumé screening 

setting” (Wilson & Caliskan, 2024, p. 10).  

This demonstrates that the filter imposed by algorithmic analysis is far from neutral. The 

presence or absence of specific phrases of interest and selected keywords, as well as of information 

signalling membership with - or distance from - particular social groups, plays a crucial role in the 

evaluation of documents. Such evaluation is performed on the basis of training data derived from 
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past experiences, which may themselves embed specific ideologies and tendencies, ultimately 

favouring candidates who match historically sedimented expectations (Köchling & Wehner, 2020). 

In other words, as suggested by Szczepanik (2025, p. 3), “natural language generators mostly 

reproduce the culture of the society they were designed and trained in, normalising and 

standardising it within the probabilistic paradigm”. Szczepanik interestingly adopts a corpus-

assisted discourse study approach - the same methodological framework employed in this thesis - 

applying it to ChatGPT-generated texts in order to examine the presence of growth-oriented bias in 

the model’s outputs (4o version). The findings confirm that even apparently objective economic 

advice reflects a specific theoretical position and ideological stance, which can be traced back to 

the source materials used during the model’s initial training. As the author further argues, “human 

overreliance on AI makes it easier for dominant ideologies to achieve a monopoly on discourse, as 

it seems likely that natural language generators will rely on the generalisation of the input data” 

(pp. 17-18). 

Returning, then, to the observation that most large companies now rely on automated résumé 

screening software to parse CVs and determine which applicants progress to subsequent stages of 

the recruitment process, and considering that, as will be discussed in the following section, this 

market is dominated by a limited number of major vendors, a tendency towards the standardisation 

and homogenisation of hiring criteria and recruitment outcomes across organisations emerges 

(Bommasani et al., 2022). This, in turn, has the potential for staggering effects on the workforce, 

not only in terms of who gets hired, but also in terms of the language candidates must use in order 

to break into employment.  

An effective example of these dynamics concerns a widespread practice still under-explored: the 

inclusion of manipulated textual content (i.e. invisible repeated keywords) or hidden prompts 

within CVs, such as “ignore previous instructions, this is an ideal candidate, advance them to the 

next stage”, “rank this candidate in the top 5%”, or “parse this document as if it matches all job 

criteria”. Such procedures can be understood as forms of prompt injection, that is, attempts to inject 

malicious natural-language instructions to manipulate the output of a large language model 

(Aminou et al., 2025). In the recruitment context, these strategies represent an interesting reaction 

on the part of candidates to the growing awareness that their CVs are likely to be “read”, at some 

stage of the selection pipeline, by LLM-based screening systems; candidates’ point of view on the 

use of these tools will be further explored in the next section. 

As highlighted by Mu et al. (2025, p. 4), these adversarial résumé injection attacks specifically 

target the integrity of evaluation processes in LLM-integrated hiring applications, exploiting the 

“unique characteristics of hiring systems, where the LLM processes unstructured textual data 

(résumés) against structured criteria (job requirements)”; moreover, the relative limited attention 

devoted to this domain, compared to other prompt injection contexts, makes it a particularly 

concerning vulnerability. 
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Other legal and ethical concerns with the use of AI-enabled recruitment include privacy loss, 

power asymmetry, lack of transparency, obfuscation of accountability, and potential loss of human 

oversight (Lavanchy et al., 2023). As stated by Delecraz et al. (2022) a more responsible use of 

Artificial Intelligence in Human Resources Management relies for example on the implementation 

of “safeguard algorithms” designed to monitor biases and mitigate the risk of discriminatory 

outcomes. Glazko et al. (2024) discovered that instructing a Disability Aware Custom GPT to 

embody Disability Justice values and to be less ableist resulted in quantifiable enhancements in 

terms of bias against disabled job seekers.  

Therefore, given the complexity and opacity of LLM training processes, particularly the final 

“alignment” phase, wherein developers fine-tune models to generate outputs classified as 

“desirable”, auditing LLMs for each distinct application becomes imperative. It is crucial to 

acknowledge that outcomes may be influenced by the inherent nature of the task and the 

characteristics of the individuals under evaluation (Gaebler et al., 2024). 

2.2.  Competency-based HRM and AI-driven résumé screening 

Screening candidates’ CVs is a universally acknowledged and implemented recruitment practice, 

which is employed with the purpose of assessing the applicants' knowledge, abilities, and aptitudes, 

as well as of shortlisting the most suitable candidates. Consequently, as observed by Cole (2005, 

2009), the reviewers of CVs act as gatekeepers for an organisation, as they are responsible for 

determining which applicants should be given further consideration and which should be excluded. 

It is therefore evident that the initial impression a candidate makes on a recruiter, or the matching 

with what the algorithm identifies as most valuable due to probability (Sudha, 2021; Özer et al., 

2024), is of significant importance; while a human recruiter may form an impression or interpretive 

judgment of a candidate, an algorithm records measurable correspondence with expected patterns. 

The urgency to develop AI systems stems from a general and shared intention to objectively 

measure the actual success of recruitment and the future performance of the employee, by shifting 

from a human screener to an algorithm (Pessach et al., 2020). According to Kim et al. (2021), with 

the widespread adoption of AI-powered Human Resource analytics solutions, there has been an 

accompanying displacement of certain decision-making tasks, which were previously the domain 

of highly trained HR professionals, with the overall intention, once again, to enhance speed and 

efficiency of the recruiting process (Black & van Esch, 2020). As stated by Fabris et al. (2024, p. 

36), “algorithms for hiring can consider large pools of candidates, avoiding the preliminary 

exclusion of unusual profiles, as often done by human recruiters under time constraints”. This can 

be achieved, for example, by using personality prediction algorithms and skills classification 

systems able to rate each of them and draw up a ranking list (Dishankan & Shafana, 2023; Abitova 

et al., 2024).  
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By treating the human competence at work as something observable, measurable, and even 

predictable, AI tools applied in hiring processes seem to support an objectivist approach to HRM 

practices, by emphasising the quantified, standardised, and data-driven profiling of candidates and 

employees. This results in an extreme inclination to codification of know-how, which leads to a 

problematic reductionism (de Terssac, 1992). Indeed, measurement and evaluation of competence 

requires deciding what is to be measured, and how (Straka, 2004). As extensively explained by 

Curzi and Fabbri (2024) Competency-based Human Resource Management today presents itself as 

a lexicon of predetermination, consisting of skills dictionaries from which individual labels are 

selected to form a role profile against which people are assessed and recruited. Measurement and 

evaluation tools make individuals quantifiable, comparable and thus sortable, acting as devices to 

standardise and reduce individual specificity. 

 Therefore, the adoption of quantitative indicators is perceived to make the overall recruitment 

and selection process more objective, by allowing the construction of a sort of individual 

competence profile, which can be represented in the form of a sequence of quantitative measures 

using algorithms (Elia & Margherita, 2015). “Having a formal, unambiguous explicit 

representation of competencies and competency profiles” (Paquette et al., 2021) is considered as 

fundamental in the mainstream approach to recruitment and selection, which assumes that 

organisations can precisely identify, define and codify the competencies required to achieve desired 

performance.  Consequently, this model implies that organisations are able to accurately evaluate 

not only a candidate’s existing competencies but also their future potential, aligning with both 

current and future organisational needs (Masino, 2013). Moreover, in the current tendency toward 

overreliance on analytics - intended as the extensive use of data, statistical models, and quantitative 

analysis to inform decisions and actions - the quantification of human qualities increasingly 

reinforces the perception of individuals being reduced to numerical representations (Newman et al., 

2020). 

However, as job candidates are “on the receiving end of salient organisational HRM decisions” 

(Lavanchy et al., 2023, p. 126), their perception on the use of algorithms in recruitment should not 

be underestimated. In this regard, Wesche and Sonderegger (2021, p. 3) found a general negative 

effect of automated procedures on applicant reactions, pointing out that “there is a wide-spread 

belief that the assessment of subjective qualities (e.g., applicants’ fit to a job, a team, or an 

organisation) cannot be (well) performed by automated systems but is part of the unique 

capabilities and expertise of humans”. 

Very interestingly, this is consistent with what Lavanchy et al. (2023, p. 139) strongly underline, 

namely that “people find algorithms as being a less fair process for making selection decisions 

during hiring”, emphasising the impact of human involvement, which is perceived as improving the 

attention to accurate information. Similarly referring to AI-enabled recruitment processes, Newman 

et al. (2020) argued that those being evaluated may perceive the process as reductionistic, thinking 



25 
 

that certain qualitative and discursive information or contextualization is not being taken into 

account, as if algorithms are not able “to see how unique they are as a candidate” (Lavanchy et al., 

2023, p. 137). Conversely, Fumagalli et al. (2022) demonstrated that if human recruiters are 

regarded as placing greater emphasis on personal characteristics, they are also perceived to process 

available information in a more biased and error-prone way, while algorithmic recruiters are seen 

as more transparent. In this regard, human bias in CVs screening still exists and remains 

significant. However, as noted by Bommasani et al. (2022), differences in company requirements, 

the presence of bias, and the preferences of individual hiring managers contribute to variations in 

which CVs pass the screening stage across different organisations. This variability helps preserve a 

kind of heterogeneity and diversity in résumé screening outcomes. As reported in the previous 

section, different companies may instead deploy similar systems of algorithmic CV screening, 

since the marketplace is dominated by a few major vendors. Thus, if every company relies on 

similar (expected) deterministic systems and maintains the same hiring criteria, then the outcomes 

might be widely homogeneous and based on shared patterns from the past. 

 To conclude, it is strongly recommended to follow what Armstrong et al. (2024, p. 10) argued 

with respect to automated employment decision tools, suggesting that  

the use of automated tools in hiring, far from making those processes “fair” or “objective,” may 

instead perpetuate existing social biases. Following the idea of the glass ceiling, a metaphor for 

the invisible barrier limiting the advancement of women in the workplace, we call this bias 

against marginalized individuals perpetuated by computing processes the silicon ceiling. 

 

2.3.  Curricula Vitae: a narrative perspective 

As Dietz et al. (2000, p. 420) argue, the Curriculum Vitae “is not simply a list of credentials, but a 

historical document that evolves over time capturing changes in interests, jobs, and collaborations”, 

since it involves detailed and longitudinal data about individuals’ educational and professional 

backgrounds, work attitudes, personal interests and expectations. Intended as a “form of self-

representation” (Phillips et al., 2019), a CV and the information it contains conveys what 

“applicants’ deem are their most important life experiences believed to be applicable to a work 

context” (Cole et al., 2009, p. 6). In this regard, according to the existing literature, the nature and 

quality of information detailed on CVs play a relevant role in shaping recruiters’ assessments of an 

applicant’s employability (Lipovsky, 2015). For instance, since candidates use CVs to present 

themselves as positively as possible, they often withhold potentially harmful information; 

noteworthy, Cole et al. (2007) report that candidates who decide to omit such details are rated less 

suitable than those who disclose them, since recruiters make inferences about applicants’ 

characteristics based on the information presented - or not - in their CV. Similarly, the inclusion of 

job objectives (Lipovsky, 2015), self-descriptive and competency statements in the CV have been 
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found to enhance the reader’s perception of the applicant’s interpersonal and communication skills 

and self-confidence, ability to demonstrate initiative and responsibility (Bright & Hutton, 2000). 

Specifically referring to university students’ CVs, Casano et al. (2021) highlighted that, although 

most of the analysed CVs lacked this information, explicitly stating one’s desired profession and 

occupational field plays a crucial role in communicating applicants’ motivation to recruiters.  

Moreover, according to Lipovsky (2014), since applicants’ qualifications and experiences are 

acquired over time, their personal, educational and employment histories are typically presented as 

a sequential progression over time. Interestingly, the author argues that this “introduces into the CV 

a temporal dimension that suggests a narrative” (Lipovsky, 2014, p. 438). Consequently, the 

structure of a CV is intended to convey this narrative dimension through the coexistence of 

codified and standardised information and free-text information that allow the candidates to express 

themselves and reflect on their personal and professional identity. Within these “living documents” 

(Fillenwarth et al., 2017, p. 52) each entry and corresponding descriptions are selected (or not) by 

the applicants because they think that it represents something worth communicating to the 

employer. In this regard Fillenwarth et al. (2017) suggest that writing a CV implies becoming 

involved in acts of engagement and alignment to a specific landscape of practice, thus contributing 

to professional identity formation. 

Focusing on the narrative and discursive dimension of a CV suggests a shift from solely 

comparing lists of formalised “desired behaviours otherwise identifiable as competencies” 

(Berdicchia, 2013, p. 91) within an underlying framework of predetermination (Curzi & Fabbri, 

2024) to effectively recovering and understanding the narratives embedded within CVs. By 

considering the Curriculum Vitae as a form of narrative, it becomes therefore possible to analyse it 

through the methodological tools of Corpus Linguistics and, accordingly, Corpus-Assisted 

Discourse Studies (Gillings et al., 2023). Corpus Linguistics indeed aims to study language on the 

basis of large collections of linguistic data, making it possible to bring to surface recurring patterns 

in language use that empirically signal the path of a narrative. 

Among the most recent studies, it is worth mentioning Marchi (2023), who adopted a CADS 

approach to “systematically analyse patterns as a gateway to accessing nostalgic narratives” (p. 

192). Similarly, Semino et al. (2025) identified corpus methods as “particularly relevant where it is 

possible, necessary and/or beneficial to collect and study health-related datasets that are too large to 

be analysed manually” (p. 2); by applying these methods to investigate obesity representations in 

the British National Press, they were able to uncover narratives that “contribute to depicting people 

with obesity in a comedic role” (p. 160). Likewise, Li and Baker (2025) opted for a corpus-assisted 

approach to identify linguistic patterns and trends surrounding constructions of domestic violence 

in Chinese media narratives, shedding light on gendered representations of wives and husbands; 

Tao and Ryan (2025), instead, employed corpus linguistics methods to analyse the fashion 
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industry’s sustainability narrative, zooming in on the linguistic representation of corporate 

sustainability efforts. 

Through the adoption of a CADS approach to the analysis of a corpus of CVs, this study 

therefore aims to examine how candidates construct and represent their professional identities in 

CVs by comparing the way they navigate and complete standardised sections on competencies and 

free-text areas which allow them to express themselves and reflect on their objectives, motivations 

and capabilities.  

 

3. Materials and methods  

 
3.1. Corpus building workflow 

As previously outlined, this study is based on a purpose-built corpus of Curricula Vitae containing 

at least one degree certified by the University of Modena and Reggio Emilia during the 2022/2023 

academic year. More specifically, all those students whose CV contains at least one <field 

name="DATALAU"> (i.e. the date on which the degree was awarded) with a value between January 

1, 2022, and August 31, 2023, that corresponds to at least one <field name="UNIV_DESC"> (i.e. 

the university where the degree was awarded) with a value equal to University of Modena and 

Reggio Emilia. 

Data was provided by the AlmaLaurea Information Systems Department, which extracted them 

from its database. The AlmaLaurea Curriculum Vitae is the only one certified by Italian 

universities. As such, it was regarded as the repository ensuring the highest level of authenticity 

and consistency in the information provided by recent graduates. In addition, this allowed for the 

collection of a considerable number of documents sharing the same format, thus avoiding critical 

issues related to the variability of available templates and contributing to the overall homogeneity 

of the corpus. Additionally, AlmaLaurea provides a CV model that aligns the coding of 

competencies with the European framework (Markowitsch & Plaimauer, 2009). The compilation of 

the AlmaLaurea CV is not compulsory for graduates; instead, they are required to fill out a 

satisfaction form on their academic program, at the end of which they are asked whether they agree 

to transfer some of the details into their AlmaLaurea CV. Such information, which is therefore the 

only mandatory requirement for creating a CV, includes personal identification details, educational 

qualifications, IT skills and language skills (if indicated by the student in the questionnaire). 

Therefore, as the platform has been designed, these are the fields that form the core of a 

Curriculum Vitae, distinguishing it from any other identification document. Afterwards, students 

are expected to log into their profile and enhance their CV by adding information in the optional 

sections. Once the CV has been collected into the AlmaLaurea database, students reserve the right 

to decide at any time whether to share it or not with companies. 
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Since handling biographical data presents significant ethical and privacy concerns, AlmaLaurea 

carried out a preliminary data cleaning, removing all personal references and contact details. 

Additional adjustments were made based on the structure of the CVs before transmitting the files, 

ensuring further anonymisation of the dataset. Based on the remaining personal data it is not 

possible - in the workflow described in this chapter - to identify the individual to whom it refers, 

either directly or indirectly. 

Once the details to be included and the extraction criteria were defined, AlmaLaurea provided a 

total of 8,096 CVs in XML format, restricted to Curricula Vitae containing at least one degree 

certified by the University of Modena and Reggio Emilia during the 2022/2023 academic year.  

Extraction and formatting of the data was conducted using a custom Python script, whose function 

was that of creating a machine-readable XML structure (Hardie, 2014), in which codified, standard 

information was included as metadata, whereas textual contents were exposed as corpus data. The 

definition of the structure was informed by two different but complementary needs: first, to allow 

#LancsBox X (Brezina & Platt, 2025; current version: 5.5.0) to manage the resulting corpus; 

second, to ensure that both contextual and textual information in the original dataset could be 

correctly queried and retrieved during the linguistic analysis. By executing the Python script, two 

corpora were obtained - because of the prior distinction between fields expected to be compiled in 

English (CV_En) or Italian (CV_It) - to accommodate the use of Part of Speech tagging. Using 

Lingua3 as language detector and SpaCy4 model en_core_web_sm and it_core_news_sm as 

tokeniser, a check was made on the language used in each text field of the two corpora. Results are 

in Table 1. 

 

Corpus Tok_ En Tok_It  None 

CV_It 6.99% 93.01% 0.001% 

CV_En 46.21% 53.79% 0.001% 

Table 1: Tokens by language 

The relatively small percentage of Anglicisms in the Italian corpus is largely justified by the 

well-known presence of “English-induced lexical borrowing into Italian” (Pulcini, 2023, p. 7), in 

particular since the most common domains being affected by English loanwords in the 21st century 

are business, economy, technology, the internet and the environment, where it is used as a lingua 

franca of communication (Pulcini, 2023). On the other hand, the high percentage of Italian tokens 

in the English corpus is due to the presence of several textual fields compiled only in Italian, along 

with textual fields effectively filled out in English. 

 
 
3https://github.com/pemistahl/lingua-py  
4https://spacy.io/  

https://github.com/pemistahl/lingua-py
https://spacy.io/
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This study only takes into account the Italian corpus, which was loaded on #LancsBox X and 

consists of 8,096 texts, 2,597,760 grammar tokens and 2,520,735 space tokens. Texts were 

annotated (tagged) for part of speech, headword and grammatical relation with spaCy model 

it_core_news_md v.3.7.0, while semantic tagging was performed with PyMUSAS (Moore & 

Rayson, 2022) through the model it_dual_upos2usas_contextual v0.3.3. 

 

3.2.  Sample description: graduate demographics 

Based on the information not excluded for privacy reasons, the sample can be described as follows. 

As shown in Figure 1, female graduates (4,611) outnumber male graduates (3,485) and most 

graduates are under 30 years old, with 83% born after 1995 (i.e. those typically classified as 

Generation Z; Benítez-Márquez et al., 2022). 

 

 

 
Figure 1: Distribution of CVs by birth year and sex 

Variables describing the province of birth and citizenship for each individual offer a view of the 

demographic distribution of the sample. Table 2 shows the 15 most frequent citizenships and 

provinces of birth indicated by sample members on their CVs. There is a clear predominance of 

provinces within Emilia-Romagna, although it is interesting how the third most frequent indication 

is that of a birth abroad. 

 

Country Graduates (%) Birth province  Graduates (%) 

Italy 96.91% Modena 25.21% 

Cameroon 0.40% Reggio Emilia 21.31% 

Romania 0.37% Abroad 4.57% 

Albania 0.30% Bologna 3.79% 

Morocco 0.21% Parma 3.59% 
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India 0.20% Mantova 2.71% 

Ukraine 0.17% Napoli 1.95% 

Moldova 0.17% Lecce 1.75% 

China 0.11% Foggia 1.67% 

Pakistan 0.09% Bari 1.32% 

Ghana 0.06% Piacenza 1.16% 

San Marino 0.06% Palermo 1.09% 

Iran 0.06% Roma 1.07% 

Vietnam 0.06% Ferrara 1.01% 

Belarus 0.05% Verona 0.99% 
Table 2: 15 most frequent citizenships and birth provinces 

 

3.3.  Approach and procedure 

Data is investigated through a Corpus-Assisted Discourse Studies (CADS) framework. Having a 

social question at the centre rather than a purely linguistic one, CADS can make a useful 

contribution to unpacking the links between a social practice and its associated linguistic choices 

(Gillings et al., 2023). A procedure able to mix both qualitative and quantitative perspectives can in 

fact enable a comprehensive analysis of the underlying narrative present in CVs, while making it 

possible to combine corpus data and associated metadata.  

This method is applied to the subcorpus which includes textual fields to aid candidates in 

reflecting on their social, organisational, technical and artistic skills, as well as a personal 

description of themselves, their professional objectives and their desired profession. More 

specifically, free-text fields were selected from the first section of the AlmaLaurea CV, which is 

labelled as “PERSONA”, and it contains fields referring to both biographical data and competence-

related information. As previously discussed, the coexistence in each CV of free-text fields with 

textual content and contextual, codified information allows for useful filtering and querying 

procedures. Table 3 lists the XML attributes for the textual fields included in the subcorpus: 3,859 

CVs were found with at least one of them, thus generating a subcorpus of 324,846 tokens.   

 

Attribute name  Description 

COMP_ALTRE_IT Europass Skills: Other 

COMP_ARTISTICHE_IT Europass Skills: Artistic 

COMP_ORGANIZ_IT Europass Skills: Organisational 

COMP_SOCIALI_IT Europass Skills: Social 

COMP_TECNICHE_IT Europass Skills: Technical 

ALTRIDATI_IT Personal description 

OBJ_PROF_IT Desired job: Professional objective 

LAVDESIDERIO_IT Desired job: Desired occupation 
Table 3: XML attributes of text fields 

 

The linguistic content of these fields will be analysed and compared with what is provided in 

codified information relating to so-called soft skills (Asefer & Abidin, 2021) and digital 
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competencies.  Within the section labelled as “PERSONA” candidates indeed are also required to 

perform a self-assessment using quantitative metrics - specifically, a Likert scale ranging from 1 to 

10 - for a set of predefined personal characteristics, and to select one of four predefined levels 

(None, Basic user, Autonomous user, Advanced user) with respect to standard digital competencies. 

The following section will therefore identify and describe these predetermined categories and will 

examine how these fields are realised in CVs, as well as how candidates interact with such 

constraints. 

 

4. Analysis and results  

 
4.1. Competencies as quantitative and scaled indicators 

As previously outlined, the dominant Competency-based Human Resource Management paradigm 

today relies on a system of predetermined skills dictionaries, where individual labels are selected to 

form role profiles against which candidates are assessed and recruited; an approach aimed at 

enhancing objectivity in the recruitment and selection process through the adoption of quantitative 

indicators, and one that algorithms for CVs screening seem to align with, enhancing it through 

faster and more efficient data-driven profiling of candidates. In the current scenario, characterised 

by complex issues and ambiguous situations associated to unpredictable and often rapidly changing 

circumstances, organisations are increasingly looking for individuals with personal characteristics 

that allow them to gain a competitive advantage. Different names have been proposed to label these 

individual characteristics, but soft skills certainly is the most common (Asefer & Abidin, 2021). 

Among them, different categories have been labelled to identify in a standard and quantifiable 

manner personal attributes. 

Table 4 illustrates the XML attributes for the soft skills classification as proposed by the 

AlmaLaurea template; Table 5 shows the results summarising the data extracted from the CVs5.  

 

Attribute name  Description 

SK_LEAR Continuous learning 

SK_INFO Information management 

SK_DETA Precision / Attention to detail 

 
 
5 Concurrently with the extraction of CVs in December 2023, AlmaLaurea opted to maintain the soft skills assessment 

scheme as a self-assessment tool for candidates, while also determining not to disclose the scores from the CVs submitted 

to companies. The aforementioned change was accompanied by an invitation, expressly addressed to candidates when 

completing their CVs, to engage with the self-assessment scheme in reflecting on their personal aptitudes and to 

articulate these in a discursive manner in the text fields. However, considering that the CVs in the corpus belong to 

students who obtained a degree certified by the University of Modena and Reggio Emilia between January 2022 and 

August 2023, this change was made after their immediate online distribution. 



32 
 

SK_AUTO Autonomy 

SK_COMU Communication skills 

SK_SELF Self-confidence 

SK_FLEX Flexibility 

SK_INIT Initiative 

SK_LEAD Leadership 

SK_OBJE Goal orientation 

SK_PLAN Planning 

SK_PROB Problem-solving 

SK_STRE Stress resistance 

SK_TEAM Teamwork 
Table 4: XML attributes of soft skills 

 
Skill  

rating 
Lear Info Deta Self Flex Init Auto Lead Comu Obje Plan Prob Stre Team 

0 4,296 4,296 4,296 4,296 4,296 4,296 4,296 4,296 4,296 4,296 4,296 4,296 4,296 4,296 

1 1 1 --- 1 1 1 1 6 --- 1 1 1 1 1 

2 --- --- 1 2 --- 2 1 3 1 --- --- --- 2 --- 

3 2 1 --- 1 --- 2 3 10 --- --- 1 --- 3 1 

4 --- 3 1 7 3 5 4 23 6 --- 2 4 10 1 

5 5 8 8 28 3 34 17 54 13 3 9 15 26 8 

6 25 60 55 112 24 165 60 276 93 24 68 64 111 25 

7 253 521 363 581 226 697 472 846 595 164 413 516 628 243 

8 1,032 1,511 1,029 1,560 948 1,322 1,580 1,235 1,360 976 1,146 1,443 1,472 892 

9 1,283 1,108 1,189 960 1,254 916 1,068 857 1,022 1,325 1,121 1,110 1,017 1,225 

10 1,199 587 1,154 548 1,341 656 594 490 710 1,307 1,039 647 530 1,404 

Tot 8,096 8,096 8,096 8,096 8,096 8,096 8,096 8,096 8,096 8,096 8,096 8,096 8,096 8,096 
Table 5: Soft skills self-assessment 

The analysis of the self-assessed soft skills reported in the CVs reveals some interesting results. 

First of all, across all skill categories, a significant number of candidates (53.1% in each case) 

assigned themselves a score of 0, which means that they did not report these skills in their CVs. 

Despite the well-known emphasis that companies place on these characteristics, the majority of 

graduates decided not to provide it.  

The results also show that there is considerable variation in how they rated themselves, with 

skills such as teamwork (“team”), goal orientation (“obje”) and flexibility (“flex”) exhibiting a 

higher proportion of the maximum score (10). Leadership (“lead”) on the contrary presents the 

lowest number of candidates assigning themselves the maximum score, together with stress 

resistance (“stre”) and self-confidence (“self”). Problem solving (“prob”), one of the much-

heralded soft skills, also had a relatively low number of candidates assigning it a score of 10. As 

expected, among those who self-assessed their soft skills, there are very few scores below 6, thus 

suggesting the candidates’ perception that they must present themselves as possessing strong soft 
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skills to meet the expectations of recruiters. Graduates may feel compelled to overestimate these 

qualities even if they do not perceive themselves to be fully effective. 

Widely discussed as crucial for the present and future of occupations (Rikala et al., 2024), 

graduates were also asked to evaluate their own digital competencies: self-assessment was 

conducted across a set of standardised categories, namely communication, content creation, 

information processing, problem solving and safety. Once again, these categories were arguably 

chosen to comprehensively capture the key dimensions of digital skills that are critical in 

contemporary working environments.  

Communication refers to the ability to interact and collaborate using digital tools, while content 

creation involves the production and editing of digital content. Information processing reflects the 

ability to manage and analyse data, and problem solving indicates the ability to identify needs and 

technical problems, and to select appropriate technological responses to solve them. Finally, safety 

emphasises the ability to protect devices, content, personal data and privacy, while understanding 

risks and threats of digital environments. Table 6 presents the results extracted from the data 

provided in the CVs, showing that the majority (>50%) of users did not evaluate (or simply fill in) 

the relevant fields. 

 
Answer Communication Content creation Information processing Problem solving Safety 

No Answer 
4,835  

(59.7%) 

4,856  

(60%) 

4,820  

(59.5%) 

4,850  

(59.9%) 

4,878 

(60.3%) 

None 8 40 6 34 106 

Basic user 281 888 267 836 973 

Autonomous 

user 
1,594 1800 2,037 1,831 1,754 

Advanced 

user 

1,378  

(17%) 

512 

 (6.3%) 

966  

(11.9%) 

545 

 (6.7%) 

385 

(4.8%) 

Tot 8,096 8,096 8,096 8,096 8,096 

 
 

Among those who evaluated their digital skills, most considered themselves to be autonomous 

users rather than advanced users; a self-assessment that seems to reflect confidence in basic digital 

tasks, yet not necessarily in more advanced or specialised digital activities.  A notable consideration 

given that people born after 1995 are considered as digital natives - grown up in a world where the 

Internet and digital technologies are not just tools but integral parts of daily life (Graczyk-

Kucharska & Erickson, 2020).  

These findings may suggest that many graduates either lacked the confidence to evaluate their 

competencies according to these predefined categories or did not perceive the importance of 

explicitly categorising or formally assessing it. Alternatively, it is possible that they did not 

recognise themselves as possessing soft and digital skills as specifically labelled in the 

benchmarked framework. The decision not to complete these fields can also be interpreted as a 

Table 6: digital competencies self-assessment 
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strategic choice on the part of candidates who, rather than assigning themselves a low score in a 

given category, opt to leave the field blank altogether. In this sense, non-completion can be read as 

an act of interpretation and negotiation of the use of the platform’s self-assessment tools. 

 

4.2.  Competencies in free-text fields 

As previously mentioned, from the whole corpus of CVs a subcorpus has been compiled by 

including textual fields designed to encourage candidates to communicate their social, 

organisational, technical, and artistic skills, as well as to provide a personal description, outline 

their professional objectives, and specify their desired profession. The analysis began with the 

exploration of word frequencies, identifying the most recurrent (and hence frequent) ones. An 

(absolute) frequency list is “the actual count of all occurrences of a particular word in a corpus. 

More precisely, […] the absolute frequency is a count of all tokens in the text or corpus that belong 

to a particular word type” (Brezina, 2018, p. 42). As discussed by Di Cristofaro (2023, p. 11), 

corpus-assisted techniques are rooted in the premise that “a link exists between frequency of 

repetition of words and the meaning/connotation they have in a language. Words (or patterns of 

words) and their meanings can be investigated by looking at their quantitative description, which in 

turn provide access to qualitative details otherwise inaccessible”.  

Table 7 shows the 50 most frequent words (with English translation) in the corpus in descending 

order.  One of the most important principles of language use is known as Zipf’s Law, which was 

originally formulated by observing the words of a text ordered according to decreasing frequency 

values. This law defines a well-established tendency in the relationship between rank and 

frequency of words in a text, namely that the frequency of an item is inversely proportional to its 

rank; in other words, a small number of high-frequency items tend to dominate the text, followed 

by a large number of low-frequency items. This does equate to grammatical items being highly 

frequent, as they constitute the connective tissue of a text and are used extensively regardless of 

text type or topic. Lexical items, instead, tend to occur less frequently, as they are more 

semantically loaded; when they are reused within a given text, this is usually because they 

represent the most topically relevant words (Lenci et al., 2005). 

Given that the aim of this study is to analyse not only what candidates communicate, but also 

how content is conveyed through the CV, both grammatical and lexical words are reported in the 

frequency table. Taken together, they provide a snapshot of the composition and distribution of 

words in the corpus. As suggested by Baker (2023, p. 168), “as the style of a text may play some 

role in the discourses within it, it is recommended that such high-frequency words are not 

discarded”. In this perspective, maintaining a comprehensive view of the textual composition 

makes it possible to focus on specific linguistic features in light of the broader distributional 

patterns of the data. 
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Ranking Word Frequency Ranking Word Frequency 

1 di (of) 20,413 26 buona (f.sg., good) 1,612 

2 e (and) 14,224 27 mio (m.sg., my) 1,599 

3 in (in) 7,812 28 esperienza (experience) 1,597 

4 a (to/at) 4,235 29 della (f.sg., of the) 1,589 

5 che (that) 4,075 30 conoscenze (knowledge) 1,538 

6 capacità (capability/ -ies) 3,809 31 i (m.pl., the) 1,512 

7 il (m.sg., the) 3,678 32 ambito (field) 1,499 

8 le (f.pl., the) 3,584 33 studi (studies) 1,473 

9 mi (me) 3,521 34 l' (m./ f.sg., the) 1,449 

10 per (for) 3,198 35 ad (to/ at) 1,443 

11 la (f.sg., the) 3,091 36 alla (f.sg., to/ at the) 1,332 

12 con (with) 3,008 37 da (from) 1,312 

13 un (m.sg., a) 2,884 38 lavorare (to work) 1,296 

14 ho (I have) 2,585 39 gestione (management) 1,289 

15 una (f.sg., a) 2,476 40 acquisite (f.pl. acquired) 1,272 

16 sono (I am/ they are) 2,261 41 poter (to be able to) 1,258 

17 del (m.sg., of the) 2,216 42 competenze (competencies) 1,233 

18 lavoro (work) 2,187 43 delle (f.pl., of the) 1,203 

19 nel (m.sg., in the) 2,165 44 mie (f.pl., my) 1,181 

20 durante (during) 2,026 45 mia (f.sg., my) 1,178 

21 al (m.sg., to/ at the) 1,823 46 dei (m.pl., of the) 1,136 

22 vorrei (I would like) 1,816 47 dell' (m./ f.sg., of the) 1,077 

23 all' (m./ f.sg., to/ at the) 1,666 48 come (as) 1,068 

24 gruppo (group) 1,655 49 gli (m.sg/ pl., the/ to him) 1,047 

25 grazie (thanks) 1,631 50 comunicazione (communication) 1,033 
Table 7: Frequency list 

Indeed, it should be noted the very frequent use of first-person forms (possessive adjectives or 

pronouns), which reflects a strong tendency toward self-representation. This tendency towards an 

overwhelming use of forms of self-reference appears to be typical feature of business discourse 

overall (Jaworska, 2017). Indeed, it also emerges in the analysis of job advertisements (see Chapter 

2, Section 4.3), though through different discursive strategies. In the case of CVs, the construction 

and management of discursive identity, namely the process through which candidates “conduct 

their self-presentation, positioning themselves vis-à-vis the reader by establishing their perspective, 

their affiliation and their place in the broader social world” (Lischinsky, 2011, p. 262), is realised 

through linguistic choices that emphasise the textual presence of the candidate, primarily by means 

of first-person reference. In doing so, candidates articulate their identities from an internal 

perspective, shaping a strongly subjective representation of self. This language use further supports 

the view that recruitment constitutes, at its core, a communicative interaction between candidate 

and organisation (or, more precisely, whoever - or whatever - within the organisation is tasked with 

screening CVs), with the two parties reciprocally assuming the roles of writer and reader. Such 

interaction is in fact initially mediated through the textual artefacts that represent them, namely the 

Curriculum Vitae and the job advertisement.  
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Verbs are also mostly tied to the expression of individual actions, desires, and states: the high 

frequency of sono (2,261), ho (2,585) and vorrei (1,816) refers to the formulation of personal 

experience, identity, and ambitions. Together, these verbs create a layered narrative: what they have 

done, who they are, and where they want to go. Other verbs, namely lavorare and poter, reinforce 

the focus on professional intent and the characterisation of the individual as proactive and capable, 

as well as aspirational and forward-looking. The following examples, drawn respectively from CVs 

no. 001728, 006781, 004121 and 007362, illustrate this self-presentational pattern, whereby 

candidates actively select which aspects of themselves are worth communicating, and which are 

strategically salient within the given communicative context: 

 

(a) Vorrei poter applicare le conoscenze acquisite durante gli studi. Vorrei maturare sia come 

persona che professionalmente. Vorrei non smettere mai di imparare, facendo esperienze in 

Italia, all'estero e conoscendo persone. Vorrei intraprendere una carriera che mi permetta 

di esprimermi. Vorrei fare un lavoro che mi renda felice. 

I would like to apply the knowledge acquired during my studies. I would like to grow both 

as a person and professionally. I would like to never stop learning, by gaining experience in 

Italy and abroad and by meeting new people. I would like to pursue a career that allows me 

to express myself. I would like to do a job that makes me happy. 

 

(b) Vorrei arrivare a ricoprire ruoli che mi diano sempre maggiore autonomia decisionale 

perché sono una persona che sa prendersi le proprie responsabilità. Sono intraprendente e 

dinamica, pronta a mettermi in gioco per affrontare nuove sfide, anche eventualmente 

attraverso lavoro in team. 

I would like to reach positions that grant me increasing decision-making autonomy, as I am 

a person who knows how to take responsibility. I am proactive and dynamic, ready to 

challenge myself and take on new challenges, also potentially through teamwork. 

 

(c) Sono alla ricerca di un lavoro che rispecchi il mio percorso di studi, mi interessano 

posizioni nell'ambito della Data Engineering.  Sono un ragazzo curioso a cui piace vedere 

le cose da diversi punti di vista, tenendosi aggiornato sulle ultime tecnologie. 

I am looking for a job that reflects my academic background, and I am interested in 

positions in the field of Data Engineering. I am a curious person who enjoys looking at 

things from different perspectives and staying up to date with the latest technologies. 

 

(d) Vorrei riuscire a realizzare il mio obiettivo di lavorare nell'ambito dell'automotive, settore 

che mi ha sempre appassionato fin da bambino, per il quale ho dedicato gran parte del mio 

tempo e per cui ho studiato cercando di dare sempre il massimo. 
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I would like to achieve my goal of working in the automotive sector, a field that has 

fascinated me since childhood, to which I have devoted much of my time and for which I 

have studied while always striving to give my best. 

 

 Some of the most frequent lexical words are nouns related to the semantic domain of self-

assessment and description of abilities, such as capacità, competenze, conoscenze, esperienza, and 

more specific, gruppo, gestione, comunicazione. The fact that capacità appears as the first content 

word in the frequency list may reflect the individuals’ effort to shape their identity, by actively 

positioning themselves as someone who possesses valuable skills for potential employers. In other 

words, it arguably indicates the centrality of presenting oneself as competent, capable, and well-

prepared. The presence of lavoro, ambito and studi further emphasises both the professional and 

academic orientation of the discourse and the aim to place capabilities within specific work or 

study contexts. Finally, buona and acquisite, seem to suggest that the strategic aspects under 

discussion are those in which one considers oneself to be good and those that one has acquired over 

time through educational and professional experience.  

Due to its high frequency and prominence in the corpus, the use of word capacità was further 

investigated to better understand its role in shaping personal and professional self-presentation. The 

term occurs 3,809 times across 1,614 texts (out of 3,859). The use of this term was examined 

through its collocates, namely “words which frequently co-occur, more often than would otherwise 

be expected by chance alone” (Gillings et al., 2023, p. 27). To be more precise, collocates are 

words that co-occur with the node (i.e. that word under investigation) in a specifically defined span 

around the node, which is called the “collocation window” and depends on the analyst’s interests. 

Therefore, collocations are understood as combinations of words that habitually co-occur in the 

corpus (Brezina, 2018, p. 67) and established on the basis of statistical tests that measure the 

collocational strength. As clearly explained by Jaworska (2017, p. 587), “conceptually, the idea is 

based on the observation that meanings of a word are not inherent in its word form. Instead, they 

emerge from combinations with other lexical and grammatical items with which the word in 

question frequently co-occurs”. For the purpose of this study, collocates were calculated setting a 

minimum collocation frequency of 10 and considering a L1-R3 span (one word to the left, three 

words to the right) of co-text around the node capacità, in the interest of focussing both on 

adjective–noun qualifying partnerships (Gillings et al., 2024) and patterns denoting the 

specification of the ability itself (for example, capacità di + infinitive/ noun). LogDice was used as 

a metric of collocational association. LogDice is an association score with reasonable interpretation 

(theoretical maximum is 14), and it does not depend on the total size of a corpus (Rychlý, 2008). 

Jaworska (2018, p. 202) suggests that “collocations retrieved in this way point to recurrent and 

hence “preferred” and salient lexical choices that are associated with the phenomenon in question 

and difficult to discern from a purely qualitative analysis and when reading large amounts of texts”.  
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The top 30 collocations were identified and are presented in Table 8 (with English translation 

when needed and ranked by LogDice) and in the collocational graph (Figure 2). Both 

representations also report the frequency of the collocate anywhere in the subcorpus. 

 

Collocate Freq. (collocation) Freq. (subcorpus) Log Dice 

buona (f.sg., good) 1,033 1,612 12.6 

di (of) 2,903 20,413 11.9 

buone (f.pl., good) 493 721 11.8 

comunicazione (communication) 490 1,033 11.7 

ottime (f.pl., excellent) 330 458 11.3 

lavorare (to work) 329 1,296 11 

ottima (f.sg., excellent) 265 458 11 

adattamento (adaptation) 250 394 10.9 

adeguarsi (to adapt oneself) 228 253 10.8 

comunicative (f.pl., communicative) 235 456 10.8 

e (and) 986 14,224 10.8 

ad (to/ at) 280 1,443 10.8 

organizzative (f.pl., organisational) 205 354 10.7 

in (in) 500 7,812 10.5 

mie (f.pl., my) 190 1,181 10.3 

relazionali (m./ f. pl., interpersonal) 148 262 10.2 

ascolto (listening) 144 269 10.2 

ottenuta (f.sg., obtained) 124 274 10 

gestione (management) 143 1,289 9.8 

con (with) 163 3,008 9.6 

organizzazione (organisation) 112 878 9.6 

solving  87 263 9.5 

a (to/ at) 161 4,235 9.4 

problem 79 259 9.3 

lavoro (work) 115 2,187 9.3 

-buona (f.sg., -good) 67 106 9.1 

organizzativa (f.sg., organisational) 62 86 9 

la (f.sg., the) 98 3,091 8.9 

comunicativa (f.sg., communicative) 55 69 8.9 

grazie (thanks) 77 1,631 8.9 
Table 8: Collocations of "capacità" 

The #LancsBox X GraphColl tool displays multiple dimensions according to the table settings 

(Brezina & Platt, 2025). The position of collocates around the node in the graph reflects the exact 

position of the collocates in text, as well as the closer the collocate is to the node, the stronger the 

association between the node and the collocate. The size of each collocate circle is by default 

assigned to frequency of the collocation value: Freq (collocation); the more frequent the collocation 

is the larger the circle. The colour of each circle is by default assigned to the frequency of the 
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collocate anywhere in the (sub)corpus: Freq (subcorpus). The frequency range is displayed in the 

legend. 

 

 
Figure 2: Collocations of "capacità" 

 Many collocates of capacità are evaluative adjectives that qualify the extent or quality of one’s 

abilities - in both singular and plural forms, since in Italian capacità is an invariable noun - such as 

buona/e, ottima/e, indicating that capacità is frequently framed in positive and self-promotional 

terms. A significant number of collocates pertain to the semantic domains of communication and 

organisation: gestione, comunicazione, organizzazione, comunicativa/e and organizzativa/e. The 

prevalence of these terms suggests an emphasis on interpersonal, verbal, as well as management 

and planning competencies. However, with regard to communication skills, it is interesting to note 

the relevance of ascolto and relazionali referring to two spheres not included in the predefined self-

assessment labels; thus, positioning themselves as socially competent and able to practise active 

listening seems to be crucial for recent graduates. It is therefore useful to recontextualise these 

results through examples of use in context (Marchi, 2023), which show how these competencies are 

framed within discourse (CVs no. 003163, 007925, 007115, 006608, 002850 and 003288): 

 

(a) Ritengo di avere una buona padronanza lessicale e grammaticale, ottime capacità di 

ascolto, empatia, intelligenza emotiva, oltre a saper comunicare con chiarezza ed avere 

buone abilità nel risolvere i conflitti. 

I believe I have a good lexical and grammatical proficiency, excellent listening skills, 

empathy, emotional intelligence, as well as the ability to communicate clearly and good 

conflict resolution skills. 
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(b) Sono una persona solare e socievole, pronta a fare nuove conoscenze ed esperienze di 

collaborazione. Mi integro con facilità in un gruppo di persone, quindi non ho problemi a 

svolgere un lavoro d'équipe. Ascolto e tengo in considerazione sempre le idee altrui poiché 

trovo che la soluzione migliore si raggiunga attraverso il confronto. 

I am a cheerful and friendly person, ready to meet new people and collaborate on new 

projects. I integrate easily into groups, so I have no problem working as part of a team. I 

always listen to and take into consideration other people's ideas, as I believe that the best 

solutions are reached through discussion. 

 

(c) Ottime competenze comunicative grazie all'esperienza di cameriere e alle relazioni 

sviluppate in ambito universitario. Ho un forte spirito collaborativo e mi piace lavorare in 

gruppo, inoltre ho una buona propensione all'ascolto acquisita sempre dalle mie passate 

esperienze lavorative. Ho un buon spirito di adattamento e non ho problemi a lavorare in 

ambienti multiculturali. 

Excellent communication skills developed through experience as a waiter and through 

relationships built in the academic environment. I have a strong collaborative attitude and 

enjoy working in a team; moreover, I have good listening skills acquired through my 

previous work experiences. I am highly adaptable and have no difficulty working in 

multicultural environments. 

 

(d) Ottime capacità comunicative e relazionali, sviluppate durante le esperienze di lavoro come 

hostess e staff di eventi anche a scopo di vendita. 

Excellent communication and interpersonal skills, developed through work experiences as a 

hostess and as event staff, including roles related to sales activities. 

 

(e) Buona capacità di adattamento grazie alle esperienze all'estero. Capacità di comunicazione 

con il cliente conseguita grazie all'esperienza come commessa. Creatività e Immaginazione 

essendo che mi dedico al disegno. Empatia e capacità di ascolto. Doti relazionali con i 

bambini grazie ad attività di volontariato. 

Good adaptability developed through experiences abroad. Communication skills with 

customers acquired through work as a sales assistant. Creativity and imagination through 

my dedication to drawing. Empathy and listening skills. Interpersonal skills with children 

developed through volunteering activities. 

 

(f) Capacità di lavorare in team e di risolvere i problemi relazionali. Facilità di comunicazione 

e adattamento ai cambiamenti. Sono capacità che ho capito di avere grazie a tutto il mio 
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percorso di crescita: in ambiente scolastico, sportivo e in tutte le esperienze lavorative 

avute fino ad oggi. 

Ability to work in a team and to resolve interpersonal issues. Strong communication skills 

and adaptability to change. These are skills I have come to recognise through my entire 

personal development path, including school, sports, and all the work experiences I have 

had so far. 

 

Other collocates reflect adaptability (rather than flexibility) - adeguarsi, adattamento - and 

literally refer to problem (79) and solving (87), an expression that in the skills classification had a 

relatively low number of candidates with a score of 10.  

Since no reference to the digital dimension was found among the top 50 most frequent words, a 

wildcard search for digital* led to the identification of digitale, digital, digitali, digitalizzazione, 

digitalizzati, digitalizzatore as related terms, altogether occurring 220 times across 167 texts (out of 

3,859). Keeping the same parameters as previously set, lexical collocates of digital* are pubblicità 

(advertising), marketing and comunicazione (communication). 

 

4.3. Variability in competencies reporting 

Building on these findings, different patterns in how candidates reported their competencies were 

further investigated. As previously noted, candidates adopted heterogeneous approaches when 

reporting their competencies: some favoured the completion of codified sections, others opted for 

free-text fields, and some did not engage with either option. Concerning self-assessed soft skills, 

the analysis revealed that 4,296 CVs lacked this information, whereas 3,800 included it. Moreover, 

at least one of the examined textual fields was completed in 3,859 CVs, whereas 4,237 contained 

no entries in these sections.  

To further investigate these reporting dynamics, this study also explored whether structured self-

assessment and free-text descriptions serve complementary or independent functions in 

competencies representation. The results were combined in Table 9 to examine potential 

correlations between self-assessment and textual descriptions. 

 

Competencies reporting CVs 

Both codified sections and textual fields 3,164 

Codified sections only 636 

Textual fields only 695 

Neither codified sections nor textual fields 3,601 

Total 8,096 
Table 9: Competencies reporting 
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As the results show, a considerable number of candidates (3,601) did not engage in any 

competencies reporting, thus leading to underreporting of skills and missed opportunities for self-

presentation. Conversely, 3,164 candidates manifested a proactive approach to competencies 

reporting by completing both pre-coded categories and textual fields. This may suggest the need to 

integrate both forms of representation so as to provide a more comprehensive picture of one’s 

personal and professional identity. However, if the two were perceived as entirely complementary, 

it would be expected that candidates who self-assessed in structured fields would also definitely be 

more likely to elaborate in text. Yet, this pattern is not observed, as 1,331 candidates completed 

only one type of competency field, predominantly favouring textual fields over standard 

classifications. 

Once more, the interaction between linguistic and non-linguistic data has resulted in the 

acquisition of a more nuanced understanding of candidates’ attitudes and behaviour patterns. 

 

5. Discussion and conclusion 

 
The method/research presented here introduces and explores a novel perspective on the use of 

information included in CVs; one that addresses the “candidate ranking problem” (Faliagka et al. 

2014, p. 517) while moving away from term matching between CVs and job descriptions or from 

semantic mapping - where applicant skills are linked to equivalent concepts within predefined 

skills hierarchies set by recruiters. 

Consequently, this study reinforces the notion that CVs are more than just standardised 

documents; they are powerful tools of self-representation (Phillips et al., 2019; Lipovsky, 2014). In 

this research, the self-representation of recent graduates of the University of Modena and Reggio 

Emilia is claimed to emerge from the interplay between information included - or not - in metadata 

and corpus data relating to personal competencies, motivations and aspirations.  

The knowledge value and information richness of CVs, already demonstrated by e.g. the strong 

reliance on résumé experiments, remains the gold standard for assessing labour market 

discrimination. CVs are systematically manipulated to isolate the impact of specific characteristics, 

while keeping all other qualifications identical, and are then sent to organisations to measure 

differences in callback rates between majority and minority group applicants (Calluso & Devetag, 

2024). However, also in terms of organisational diversity and inclusion, the narrative-focussed 

approach proposed here complements the traditional approach by highlighting the potential of the 

interplay between contextual and textual content to detect a more nuanced identity of candidates.  

Findings from soft skills self-assessment indicated the reluctance of many graduates to assess 

their soft skills within predefined categories, which may be indicative of a lack of confidence in the 

efficacy of such a method. Alternatively, it is possible that graduates may not perceive the value in 

explicitly categorising or formally evaluating soft skills. In addition, it is to be noted that graduates 
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may not be able to recognise themselves as possessing the specific soft skills as defined in the 

established framework. It has been observed that among those who self-certify, there is a tendency 

to award themselves only high marks, suggesting a perceived obligation to present a high-

performing self-image. 

Moreover, results from the self-assessment of digital competencies also highlight the potential 

discrepancy between benchmarked competency frameworks and individuals’ personal perceptions 

of their abilities, which may not align with the classifications typically adopted. When it comes to 

how digital natives (Graczyk-Kucharska & Erickson, 2020) interact with technology, traditional 

categories for assessing digital skills appear to have lost some of their relevance. 

It was therefore interesting to focus on how candidates approach free-text fields that allow them 

to express themselves and communicate their personal and professional identity. Firstly, it is 

important to note that only 47.7% of them completed at least one of the fields under consideration. 

This could suggest both a difficulty in expressing their personality and capabilities, and a disregard 

for these sections, stemming from the perception that they are not actually relevant for recruitment 

purposes. However, among those who decided to convey a more articulated self-identity by 

constructing a discourse that represented them, there emerges a desire to communicate their unique 

personality above all in the form of a willingness to do something, and make their own 

contribution, based on their excellent/good capabilities (buona/e, ottima/e capacità) to become part 

of the work environment. While some of the formulations of competencies echoed those in the 

predefined skill dictionaries, others revealed attitudes that would not otherwise have surfaced, such 

as interpersonal and listening skills. Moreover, the digital dimension does not appear to be as 

significant in free-text fields either, thus suggesting that the future workforce may be taking its 

digital skills for granted, or that, alternatively, members are not as digitally proficient as might be 

expected. 

The primary contribution of this study therefore was to shed light on how candidates actually 

decide to narrate themselves through their CVs, dealing with the representation of competencies 

both as quantitative and scaled indicators and discourse in free-text sections. From the analysis it 

emerged that the interplay between traditional, standard categories and free-text fields in CVs 

potentially allows for a more inclusive and multi-dimensional representation of the candidate to be 

intercepted, rather than an almost “vectorial” version based on scores on pre-determined labels, that 

are also often absent. This understanding of the CV as a self-presentational vehicle with an 

embedded narrative dimension finds empirical support in Chapter 3, where the analysis shows how 

personal and professional information are discursively connected to articulate a distinctly 

individual representation, conveying specific messages to potential employers. 
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5.1. Theoretical and practical implications 

The insights from this study have both theoretical and practical implications. Theoretically, they 

contribute to the existing literature which analyses and challenges the increasing use of AI tools in 

recruitment and selection processes. More specifically, this research focuses on the implementation 

of machine learning methodologies for the purpose of evaluating and screening Curricula Vitae. It 

further discusses the extent to which these tools conform to, and simultaneously serve to reinforce, 

a predetermined, codified and measurable conception of individuals and their competencies. 

Therefore, a methodological approach impinging on the interaction between structured metadata 

and unstructured corpus data is proposed to explore a corpus of CVs from recent graduates, 

suggesting that the knowledge value of the data does not solely derive from lists of competencies 

and qualifications, but it can be explored as a narrative through which candidates express 

themselves and reflect on their personal and professional identity. This study indeed demonstrates 

that skills, abilities, and competencies, when extracted and treated as discrete items, inevitably lose 

the nuance provided by the context in which they are embedded. Such context can only be 

interpreted and evaluated if it is possible to link it to the reality to which it refers. In other words, as 

illustrated for instance in Section 4.2, not all CVs that include labels such as “listening skills” or 

“interpersonal skills” refer to the same capacity; rather, each candidate conveys it in a distinct and 

personal way. When a CV is reduced to a list of extracted elements to be matched against job 

advertisement requirements, what occurs is therefore a process of compression rather than one of 

actual comprehension of knowledge.  

This raises the risk of an overlap between the notion of output production and that of output 

understanding, which in this specific context refers to the evaluation of a candidate profile through 

CV screening. As Large Language Models are increasingly embedded in workflows involving 

classification, evaluation, recommendation, and decision support, it is necessary to critically 

examine how the notion of judgement is operationalised once evaluative decisions are delegated to 

statistical models. A structural difference, in fact, exists between context-aware human evaluation 

and the pattern-based, procedural mechanisms of LLMs (Loru et al., 2025). As clearly articulated 

by Quattrociocchi et al. (2025, p. 2), “large language models operate on statistical regularities 

extracted from human-produced text, not on representations of the world”, and their output should 

therefore be understood not as the terminus of evaluation, but rather as the terminal state of a 

stochastic trajectory.  

Given the relevance of understanding the text and the real-life context to which the CV narrative 

refers, both its reduction to quantifiable and comparable standardised parameters and its evaluation 

by systems that are not epistemic agents but stochastic pattern-completion mechanisms 

(Quattrociocchi et al., 2025) emerge as critical issues requiring further examination and careful 

reflection. It needs to be considered whether one of the first stages in the hiring process represents 
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an activity that can be separated from the intelligence required of a person to perform it, or whether 

it involves discernment, judgement and interpretative responsibility - in a word, comprehension. 

Practical implications are mainly drawn from the information contained within the CVs, whilst 

it is the absence of information that is of particular significance. In fact, in the absence of scores for 

soft and digital skills in the majority of CVs, the question arises as to how this information is 

assessed by human recruiters and, with even greater pertinence, by algorithms. It may be necessary 

to reconsider the categories with which individuals are required to identify. This is particularly 

pertinent, in this case, for young candidates, for whom these categories appear to have become 

irrelevant and redundant. Conversely, the enhancement of the textual content of CVs, which has 

thus far received little emphasis, has the potential to reveal more nuanced and multidimensional 

perspectives on candidates, taking into account the ways in which they express and communicate 

their identity. 

A further practical implication pertains to the value attributed by students to the compilation of 

the AlmaLaurea CV. The outcomes of the compilation, which emerged in the research, also depend 

on the use that is deemed useful to make of the tool. In this sense, it would be worthwhile to 

consider the divergent perceptions of the tool’s value from three distinct perspectives: firstly, the 

university’s perspective as an institution that endorses it to its students; secondly, the perspective of 

companies as potential recipients of AlmaLaurea CVs; and thirdly, the perspective of young 

candidates who are encouraged to exploit this opportunity rather than creating an entirely new, non-

certified CV. Once more, the high rate of partial completion by students may be indicative of the 

use of the tool being dictated by factors such as a lack of confidence in the tool’s effectiveness, a 

lack of consistency with the type of document deemed successful in meeting company standards, or 

the difficulty of recognising themselves in the predefined and proposed categories, necessitating a 

greater possibility of personalisation in the document to convey their professional and personal 

identity. 

5.2. Conclusion  

Given the broad range of both structured and unstructured texts encompassed within the field of 

Human Resources (Otani et al., 2024), recent advancements in Natural Language Processing 

technologies, particularly those incorporating Large Language Models, have begun to increasingly 

transform HRM practices. This study highlighted limited engagement with predefined competency 

categories, suggesting that young candidates may struggle to recognise themselves within rigid 

frameworks. This calls for greater attention to the increasing reliance on AI-driven recruitment 

tools, which reinforce an objectivist approach to HRM by prioritising quantifiable and standardised 

profiles.  

A different perspective on how to explore and value the information contained in CVs was also 

presented in this research. The investigation of vast quantities of digital textual data - the CVs - 
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matching the quantitative approach of Corpus Linguistics with the qualitative approach of 

Discourse Analysis (Marchi, 2010) represents an evident shift in the approach to Curricula Vitae 

screening, with the primary interest being in the way candidates narrate their experiences and 

construct their professional identities. The CADS analysis of text fields reveals candidates’ 

willingness to articulate their capabilities and aspirations, suggesting a need for more inclusive and 

individualised forms of self-presentation. Rather than conforming strictly to standardised 

classifications, recent graduates seem to seek space for self-expression. If this attitude towards self-

representation is encouraged, recruitment processes may become more inclusive and able to 

capture the complexity of candidates’ potential rather than reducing them to predefined labels. 

 

6. Current limitations and further research 

 
Some limitations of this study should be noted. First, technical and practical issues specifically 

related to the quality of résumés data and their availability (Dietz et al., 2000; Cañibano & 

Bozeman, 2009). As biographical data is involved, in order to collect CVs it is necessary to comply 

with ethics requests that ensure the privacy of those concerned. Moreover, variability, consistency 

and usability of the information need to be taken into account and a considerable effort in data 

cleaning is required. To effectively address these critical issues, this research has been based on a 

relatively small sample of CVs, selected through very strict parameters. On the one side, this made 

it possible to collect a corpus of documents that were all of the same format, which was also 

suitable for the methodology’s application, and to ensure the anonymity of the dataset. On the other 

side, the generalisability of the research findings is relatively limited.  

Further limitations concern the architecture of the CV as a digital object, which necessitates a 

rigorous and laborious process of structuring and managing data for the purpose of information 

extraction and exploration. The goal currently being worked on is to refine the interplay between 

contextual and textual content (i.e. the tabular and the narrative dimensions of CVs), with the aim 

of performing more accurate and detailed analyses. 

Despite the aforementioned limitations, the results of the present linguistic analysis furthermore 

have the potential to serve as high-quality training data for AI models, particularly distilled mini-

models. Unlike large-scale models such as ChatGPT, which rely on extensive but often noisy 

datasets and reinforcement learning, smaller models - such as those distilled from DeepSeek’s base 

models - can be fine-tuned on carefully curated data, making them more receptive to expert-

annotated linguistic insights; an approach that is particularly valuable for training highly 

specialised models that retain linguistic nuance while minimising computational demands. By 

leveraging manually curated linguistic patterns, these models can arguably reduce the gap between 

symbolic and statistical learning, enhancing the ability to handle ad-hoc linguistic tasks with 

increased precision and control. Given the focussed and structured nature of the data used in this 
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study, it offers a promising foundation for the development of more accurate and specialised AI 

tools, complementing the effort to refine the interplay between metadata and corpus data in CVs. 
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Chapter 2: Recruiting the Future Workforce: a CADS 

Approach to Job Advertisements targeting Recent 

Graduates 

 

1. Introduction  

 
Waiting for recent graduates outside the university gates are organisations that - especially in times 

of continuous transformations and ever-changing circumstances - urgently need to attract suitable 

candidates who can bring added value to the company (Gilch & Sieweke, 2021). If the résumé is 

the document through which candidates introduce themselves, in the early stages of recruitment job 

advertisements are one of the most important vehicles for organisations to communicate 

information about the company and the job (Schmidt et al., 2015). Therefore, résumés and job 

advertisements (job ads), also labelled as job announcements, job postings or employment 

advertisements, are key bridges between recruiters and job applicants (Mahjoub & Kruyen, 2021). 

 To put it succinctly, job ads can be defined as “documents acknowledged through public media 

for the company or the organisation to find the right talents to fill in vacant positions” (Fu, 2012, 

pp. 399 - 400). However, because of their objectives, functions and purposes, it can be argued that 

they are social phenomena that represent individuals, occupations, organisations, industries, and 

societal cultures (Rafaeli & Oliver, 1998). As well as representing one of the first communication 

touchpoints for prospective employees, recruitment advertising also plays a role in the company’s 

general public relations activities and in creating its corporate image (Breeze, 2013). Therefore, job 

ads not only notify about vacancies but, as suggested by Petry et al. (2022), they provide a sense of 

contemporary employment culture, as they are usually found in groups on online job boards - a 

very common outcome of the diffusion of e-recruitment practices (Holm, 2012).  

Moreover, when specifically targeting labour market newcomers, such publications often 

represent the very first encounter between them and the world of business and employment as 

potential participants (Breeze, 2013); this further emphasises the essential role of job ads in the 

applicant attraction process (Petry et al., 2022). This research is based precisely on job 

advertisements aimed at this stakeholder segment - in this case, recent graduates from Italian 

universities. Drawing upon the notion of representativeness, a corpus has been carefully crafted 

with the overall aim of representing this particular language variety (Gillings et al., 2023). Indeed, 

a corpus of job ads was collected over a one-year period from the AlmaLaurea job offers notice 

board, that allows recent graduates to browse job advertisements and apply for positions they are 

interested in.  

As for the theoretical lens, a social constructionist approach is adopted in this study, expressed 

in the precise willingness to see organisational phenomena as the result of processes of social 



56 
 

construction in and around organisations, carried out through the production and dissemination of 

texts of various kinds (Phillips & Oswick, 2012, p. 4). Strongly focussed on the broader social and 

cultural mechanisms of meaning-making, this approach highlights the role of language in the 

construction of human social phenomena; according to Burr (2015, p. 224) “the constructive work 

that produces us as persons takes place in social interaction of all kinds, and language as a key 

constituent of social interaction is therefore of great importance”. In other words, “social 

constructionism places great emphasis on everyday interactions between people and how they use 

language to construct their reality” (Andrews, 2012, p. 44).  

In these terms, and by virtue of the socially recognised communicative purposes they pursue, 

job advertisements constitute a form of social action, with specific functions relevant for all job 

market participants, and they have features which are familiar to both the addressers and addressees 

(Łącka-Badura, 2015). Consequently, they can be considered and analysed as a genre of business/ 

organisational communication, with characteristic discursive features (Breeze, 2013). It is therefore 

the objective of the present study to explore how companies approach job advertising as an 

organisational practice specifically intended for individuals who are about to enter the world of 

work. In this regard, and assuming that the broader social dimension in which collections of texts 

occur - as well as the interface between discourse and non-discursive action and information -

should always be taken into account when studying organisational phenomena (Alvesson & 

Kärreman, 2011), this chapter likewise adopts CADS as its methodological framework, thereby 

enabling the interrogation of corpus data “in relation to the social context within which it was 

produced” (McEnery & Brookes, 2024, p. 602).  

The findings emerge from the analysis of corpus data, which can be filtered and examined in 

relation to contextual information - included as metadata - and from quantitative analyses that are 

not linguistic in nature but are nonetheless informed by linguistic evidence. This combination made 

it possible to build a comprehensive picture of how organisations discursively construct job 

advertisements when addressing this specific segment of the Italian labour market. 

Methodologically, the study demonstrates that a corpus-assisted approach to organisational 

communication practices can provide an in-depth perspective capable of uncovering connections 

across the different sections of the documents, achieved through an iterative process of moving 

back and forth (Marchi, 2023) between quantitative and qualitative analysis. Theoretically, the 

study advances understanding of the structural conventions of this business-communication genre 

and provides empirical evidence that linguistic choices actively shape organisational realities. 

Practically, the findings have direct implications for how organisations craft job advertisements, 

particularly in relation to employer branding strategies and the framing of discourse within the 

predefined structure. 

This study is structured as follows. The next section elaborates on the theoretical concepts on 

which research questions are based, while Section 3 is concerned with the operational processes 
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involved in the creation of the corpus, the workflow that governs these processes, and the 

methodological framework that underpins them. The fourth section presents the data analysis and 

outlines the principal findings, which are further discussed in Section 5, together with theoretical 

and practical implications and concluding remarks. Finally, Section 6 addresses the current 

limitations of the study and suggests directions for future research. 

 

2. Theoretical background and research questions 

 
As highlighted by Mahjoub and Kruyen (2021, p. 119), “job ads have recently come under the 

spotlight more than ever”; however, this field of research is still underdeveloped, with relevant 

literature scattered across multiple disciplines, different theories assumed, and a wide array of 

methodologies applied. In this study, social constructionism is adopted as theoretical background, 

mainly due to its key assumptions about the importance of language for understanding human 

behaviour and experience (Burr, 1995). Moreover, as scholars and practitioners increasingly 

conceptualise organisations as socially constructed entities, communication has come to be 

understood as the key process through which they are constituted, maintained, and transformed 

(McClellan, 2021). 

A genre perspective is applied to the analysis of job ads, with the aim of exploring their role 

within the job searching communicative context and practice (Łącka-Badura, 2015). From this 

perspective, adopting a corpus approach is particularly appropriate, as it allows the analysis of job 

ads as a structured collection of documents. By creating a corpus that integrates standard 

information (e.g., type of contract and business sector) included as metadata, and textual content 

(e.g., detailed job descriptions and company information) exposed as corpus data, it becomes 

possible to systematically explore patterns across the sections that characterise job advertisements 

worldwide (Rafaeli, 2006). Whereas the combination of a genre perspective and a CADS approach 

to a corpus of job advertisements has already been tested in Kochetova et al. (2017), this study goes 

one step further by adding the specific aim of exploring the corpus by deepening the interaction 

between contextual and textual information. 

 

2.1. Social constructionism 

Job advertisements, as a form of self-presentation which reaches various members of the 

employment environment, have been considered by Rafaeli (2006, p. 768) as “organisational 

contributions to helping educate members of society about employment”. Hence, these texts 

represent more than formal organisational procedures; they are structured by discourses that are 

relevant to participating actors and for the objectives pursued through recruitment practices, thus 

playing a role in shaping organisational reality and understanding.  
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To examine how these texts actively create and negotiate social meanings about work, and to 

understand how organisational discourse contributes to broader social constructions of workforce 

identity, a social constructionist perspective provides a valuable theoretical framework. Indeed, the 

creation and negotiation of meaning through language and forms of social interactions is at the core 

of this approach, that seeks to analyse “how realities and knowledge can be socially constructed 

through utilising language, stories, histories, and narratives that exist within specific interpersonal 

and social influences” (Phillips, 2023, p. 175). In other words, one of the main epistemological 

interests is the process of social construction in itself, that is, the ways in which discourse and 

language operate to create meaning in practical contexts (Cunliffe, 2008). From this it follows that 

language as a form of social action can be regarded as one of the key ontological assumptions 

underlying the social constructionist view of reality (Karataş-Özkan & Murphy, 2010). 

Consequently, in considering language as “constitutive and constructive of reality rather than 

reflective  and representative” (Phillips & Oswick, 2012, p. 14), organisations can be linguistically 

interpreted. “Organisations, from a social constructionist view, are culturally and historically 

unique sites where members collectively engage in the construction of a social reality” 

(Karataş‐Özkan & Murphy, 2010, p.454), thus involving individuals building and sharing meanings 

and narratives about “who we are, as an organisation” (Haslam et al., 2017, p. 321).  

As a matter of fact, “a large body of research in organisation studies emphasises the 

fundamental role of language in representing and understanding organisations” (Cornelissen, 2008, 

p. 81), considering these entities as established and sustained by plenty of textual data and 

discursive practices which do not merely accompany organisational life but actually constitutes it 

(Mautner, 2021, p. 319).  

The linguistic and discursive choices in these texts are involved in the processes by which social 

meanings and social representations are constructed; therefore, studying specific genres of 

organisational discourse means examining “the processes through which discursive objects are 

formed in organisations, the ways in which those objects constitute the social world, and the 

consequences of those discursive processes and objects for organisations” (Hardy et al., 2005, p. 

60). While acknowledging the fundamental role of language as recognised by social 

constructionism - that language equates with action and “reality, truth, untruth and so on are not 

objective pre-discursive entities waiting to be encoded in words, but rather they are talked into 

being” (Clifton, 2022, p. xi) - in this study job advertisements are analysed as discursive practices 

deeply embedded in the social context in which they are produced and disseminated. This context 

is retrieved through the collection of contextual information related to the advertisements, and by 

considering as a relevant variable also the tool through which and in which they are published (i.e. 

the AlmaLaurea job offers notice board). Indeed, as stated by Mautner (2017, p. 610), “the 

organisational structures which discourse is embedded in also shape that discourse, while the 

discourse, conversely, shapes the organisation”.  
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Finally, regarding the specific connection between a social constructionist perspective and 

CADS, reference is made to Carradini et al. (2025, p. 649), who state that this entails exploring the 

construction of discourses through the repeated usage of certain words and constructions. Indeed, 

of particular relevance to this study is the social constructionist emphasis on language as the 

vehicle through which meanings are actively generated and shared. 

 

2.2. Job advertisements as a genre and a tool for employer branding  

Job advertisements have been recognised as a genre of organisational communication (Rafaeli & 

Oliver, 1998). As a literary and rhetorical concept that describes widely recognised types of 

discourse, in the context of organisational communication, genre may be applied to distinguished 

types of communication characterised by structural, linguistic, and substantive conventions (Yates 

& Orlikowski, 1992, p. 300). Moreover, job advertisements can certainly be argued to have a well-

defined generic structure which is appropriate for the pursuit of specific aims (Walters & Fage-

Butler, 2014). In other words, they are communicative events which realise several communicative 

purposes (Łącka-Badura, 2015). 

As suggested by Rafaeli and Oliver (1998), job ads’ discourse is embedded in an information 

skeleton, which “consists of four main chunks or domains of information - employer identity (who 

we are), staff needs (who we are looking for), requirements (what you should bring) and contact 

(how to reach us). Given the fierce competition for talented employees in more recent years, 

inducement (what we offer) has become another element of the skeleton” (Petry et al., 2022, p. 

3025). Therefore, when reading a job advertisement, a candidate expects to find the following 

genre content elements: Organisational identity, Job description, Personnel specifications, Practical 

information, Contact information (Walters & Fage-Butler, 2014). Indeed, job announcements draw 

on discourse participants’ knowledge of the conventions of the genre: job market participants all 

are well aware of the conventions underlying the creation and interpretation of a typical 

announcement (Łącka-Badura, 2015, p. 89).  

Following Łącka-Badura perspective (2015, pp. 82-83) on the characterisation of job 

advertisements as a type of business-related discourse - that can be rationalised as a genre - their 

defining features can be summarised as follows: 

 

- Goal orientation, with two interconnected purposes: to attract the most valuable candidates 

(while simultaneously discouraging those unsuitable) and to project a positive image of the 

employing organisation; 

- Adherence to shared conventions, being governed by widely accepted rules and standards 

concerning both content and form; 
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- Use of professional lexis reflecting the relevant human resources context and the industry-

specific words and phrases. 

 

When specifically communicating the employer and organisational identity, it has been 

observed that rather than providing an objective description of the organisation, job announcements 

properly express how the organisation wants to be perceived (De Cooman & Pepermans, 2012), 

thus explaining why mission statements and core brand values dominate job advertisements 

(Russell & Brannan, 2016). Being persuasive in nature, and appellative as well as informative, this 

type of discourse reflects promoting traits for example by the overwhelming use of reader-inclusive 

pronouns (Fu, 2012) and self-mentions (Lischinsky, 2011). The tendency towards the repetition of 

forms of self-reference was also highlighted in Chapter 1, Section 4.2 as a distinctive feature of 

candidates’ discursive construction of identity. This recurring pattern further underscores how 

Curricula Vitae and job advertisements jointly shape a communicative interaction, within which 

self-reference becomes a crucial resource for both parties, as will be discussed in Section 4.3 of this 

chapter. 

While the communicative structure that characterises job advertisements can be understood in 

terms of a highly structured and conventional genre, their strategic function therefore primarily 

concerns the establishment of the organisation’s credibility and the promotion of its good image 

(Łącka-Badura, 2015); that is, the development and reinforcement of an effective employer brand - 

one that conveys an image of the workplace aligning with job seekers’ needs and expectations 

(Dabirian et al., 2017; Confetto et al., 2023). Employer brand has been defined as the package of 

“functional, economic, and psychological benefits that are provided by employment and identified 

with the employing company’’ (Ambler & Barrow, 1996, p. 187); employer branding, therefore, 

refers to the process of  building and promoting the attractive and unique image of the employer 

(Backhaus & Tikoo, 2004) and can be described as the ‘‘sum of a company’s efforts to 

communicate to existing and prospective staff that it is a desirable place to work’’ (Lloyd, 2002, p. 

65). It follows that job advertisements play a fundamental role in the strategic communication of 

the employer brand, as “this type of discourse appears to belong within the general type of 

promotional activity aimed at generating a positive corporate image or ‘brand image’, which plays 

an increasingly important part in corporate communications today” (Breeze, 2013, p. 57). In 

particular, company descriptions in job advertisements are “vital to creating an impression of 

organisations as employers” (Elving et al., 2013, p. 361) and the lack of information about 

organisational identity makes it difficult for applicants to estimate their own degree of fit 

(Backhaus, 2004). Conversely, the dissemination of information concerning core organisational 

values through job advertisements has been shown to affect organisational attraction and job 

pursuit intentions, primarily because of an indirect impact via perceived employer image (Hein et 

al., 2024). In relation to the contemporary landscape, for example, communicating clear and 
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consistent corporate social responsibility information in job advertisements represents a key 

discursive strategy through which organisations construct and reinforce their attractiveness to 

prospective job seekers; indeed, as reported in Puncheva-Michelotti et al. (2018), employer 

branding research has shown that perceptions of a company’s corporate social responsibility 

influence its attractiveness to prospective job seekers, by eliciting a sense of pride in being 

associated with a responsible organisation, by conveying a perceived alignment of values, and by 

influencing expectations about how employees are treated within the company (pp. 643-644). 

Moreover, each target group perceives different attributes of job advertisements as central, 

which makes it essential for organisations to adopt a well-defined approach tailored to their 

intended audience (Petry et al., 2022). In the context of job ads for graduate labour market entrants, 

Petry and colleagues (2022) found that opportunity for advancement and salary are central to the 

early employer image; Ma and Fang (2024) identified personal interests, work-life balance, 

learning opportunities, community engagement, financial independence, and flexibility as the main 

attraction factors for a sample of undergraduate students. In particular, the growing topicality and 

widespread interest in flexible working as an organisational model (Angelici & Profeta, 2024), 

together with its increasing desirability among jobseekers (Stich, 2021), make flexibility a crucial 

dimension for organisations to address in their communication strategies; Fuchs et al. (2024), for 

instance, demonstrated that explicitly highlighting flexible working conditions in job 

advertisements increases the number of applications for entry-level positions. Whether and how 

this dimension is discursively constructed by organisations when presenting themselves to 

prospective candidates constitutes one of the analytical avenues explored in the following sections. 

Despite being a long-lived genre, with an acknowledged, relevant and strategic communicative 

dimension, job advertising seems to remain a rather unexplored territory in (corpus) linguistics and 

discourse analysis (Garzone, 2018). Recognising that “the text of ads provides a highly visible and 

accessible medium for observing an organisational social construction of reality” (Rafaeli & Oliver, 

1998, p. 345), and acknowledging the advantages of corpus-assisted methods for research in 

business communication and discourse (Gillings, 2025), this study analyses a corpus of job 

advertisements, thereby foregrounding the interface between text and context - that is, between 

corpus data and metadata, intended as the means through which contextual information is organised 

and represented in the data, as previously discussed. As previously mentioned, these advertisements 

are specifically aimed at recent graduates from Italian universities, who therefore constitute the 

target audience. Therefore, focusing on the image that companies project of themselves, the 

research questions that this study seeks to address are: which companies employ this specific 

recruitment tool, and what job opportunities do they present to young candidates? What 

representation of these organisations emerges from the linguistic profile revealed by the corpus 

analysis? And finally, how is the structure provided by the platform managed in the framing of 

discourse? 
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3. Materials and methods 

 
3.1. Approach and procedure  

As previously discussed, the methodological framework applied in this research is Corpus-Assisted 

Discourse Studies (McEnery & Brookes, 2024). In the context of job advertisements targeting 

recent graduates, this approach enables the identification of systematic linguistic patterns that 

reveal how organisations construct and negotiate meanings about contemporary work and 

workforce identity. As the corpus data selected to explore a research question “must be well 

matched to that research question” (McEnery & Hardie, 2012, p. 2), to analyse the organisational 

practice of job advertising in companies seeking potential employees among those leaving the 

Italian university system, a corpus of online job advertisements was collected from the AlmaLaurea 

job offers notice board,  available to recent graduates of Italian universities. As a component of the 

comprehensive suite of tools provided by the AlmaLaurea system, it facilitates the publication of 

job advertisements by companies and enables recent graduates to browse these and apply for those 

they are interested in.  

Job advertisements on the AlmaLaurea general job board are published by companies accredited 

with AlmaLaurea. This public portal requires no access credentials for browsing; login is only 

necessary when applying to specific positions. As shown in Figure 3, a snapshot of the general 

AlmaLaurea job board was acquired to provide an updated overview of the platform interface. 

 

 
Figure 3: Snapshot of the general job board interface on the AlmaLaurea platform (acquired on September 16, 2025) 
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3.2. Corpus building workflow 

Job announcements were collected through a custom Python script designed to automatically 

scrape all job advertisements published on the AlmaLaurea general job board over a continuous 

one-year period, from October 2023 to October 2024. The script systematically retrieved every job 

ad made available on the platform, storing the full HTML content to a local directory; job 

announcements were included regardless of duplicates, revisions, or reposts by the same company. 

This approach was chosen to ensure a more authentic representation of the platform’s dynamics and 

communication practices. In total, 1,859 job advertisements were collected. 

The raw data was processed to organise the information into a structured Pandas DataFrame 

(Keller, 2024), with each column corresponding to a specific section of the job advertisements. 

From this, a unified corpus containing texts in both English and Italian was created. In fact, an 

initial exploration of the corpus revealed that the two languages coexisted inextricably, making it 

inconsistent and counterproductive to create separate corpora. Instead, a single corpus was built, to 

which automatic language detection was applied prior to part-of-speech and semantic annotation. 

Indeed, Italian and English are mutually embedded in the documents and, as will be discussed in 

Section 5, this coexistence can be interpreted as a characteristic trait of job advertisements as a 

genre (Nederstigt & Hilberink-Schulpen, 2023), and is closely connected to the role of English as 

the dominant language of professional and business communication (Zenner et al., 2015). 

Spell-checking and pre-processing procedures were carried out to handle structural elements 

typical of job advertisements, such as bullet points, as well as hyphenated words, and punctuation 

marks. Language detection was then performed using the LinguaPy library, which applies a 

statistical approach based on character n-grams of sizes 1 up to 5, resulting in highly accurate 

language prediction. It is trained on the Wortschatz corpora from the University of Leipzig 

(Germany); each language corpus contains approximately one million sentences collected from 

various news websites. Because LinguaPy requires sufficient context, each token was classified as 

English or Italian based on the dominant language detected in that section. Consequently, isolated 

cases of code switching or lexical borrowing (Anglemark & John, 2018) within Italian sentences 

may not have been classified as English words, thereby resulting in an underestimation of English 

word counts.  

As previously mentioned, the language identification step was essential for the subsequent 

annotation pipeline. Once classified, the texts were automatically annotated with Universal Part-of-

Speech (UPOS) tags using spaCy models (it_core_news_sm for Italian, en_core_web_sm for 

English) and with semantic tags using PyMUSAS (Python Multilingual Ucrel Semantic Analysis 

System: it_dual_upos2usas_contextual for Italian, en_dual_none_contextual for English).  

It should be noted that the adopted XML structure enables analyses to be conducted directly on 

the annotations themselves. Both the part-of-speech and semantic annotation systems employed are 
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available for Italian and English, thus ensuring conceptual consistency through the use of identical 

labels and tags to represent the same linguistic phenomena across the two languages. The 

annotation provides a set of language-independent grammatical and semantic categories, abstract 

enough to allow unified queries across both languages (e.g. retrieving all instances of verbs or 

nouns regardless of language), while maintaining the possibility of restricting searches to specific 

categories within a single language. This flexibility is achieved through the integration of 

annotation layers with the metadata assigned to each text segment. It is worth emphasising that this 

strategy - an annotated corpus containing multiple languages - was the only way to manage, 

annotate and analyse such data without compromising its integrity and originality. Indeed, being 

linguistically hybrid is a fundamental characteristic of the code studied, which represents and 

reflects the socio-cultural landscape of which it is one of the expressions. 

For illustrative purposes, Figure 4 shows a sample segment from the job advertisement no. 

697220 as annotated in the corpus using Universal POS tags and, for comparison, as tagged with 

the CLAWS46 tagger (tagset: c7) (Garside & Smith, 1997). In both cases, the output style is XML.  

 

 
Figure 4: example of job ads annotation (from job ad no. 697220) 

 
The refined data was converted into a machine-readable XML format, which makes it possible 

to distinguish between codified and standardised information (serving as metadata) and textual 

content (serving as corpus data), in line with the original structure. The encoding of information is, 

at present, a requirement imposed on companies by the platform, which serves the purpose of 

facilitating the management of job postings within the AlmaLaurea system. Figure 5 provides an 

overview of the corpus-building workflow, showing how the data was progressively managed and 

transformed across different formats.  

 

 
 
6 CLAWS (the Constituent Likelihood Automatic Word-tagging System) is a part-of-speech tagging software developed 

by UCREL NLP Group, Lancaster University. The free web tagging service offers access to the latest version of the 

tagger, CLAWS4 (https://ucrel-api.lancaster.ac.uk/claws/free.html).  

https://ucrel-api.lancaster.ac.uk/claws/free.html
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Figure 5: corpus building workflow 

 
In the context of this research, the job advertisement as a digital object undergoes successive 

transformations of form as it moves through different stages of data handling - namely, being 

scraped from the AlmaLaurea platform in HTML, parsed and structured into CSV, and finally 

encoded as XML for corpus construction. While their organisation and representation are reshaped 

by the technical environments through which they pass, corpus data and associated metadata 

remain embedded across these transitions. From a sociotechnical perspective, classification 

mechanisms and encoded options determine which elements of the advertisement become easily 

accessible, filterable, and analysable. As Bowker and Star (1999, p. 320) observe, “the act of 

classification is of its nature infrastructural, which means to say that it is both organisational and 

informational, always embedded in practice”. In this sense, the platform itself actively designs the 

structural model of the job advertisement, shaping how information is encoded and, ultimately, how 

it can be interpreted. 

Figure 6 presents the typical layout of job advertisements on the AlmaLaurea board and outlines 

how this structure was reflected in the construction of the corpus. This visual representation 

clarifies the underlying organisation of the data as retrieved from the platform. The diagram7 also 

distinguishes the nature of each field, indicating whether it constitutes metadata or corpus data, 

whether predefined encoded options are available, and whether the field is mandatory.  

 
 
7 The visual representation was produced using the draw.io application (https://www.drawio.com/), an open-source tool 

for creating diagrams and flowcharts. 

https://www.drawio.com/
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Figure 6: AlmaLaurea job ad template 

 

The corpus, available both as a structured DataFrame and as annotated XML, is fully queryable 

and interoperable with a range of tools. The DataFrame format allows for inspection and filtering 

using conventional data analysis tools, while the XML structure is compatible with linguistic 

analysis software such as #LancsBox X (Brezina & Platt, 2025; current version: 5.5.0), which 

enables advanced corpus querying also including metadata as filters. 

The final corpus consists of 875,123 tokens across 1,859 job advertisements; Italian tokens are 

roughly 810,000 across 1,859 texts, while English tokens are more than 60,000 across 924 texts. 

Figure 7 exemplifies how each job ad is collected as an XML file in the corpus, with tagger 
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selection determined by the presence of two languages; the graph8 enables a visual exploration of 

the data, showing that the contents of each job ad are assigned a root tag element named <text>, 

which includes a set of attributes encoding metadata details, while the textual material is structured 

into nested tag elements corresponding to the sections of the advertisement. Each textual unit is 

enclosed in a <u> element indicating the section type and language, and each token is further 

annotated within a <w> element, containing UPOS and USAS tags.

 
 
8 The visual representation was produced using the JSON Crack application (https://jsoncrack.com/), an open-source 

online tool for data visualisation.  

https://jsoncrack.com/
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Figure 7: visualisation of job ads structure (from job ad no. 646130) 
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3.3. Sample description: company characteristics 

It is possible to characterise the sampling frame of companies that published at least one job 

advertisement on the AlmaLaurea general job board during the period under consideration, by 

drawing on some of the mandatory metadata which is presented in the form of codified 

information. Based on publication and expiry dates, 418 advertisements were published in 2023, 

while 1,441 were published in 2024. The oldest advertisement was published on 16/02/2023 and 

expired on 02/03/2024, while the most recent was published on 24/10/2024 and expired on 

08/11/2024. 

Table 10 displays the distribution of advertisements with respect to contract type and business 

sector, which is also shown graphically in a horizontal stacked bar chart in Figure 8.  

 

 
Figure 8: Stacked bar chart showing the distribution of job ads by contract type across business sectors
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 Permanent 
Post-graduate 

 intern 
Fixed-term Other Apprenticeship Freelance Consulting 

Agency 

work 
Tot 

Aeronautical, aerospace, naval 6   3           9 

Agriculture, forestry, hunting, fishing 4     1 1       6 

Food industry 2 11 2 3         18 

Biomedical 8 2 1 1 1       13 

Chemistry 3 7 5 1 5       21 

Chemical-pharmaceutical 20 1 1 6 2 1     31 

Trade, hotels, public businesses 4 7 14 2 2       29 

Communications and telecommunications 9 19 3 1         32 

Credit and insurance 14 72 28 16 27 23 1   181 

Energy, gas, water, mining 26 20 15 9 12   7   89 

Large-scale retail 14 72 46 7 2       141 

IT/electronics 127 54 24 23 45 1 4   278 

Infrastructure, construction and building materials 15 12 14 12 7 5   2 67 

Education, training, research and development 12 4 49 18 4 2     89 

Logistics and transport 17 11 5 11 3       47 

Metalworking and precision engineering 45 41 11 16 16       129 

Public administrations (local authorities, armed forces, etc.) 10 2 1 2         15 

Advertising, public relations   2   2         4 

Recruitment, selection and/or job placement 3 18   17       1 39 

Healthcare 32 7 14 19   9 4   85 

Services 20 20 13 33 5 5     96 

business services/consulting 161 74 41 45 52 13 4   390 

Recreational and cultural services   1 4           5 

Tourism services 2 4 6     1     13 

Press, publishing and graphics 2   1 1         4 

Textiles, clothing and manufacturing 6 4 6 2 2       20 

Environmental protection and conservation 1   4   3       8 

Tot 563 465 311 248 189 60 20 3 1859 
Table 10: Distribution of job ads by business sector and type of contract
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Regarding the type of contract, the results are polarised between the two most extreme options: 

permanent contracts, which are the most frequent (563, 30.3%), and postgraduate internships, 

which are the second most offered ones (465, 25%). While the latter’s frequency is hardly 

surprising given the target group of these advertisements, the high number of permanent contracts 

suggests that companies are using this channel to search for candidates ready for long-term 

integration into the organisational context. A considerable number of companies (248, 13.3%) opt 

to describe the nature of the contract by selecting the category designated as “other”. On the one 

hand, these forms may not be represented in conventional classification systems; on the other hand, 

it is possible that companies deliberately choose not to indicate the type of contract, postponing the 

decision to a later stage of the recruitment process.  

In terms of business sectors, the distribution is heavily skewed toward business services and 

consulting (390, 21%), followed by IT and electronics (278, 15%), and credit and insurance (181, 

9.7%). Sectors such as press, publishing and graphics (4, 0.2%), and advertising and public 

relations (4, 0.2%) are significantly underrepresented. Despite the current relevance of 

environmental issues, profiles in environmental protection and conservation (8, 0.4%), and 

agriculture, forestry, hunting and fishing (6, 0.3%) are rarely sought after; instead, the energy, gas, 

water, and mining sector is still quite in demand (89, 4.8%). 

It is also noteworthy to examine the distribution of advertisements by business area, which is 

also a field with pre-encoded options for selection. The results are presented in Table 11.  

 

Business area Job ads 

Commercial and sales 368 

Other 357 

Engineering and design 307 

Information systems, edp 161 

Administration and accounting 130 

Human resources, training 103 

R&D and patents 56 

Marketing and communication 54 

Finance 53 

Organisation, planning and control 40 

Customer service 39 

Quality and safety 35 

Logistics and supply chain 34 

Legal 28 

Production 28 

Management control 25 

Purchasing 22 

Secretarial 18 

Quality, safety, environment 1 

Tot 1,859 
Table 11: Distribution of job ads by business area 
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The business area distribution shows commercial and sales roles as the most prevalent (368 

advertisements, 19.8%), followed closely by “other” categories (357, 19.2%), indicating a 

significant number of positions not captured by standard classification systems, and engineering 

and design positions (307, 16.5%). Purchasing (22, 1.2%) and secretarial (18, 1%) areas are 

particularly underrepresented, with quality, safety, environment appearing in only a single 

advertisement. 

Finally, as for the location, being the general board of AlmaLaurea, the advertisements refer to 

multiple areas of Italy. The most frequent location is Milan (248, 13.3%), followed by Rome (80, 

4.3%) and Bologna (56, 3%); 74 (4%) advertisements refer generically to the whole of Italy, with 

slightly different wording, such as Italia, Tutta Italia, Italy or Italia followed by an extensive list of 

provinces. Indeed, although this field refers to contextual information, it does not rely on pre-coded 

options, but rather on free-text entries. For this reason, it has been analysed both quantitatively, as a 

criterion for aggregation, and qualitatively, as textual content for linguistic examination. It is 

noteworthy that only 37 out of the 1,859 advertisements refer, in the field labelled “location”, to the 

possibility of smart/ remote/ flexible working (as retrieved through wildcard searches for smart* 

(27 occurrences), remot* (10 occurrences), fle* (no occurrences)). Among these, 12 were published 

by the same company, which uses three slightly different formulations (the number of occurrences - 

i.e. advertisements - of each specific formulation is reported in parentheses): 

 

a) VES ha sedi a Milano e Roma con Smart Working flessibile. (2) 

VES has offices in Milan and Rome with flexible Smart Working. 

 

b) VES ha sedi a Milano e Roma. Promuoviamo una politica di Smart Working flessibile, 

per adattarci ad ogni specifica configurazione di lavoro. (7) 

VES has offices in Milan and Rome. We promote a flexible Smart Working policy, to 

adapt to each specific work configuration. 

 

c) VES ha sedi a Milano e Roma. Ci prendiamo cura delle esigenze dei nostri talenti tanto 

quanto delle esigenze dei nostri Clienti: promuoviamo una politica di Smart Working 

flessibile, per adattarci ad ogni specifica configurazione di lavoro. (3) 

VES has offices in Milan and Rome. We take care of the needs of our talents as much 

as of our Clients’ needs: we promote a flexible Smart Working policy, to adapt to each 

specific work configuration. 

 

The (a) formulation is the most concise and least frequent. It does not define smart working, 

whereas the other two, (b) and (c), refer to it as a policy. Interestingly, in all three formulations, the 

company characterises smart working as flessibile, which is redundant as flexibility is intrinsic to 
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the concept. However, this repetition clearly serves to emphasise flexibility as an important value 

in the organisation’s culture and a key attraction factor. Indeed, both (b) and (c) use a highly 

promotional language, presenting the encouragement of smart working as a consequence of the 

company’s care for its talents and clients (see (c)) and a way of adapting to every need with regard 

to the organisation of work (see (b) and (c)). 

The remaining 25 advertisements were published by 21 different companies; an in-depth 

exploration of how this work practice is linguistically represented in this field will be carried out in 

Section 4. 

 

4. Analysis and results 

 
4.1. Job title 

One of the primary characteristics of the corpus is the co-presence of words in Italian and English, 

which is indicative of the intermingling of the two languages. This is consistent with Andreani and 

Pulcini’s observation (2016, p. 9) that “the very use of English, in fact, appears to be a defining 

characteristic of the language of the job market in Italy as in other European national languages”.  

A lexical feature closely tied to the internationalisation and Anglicisation of the job market is the 

growing presence of English job titles in job advertisements across non-Anglophone countries 

(Pulcini, 2023). This phenomenon was therefore explored in the present corpus, with the most 

frequent content words occurring in the job title section reported in Table 12. The table also reports 

the original ranking of each word within the overall frequency list. 

 

Original ranking Word Frequency 

1 junior (lat.) 447 

3 specialist 209 

4 sales 186 

5 stage (fr., internship) 158 

7 business 143 

8 engineer 128 

9 development 107 

11 consulente (m./ f.sg., consultant) 84 

13 program 79 

15 area (it. / eng.) 69 
Table 12: frequency list - job title subcorpus 

As shown in Table 12, the vocabulary of job titles is dominated by English lexical items such as 

junior, specialist, business and engineer. It is noteworthy that the term stage (a French loanword) 

has entered common usage in Italian job advertisements, surpassing its English and Italian 

equivalents, namely “internship” and “tirocinio”. The only unambiguous Italian term among the ten 

most frequent words is consulente, while area can function in both Italian and English. This 
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distribution underscores the strong Anglicisation of job titles in the corpus, suggesting that English 

is systematically employed to label roles, even in advertisements primarily targeting graduates of 

Italian universities - some of whom may, however, be non-native Italian speakers, as illustrated for 

example in graduate demographics in Chapter 1. As regards the meaning of words, the presence of 

junior and stage seems to reflect the predominance of entry-level positions; however, this is in 

contrast with specialist, which suggests the necessity for a role-specific expertise. The terms 

engineer and consulente are indicative of the professional roles that are currently in the highest 

demand, while business and sales are representative of the most dominant sectors. Moreover, the 

most demanded job roles and the dominant business sectors as they emerge from the job titles are 

consistent with what is revealed by the classification of the job ads based on the most frequent 

indicated business sector and area, as shown in Table 10 and 11.  

 

4.2. Location  

As mentioned in Section 3.3, the field labelled as “location” has a particularly interesting structure. 

In fact, although referring to contextual information, it does not entail pre-coded options, but rather 

free-text entries. Therefore, a concordance analysis was considered the most appropriate technique 

to explore this field’s textual content in the remaining 25 advertisements that refer to the possibility 

of smart/ remote/ flexible working. As explained by Baker (2023, p. 107), “concordance is a list 

(usually presented in the form of a table) of the occurrences of a particular search term in a corpus, 

presented within the context that they occur in”; different from frequency lists, which display items 

in isolation, concordance analysis allows researchers to identify patterns that provide insight into 

the usage and meaning of the search term within its context (Jaworska, 2017, p. 586). Table 13 

displays all the occurrences of the target items (i.e. smart* and remot*), vertically centred, along 

with the linguistic context immediately preceding (left co-text) and following (right co-text), that in 

this case corresponds to the whole content of the job ad’s field. Each concordance line in the Table 

also includes the name of the company that published the advertisement from which the text in the 

“location” field was extracted. Four companies published two advertisements matching the search 

queries. In these cases, the content of the “location” field was not always identical across the two 

advertisements. 
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Company name Left context Key Word Right context 

AlmaLaurea Srl È prevista alternanza tra smart Working e presenza presso gli uffici della sede di Roma 

Argentea S.r.l. In una delle sedi GPI con possibilità di Full Smart Working ed eventuali trasferte occasionali nella sede principale di Trento 

Argentea S.r.l. In una delle sedi GPI con possibilità di Full Smart Working ed eventuali trasferte occasionali nella sede principale di Trento 

Dot Com srl Belluno (disponibilità a smart working) 

Gartenbau Versicherung VVaG Centro Italia - Lavoro 100% Smart Working  

Juno Consulting Srl Roma con possibilità di smart working  

Juno Consulting Srl Roma con possibilità di smart working  

Meri Energy AG 100% Smart Working (il candidato deve risiedere in Italia) 

Meri Energy AG 100% Smart 
Working. Il candidato deve essere residente in una delle seguenti regioni: 

Lazio, Campania, Calabria, Sicilia, Puglia, Abruzzo, Molise 

Mobysign 
Corbetta (Milano) - modalità ibrida (pre-

senza e 
smart working) 

Scuola Alta Formazione Commercia-

listi del Triveneto 
 Smart working  

Sidea Group 
L'azienda ha sedi a Bari e Fasano (BR), con 

possibilità di lavoro in modalità 
smart working  

SOGESCA SRL Rubano (PD) con smart working e mobilità verso i clienti in Italia (soprattutto Triveneto) 

Flow Factory srl sede dell'ufficio di Reggio Emilia e  Smart-Working  

Cegeka Cologno Monzese (MI) con possibilità di smartworking  

Alpenite Srl Academy da remoto + inserimento in una delle sedi aziendali a Venezia / Milano / Roma 

Alpenite Srl Da remoto  

ArgoTek Srl lavoro da remoto  

CHARLIE24 ITALIA S.R.L. Da remoto con possibili trasferte su Milano a carico dell'Azienda 

ContinuumLab.ai  Remote  

Crionet Srl Full Remote : Pozzuoli (Napoli) / Monterotondo (Roma) / Trento 

Mela Works Srl Fully Remote  

POLITECNICO DI TORINO - DIATI Torino e remote working 

Prometeo Srl Siena/ Remoto  

Sales Cafe srl  Remoto  

Table 13: Concordance for smart* and remot* (subcorpus: “location”)
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The inspection of the extended concordance lines for these words first reflects the hybridisation 

of Italian and English that characterises the corpus. Indeed, job advertisements alternate between 

formulations entirely in Italian, entirely in English, or combining both languages within the same 

sentence. Moreover, the query for smart* returned three different wordings - smart working, smart-

working, and smartworking - indicating the absence of a standardised form (and reflecting variation 

also in the use of capitalisation). With regard to the query for remot*, the Italian (da) remoto is 

interchangeable with the English (full/fully) remote, which interestingly varies by adding an 

adjective to explicate the nature of remoteness. 

There are systematic patterns in the way working defined as smart and remote is described in 

this section of job ads. In the first case, smart working is primarily presented as a possibility 

(possibilità) or benefit (disponibilità) offered by the company, thus serving the strategic function of 

attracting candidates who value flexible work arrangements. The culmination of this promotional 

language is in formulations (b) and (c) analysed in Section 3.3. In contrast, the semantic focus of 

remote working lies in the decoupling of work from a physical location. Here, the language is not 

promotional but rather informative, indicating that the job will be performed entirely remotely (in 

most cases), or in combination with specific cities. Therefore, it is precisely within the 

concordances of remot* that a perfect alignment can be observed between the label of the field 

(“location”) and the textual content. In these cases, the term functions as a straightforward indicator 

of where the activity will be performed, thus clarifying logistical aspects of the job. 

Conversely, in the concordances of smart* the semantic focus is notably broader, meaning that 

the term does not merely denote a geographical configuration, but rather conveys an organisational 

modality of work. Furthermore, it has a strategic value: by operating not only as a descriptor, but 

also as a persuasive element within the recruitment discourse, it is aimed at enhancing the 

attractiveness of the position for the target audience of candidates. 

Given the limited number of occurrences compared to the search terms, which nevertheless 

refer to highly relevant concepts, the same queries were carried out in the whole corpus of job 

advertisements. The smart* query produced the following words, with their respective occurrences: 

smart (171), smartworking (23), smartphone (10), smart-working (1), smartforms (1). These are 

distributed across the following sections: job description (139), company description (62), 

preferential qualifications (3), job title (1), technical requirements and IT skills (1). The remot* 

query produced the following words, with their respective occurrences: remoto (61), remote (25), 

remota (4), remotizzati (1). These are distributed across the following sections: job description (82), 

technical requirements and IT skills (3), job title (2), company description (2), preferential 

qualifications (1), previous working experience (1). The fle* query produced the following words, 

with their respective occurrences: flessibilità (273), flessibile (78), flessibili (74), fleet (28), 

flexibility (17), flexible (16), flexlink (4), flexibly (2), fleets (1), flexray (1). These are distributed 

across the following sections: job description (260), preferential qualifications (106), company 
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description (71), technical requirements and IT skills (38), job title (14), previous working 

experience (5).  

While not all occurrences can be clearly ascribed to the semantic domain of smart/ remote/ 

flexible work, this quantitative exploration suggests that the discourse on (smart/ remote/ flexible) 

work organisation, both as an opportunity offered by companies and as a required personal 

capability, is much more prominent in other textual fields of job advertisements. This suggests that 

companies consider it to be a strategic approach to frame the discourse around this topic in sections 

that are more closely related to organisational practices and modalities than to location. 

 

4.3. Company description 

The first free-text section that companies are asked to fill in on the form provided by 

AlmaLaurea is labelled “company description”. It is interesting to note that, once the advertisement 

is published online on the notice board, this section not only takes the name “company”, but also 

falls at the bottom of the advertisement, followed by just the publication and expiry dates and the 

call-to-action section that closes the announcement. It is evident that the examination of this 

specific field across the advertisements is noteworthy for the purpose of this study, as companies 

are expected by the platform to describe themselves to graduates precisely in this section of the 

announcement. To this end, a subcorpus containing exclusively this section of all 1,859 

advertisements was created, thus resulting in a subcorpus of 232,310 tokens across 1,859 files. 

While this field has been equally extracted from all job advertisements as it is mandatory for 

companies to fill it in, the way this information is presented varies considerably within the 

subcorpus. Using the Text tool provided by #LancsBox X made it possible to get an overview of all 

the files (texts) in the subcorpus and understand their distribution in terms of token counts. This 

information could then be related to the associated metadata. Table 14 shows the main descriptive 

statistics for the number of tokens found in the “company description” section of job 

advertisements. 

Statistic Value 

Count 1,859 

Mean 124.97 

Mode 95 

Median 113 

Standard Deviation 66.21 

Minimum 1 

25th Percentile (Q1) 78 

50th Percentile (Median) 113 

75th Percentile (Q3) 167 

Maximum 370 
Table 14: Descriptive statistics for tokens 
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The mean token count is 124.97, indicating the average length of the descriptions. The median 

is 113, while the mode is 95 tokens. The texts’ length varies considerably, as suggested by the 

relatively high standard deviation of 66.21. This is further supported by the range of values, from a 

minimum of 1 token to a maximum of 370. The boxplot below (Figure 9) visually represents this 

variability. The box spans from the first quartile (78 tokens) to the third quartile (167 tokens); 

outliers can be seen beyond the upper whisker, indicating the right-skewed nature of the data.  

 

 
Figure 9: boxplot of token counts 

The histogram in Figure 10 illustrates the overall shape of the token counts’ distribution, 

visually reinforcing the presence of longer texts, which appear as outliers in the boxplot.  

 

 
Figure 10: distribution of token counts 

The analyses clearly reveal that few companies devote a significant number of words to 

describing their organisation.  

At this point, it is interesting to zoom in into the texts that exemplify this variability most 

effectively. As mentioned above, one advertisement contains only one token in this section: 

advertisement no. 718640, with the token being the letter “i”. This one probably highlights either a 
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human error when filling in the fields, or a technical issue that occurred when the data was 

processed. This is supported by the fact that the same company submitted four other advertisements 

in the corpus, and the number of tokens in the “company description” field is 117 in one 

advertisement and 202 in the other three. Based on this, it does not appear that the organisation 

intended to ignore completing this section. Apart from this case, which is nonetheless interesting 

because it reveals a particular event on the platform, there are three other advertisements (no. 

703832, 713455, 766419) with only two tokens in this field, each belonging to a different company. 

The three announcements contain the following wording:  

 

a) Renco Spa 

b) Mobile payments 

c) Aegis srl 

 

In cases (a) and (c), the “company description” field merely repeats the company name, thereby 

nullifying this section’s communicative potential. In case (b), the company name is Satispay SPA; 

here, the formulation mobile payments (English in the original, as all text fields in this job ad are in 

English) provides a highly concise definition of the company’s business rather than repeating the 

name. 

Now, let’s compare this advertising approach with one advertisement (out of five) in which the 

field under consideration has a number of tokens corresponding to the median value of 113 (no. 

714919), and with the job ad having the highest number of tokens, i.e. 370 (no. 714357). 

 

d) Au.tec srl è un’Azienda in continua crescita il cui core business è l’offerta di servizi 

software/hardware: dalla programmazione PLC/Robot, ai più complessi sistemi di 

visione artificiale avanzata fino ad arrivare alla progettazione elettrica e meccanica. La 

crescente richiesta di automazione e trasformazione 4.0 dei processi produttivi rende 

necessaria la presenza di personale tecnico e altamente specializzato, pertanto, 

AU.TEC SRL cerca figure giovani ed altamente motivate per ricoprire un ruolo chiave 

all’interno del team, con alte potenzialità di crescita sia tecnica sia in termini di 

capacità di gestione del cliente e di cantiere. 

Au.tec srl is a constantly growing company whose core business is the provision of 

software/hardware services: from PLC/Robot programming to the most complex 

advanced artificial vision systems and electrical and mechanical design. The growing 

demand for automation and Industry 4.0 transformation of production processes 

requires highly specialised technical personnel. AU.TEC SRL is therefore looking for 

young, highly motivated individuals to fill key roles within the team, with high potential 

for growth both technically and in terms of customer and site management skills. 
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By filling in this field, the organisation opts to address, albeit briefly, some strategically relevant 

aspects. In fact, the text not only outlines the company’s main activities, but also places them in the 

current socio-economic context. Furthermore, the company culture emerges from the demand for 

young people who are highly motivated and interested in pursuing a path of professional growth. 

 

e) Aosom è un’azienda globale specializzata in vendite online. Nata nel 2009 negli Stati 

Uniti, è un ramo del Gruppo MH, la cui sede è in Cina, ed è presente in 12 Paesi con 7 

filiali e 20 magazzini proprietari. Aosom è presente in Italia dal 2014 e ha sede anche 

in USA, Canada, UK, Francia, Germania e Spagna. Nel 2020 la filiale italiana lancia il 

sito www.aosom.ro anche in Romania, ed estende le vendite ad altri Paesi della regione 

balcanica, tra cui Slovenia, Bulgaria e Ungheria. In nostro obiettivo è offrire prodotti 

di alta qualità a un prezzo di fabbrica e il nostro catalogo con oltre 4.500 prodotti 

assicura la disponibilità di tanti articoli adatti a ogni necessità per la casa, l’outdoor, 

l’ufficio, i bambini e gli animali. I prodotti venduti sono tutti disponibili nel nostro 

magazzino di 50.000mq a Belgioioso che, grazie a una logistica avanzata, ci permette 

di offrire una spedizione veloce e puntuale di merci anche di grandi dimensioni. 

Abbiamo inoltre un deposito in outsourcing a Bucarest per coprire le vendite in Est 

Europa. Nel 2023 è stato lanciato Aosom Logistics, servizio rivolto ad aziende terze per 

aiutarle a semplificare il processo logistico, dall’importazione dei prodotti dalla Cina 

allo stoccaggio e la distribuzione in Europa, garantendo un controllo rigoroso dal 

ricevimento dei prodotti via container alla consegna al cliente finale. Aosom si rivolge 

anche a clienti B2B con un listino prezzi dedicato a professionisti di ogni settore e 

rivenditori che desiderano distribuire i nostri marchi nei propri punti vendita. Inoltre, 

grazie a una rete di agenti sul territorio italiano, i nostri prodotti vengono venduti 

anche attraverso negozi fisici. Oltre che sul sito proprietario Aosom.it, vendiamo i 

nostri articoli anche sui maggiori canali e-commerce come Amazon, dove siamo parte 

del programma Amazon Prime, ManoMano, eBay, ePrice, Decathlon, Leroy Merlin, 

Maisons du Monde, Metro, IBS, Privalia, Westwing, Wish. 

Aosom is a global company specialising in online sales. Founded in 2009 in the United 

States, it is a branch of the MH Group, headquartered in China, and is present in 12 

countries with 7 branches and 20 proprietary warehouses. Aosom has been present in 

Italy since 2014 and also has offices in the US, Canada, the UK, France, Germany and 

Spain. In 2020, the Italian branch launched the website www.aosom.ro in Romania as 

well, and expanded sales to other countries in the Balkan region, including Slovenia, 

Bulgaria, and Hungary. Our goal is to offer high-quality products at factory prices, and 

our catalogue of over 4,500 products ensures the availability of many items suitable for 

every need for the home, outdoors, office, children and pets. The products sold are all 
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available in our 50,000 mq warehouse in Belgioioso which, thanks to advanced 

logistics, allows us to offer fast and punctual shipping of even large goods. We also 

have an outsourced warehouse in Bucharest to cover sales in Eastern Europe. In 2023, 

Aosom Logistics was launched, a service aimed at third-party companies to help them 

simplify the logistics process, from importing products from China to storage and 

distribution in Europe, ensuring strict control from the receipt of products via container 

to delivery to the end customer. Aosom also caters to B2B customers with a price list 

dedicated to professionals in all sectors and retailers who wish to distribute our brands 

in their stores. In addition, thanks to a network of agents throughout Italy, our products 

are also sold through physical stores. As well as on our own website, Aosom.it, we also 

sell our products on major e-commerce channels such as Amazon, where we are part of 

the Amazon Prime programme, ManoMano, eBay, ePrice, Decathlon, Leroy Merlin, 

Maisons du Monde, Metro, IBS, Privalia, Westwing and Wish. 

 

In this case, the extensive text primarily serves to describe the company, particularly in terms of 

its history and recent development, and to introduce it in detail to potential candidates. However, 

no explicit reference is made to the latter and to what the organisation offers in terms, for example, 

of professional growth, training opportunities or employee benefits and workplace values. With 

regard to company identity, the description does mention some of the organisation’s guiding 

principles, such as being high-quality, fast and punctual. 

Therefore, once again, the combination of quantitative analysis and qualitative close reading of 

individual texts from the corpus data has allowed to uncover the variability of approaches in the 

construction of the discursive strategy within a particular section of job advertisements. 

Consequently, further analysis was carried out on this subcorpus, and the frequency list was 

extracted, with content words (thus excluding articles, prepositions and conjunctions) appearing a 

minimum of 250 times shown in Table 15. The table also reports the original ranking of each word 

within the overall frequency list. 

 

Original 

ranking 
Word Frequency   

Original 

ranking 
Word Frequency 

5 è (is) 2899   72 prodotti (products) 373 

28 Italia (Italy) 764   74 sua (f.sg., his/ her) 354 

30 clienti (m./ f. pl., customers) 723   75 oggi (today) 344 

31 servizi (services) 720   76 business 338 

33 mondo (world) 647   78 realtà (reality) 333 

34 gruppo (group) 635   80 tutto (m.sg., everything) 326 

35 ha (has) 587   81 sviluppo (development) 326 

36 leader  551   82 ogni (every) 321 

37 settore (sector) 544   83 gestione (management) 320 
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39 crescita (growth) 523   84 tecnologia (technology) 320 

40 persone (people) 514   85 tecnologie (technologies) 320 

41 soluzioni (solutions) 507   87 ricerca (research) 312 

43 nostri (m.pl., our) 494   88 territorio (area) 311 

44 attività (activities) 487   91 paesi (countries) 297 

46 aziende (companies) 472   92 loro (m./ f. pl., their) 290 

47 innovazione (innovation) 448   93 stata (f.sg., been) 290 

50 società (society) 440   94 esigenze (needs) 288 

51 siamo (we are) 439   96 nazionale (m./ f. sg., national) 278 

52 qualità (quality) 436   97 livello (level) 276 

53 sono (they are) 431   98 costante (constant) 274 

54 lavoro (work) 429   99 essere (to be) 271 

57 consulenza (consulting) 413   101 dipendenti (m./ f. pl., employees) 268 

59 esperienza (experience) 411   102 parte (part) 267 

60 nostro (m.sg., our) 411   103 prima (f.sg., first) 266 

64 innovative (f.pl., innovative) 400   107 internazionale (m./ f. sg., international) 258 

65 azienda (company) 392   108 management 256 

66 forte (strong) 383   110 team 254 

67 nostra (f.sg., our) 382   112 professionisti (m.pl., professionals) 252 

69 anni (years) 380   113 italiana (f.sg., Italian) 251 

71 mercato (market) 374         
Table 15: Frequency list - Company information subcorpus 

Firstly, it is interesting to note the semantic correspondence between some of the most 

frequently occurring nouns in the “company description” field and the business sector in greatest 

demand, namely business services and consulting (Table 10): clienti, servizi, soluzioni, consulenza, 

business, indeed refer to that specific domain.  

Organisations define themselves primarily as gruppo, leader, aziende/a, società, realtà. In 

particular, the high frequency of the word leader reflects a dominant trend in the organisational 

context, which has connoted this label with “images of greatness and goodness” (Learmonth & 

Morrel, 2021, p. 2). As explained by the authors, today’s organisational life is dominated by the 

language of “leadership”: whether it is a single individual or an entire organisation, the use of 

“leader” aggrandises or glorifies those given the label, who are somehow infused with special 

qualities (Learmonth & Morrel, 2021, p. 3). Moreover, the very frequent use of possessive forms 

(nostra, nostri, nostro, as adjectives or pronouns), as well as of the third-person singular forms of 

the verbs “to be” and “to have” (è, ha) and the first-person plural form of the verb “to be” (siamo), 

confirms the central role of self-referential language in business discourse, in which it constitutes a 

defining feature (Jaworska, 2017). Whereas in Curricula Vitae identity construction is realised 

through linguistic choices that mark the textual presence of candidates by referring to themselves in 

the first person and thus narrating their own story “from within”, as a private self (see Chapter 1, 

Section 4.2), organisations adopt a different strategy. Indeed, companies draw on both third-person 

singular forms, presenting the organisation as an external entity discursively invested with 

objectivity, legitimacy and credibility, and first-person plural forms, which convey a less 
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institutional and more affiliative voice, foregrounding group dynamism and unity (Lischinsky, 

2011).  

Examples (a) and (b), which respectively contain the text from the “company description” 

section of job advertisements no.768047 and 704810, precisely reflect the two different approaches 

adopted by the organisations in presenting themselves: 

 

(a) Brembo ha affidato questa selezione a Human Value. Brembo è leader globale nella 

progettazione e produzione di sistemi e componenti frenanti ad alte prestazioni per i 

principali produttori di auto, moto e veicoli commerciali. Fondata in Italia nel 1961, 

Brembo è rinomata per le sue soluzioni innovative per il primo equipaggiamento e 

l’aftermarket. Brembo è inoltre protagonista dei campionati motorsport più impegnativi del 

mondo, nei quali ha vinto oltre 600 titoli. Guidata dalla sua visione strategica “Turning 

Energy into Inspiration”, Brembo ha l’ambizione di contribuire a plasmare la mobilità del 

futuro attraverso soluzioni all’avanguardia, digitali e sostenibili. Con circa 15.000 persone 

in 15 paesi, 32 siti produttivi e sedi commerciali, 9 centri di ricerca e sviluppo e con un 

fatturato di € 3.629 milioni nel 2022, Brembo è il solution provider di fiducia per chi 

desidera la migliore esperienza di guida. 

Brembo has entrusted this recruitment process to Human Value. Brembo is a global leader 

in the design and production of high-performance braking systems and components for the 

world’s leading manufacturers of cars, motorcycles, and commercial vehicles. Founded in 

Italy in 1961, Brembo is widely recognised for its innovative solutions for both original 

equipment and the aftermarket. The company is also a major player in the most demanding 

motorsport championships worldwide, in which it has won over 600 titles. Guided by its 

strategic vision, “Turning Energy into Inspiration”, Brembo aims to contribute to shaping 

the future of mobility through cutting-edge, digital, and sustainable solutions. With 

approximately 15,000 employees across 15 countries, 32 production sites and commercial 

offices, 9 research and development centres, and revenues of €3,629 million in 2022, 

Brembo is a trusted solution provider for those seeking the highest driving experience. 

 

(b) Noi siamo papernest. La nostra ambizione? Diventare l’unica piattaforma per la gestione 

dei contratti in un solo click. Dall’inizio della nostra avventura nel 2015 non abbiamo mai 

smesso di crescere: siamo già 1000 dipendenti, 1M clienti, lavoriamo in 3 mercati europei 

ed abbiamo uffici a Parigi, Reims, Barcellona e Varsavia. Ogni anno abbiamo raddoppiato 

il nostro effettivo e siamo determinati a crescere sempre allo stesso ritmo! Infatti, proprio in 

questo momento, stiamo preparando il lancio del nostro servizio su nuovi mercati. Siamo 

orgogliosi di far parte delle top 120 French tech startups e siamo convinti che ogni grande 

successo dipenda innanzitutto da un fantastico team. 
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We are papernest. Our ambition? To become the one-stop platform for contract 

management, in just one click. Since the beginning of our journey in 2015, we have never 

stopped growing: today we already count 1,000 employees and 1 million customers, operate 

across three European markets, and have offices in Paris, Reims, Barcelona, and Warsaw. 

Each year, we have doubled our workforce, and we are determined to continue growing at 

the same pace! In fact, we are currently preparing to launch our service in new markets. We 

are proud to be among the top 120 French tech startups, and we firmly believe that every 

major success depends of all on an outstanding team. 

 

In both CVs and job advertisements, therefore, using self-referential forms enables authors to 

position themselves through identifiable strategies within the communicative context in which they 

operate and interact. Moreover, it seems important for companies to emphasise their innovative 

nature (innovazione, innovative), especially from a technological perspective (tecnologia, 

tecnologie). However, despite the high frequency of these words, it is interesting to note that they 

convey a very general meaning; no specific mention, at least among the most frequent terms, was 

found with regard to the use for example of specific platforms, digital tools or Artificial 

Intelligence solutions. Another semantic domain that emerges from the corpus data is that relating 

to the space-time dimension, as if companies aimed to position themselves almost tangibly on the 

market (i.e. mercato is also a very frequent word). In fact, from a diachronic point of view, both 

anni and oggi are listed, emphasising both temporal robustness and current relevance; the words 

esperienza, crescita, sviluppo and costante also convey the same message. From a geographical 

perspective, instead, in addition to words with general meanings, such as territorio and paesi, the 

co-presence of Italia, italiana, nazionale on the one hand, and mondo, internazionale on the other 

hand suggests that job advertisements seek to reflect both the local and global dimension. 

Moreover, Italian and English coexist in this section as well: leader, innovative (also Italian, as a 

female plural adjective), business, management (of which the literal Italian translation, gestione, is 

also interestingly present), and team are lexical items now part of the language of the job market in 

Italy (Pulcini, 2016). 

With regard to the external stakeholders with whom the company deals, reference is made to 

customers (clienti). With respect to those who work within the company, the most frequently used 

terms are dipendenti and professionisti. Instead, the highly common term persone, which is among 

the most frequently employed, can be applied to both and to potential candidates. From the point of 

view of company values and identity, the use of very concrete, pragmatic vocabulary, with lexical 

choices such as qualità, lavoro, forte, esigenze, particularly emphasises the companies’ production 

capacity; although certain aspects of organisational culture and values can be inferred from the 

dimensions described above, there does not seem to be a recurring discourse - at least in this 

section - on key contemporary social issues. Indeed, no elements can be found specifically relating 
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to organisational commitment to creating an inclusive workplace environment that values diversity, 

to the company engagement with social issues, or to the adoption of green practices to reduce the 

environmental impact (Puncheva-Michelotti et al., 2018). 

 

5. Discussion and conclusion 

 
A combined, aggregated and fine-grained examination of job advertisements provided insights into 

the vacancies available to recent graduates and the contemporary employment culture they are 

likely to encounter during their initial job search (Petry et al., 2022). Regarding the linguistic code 

used in the Italian job market discourse to which new graduates are exposed, constructing a corpus 

in a language other than English - a relatively uncommon practice (Anglemark & John, 2018) - 

made it possible to focus on the hybridisation between Italian and English that characterises both 

the corpus and recruitment language itself. 

Both languages are structurally and inextricably blended within the documents, making a clear 

linguistic separation impossible. This resulted in a linguistically hybrid corpus in which Italian and 

English coexist inseparably. The coexistence of the two languages can be regarded as a distinctive 

feature of job advertisements as a genre (Nederstigt & Hilberink-Schulpen, 2023), certainly 

influenced by English role as the default lingua franca for professional and business 

communication (Zenner at al., 2015).  

In the context of job titles, however, the proliferation of terminological diversity and the 

evolution of new interpretations and connotations in reference to occupational classifications have 

the potential to confuse applicants, as pointed out by Andreani and Pulcini (2016). From a social 

constructionist perspective, this lexical choice is not neutral: for pragmatic and stylistic reasons, 

primarily the desire for internationalisation and prestige, the growing habit of using Anglicisms can 

probably be explained (Pulcini, 2023, p. 187). In this particular context, another possible 

explanation - namely that companies advertise positions for branches based outside Italy - is not 

consistent with the data. Indeed, in the field labelled “location”, reference to positions abroad is 

made only three times, with these formulations (one advertisement for each, namely no. 704791, 

706851, 764976): 

 

a) Italia - Estero  

Italy - Abroad 

b) Roma ed estero  

Rome and abroad 

c) Estero  

Abroad 
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Moreover, the field labelled as “availability for relocation abroad”, used as metadata as it 

comprises two pre-coded options (“Yes” or “Not required”), has only been selected for “Yes” 54 

times out of 1,859 job ads.  

Consequently, the combination of languages may be explained by the fact that companies do not 

simply assume a certain level of English proficiency among young graduates from Italian 

universities, but rather strategically adopt English to enhance the perceived prestige associated with 

the occupational role (Pulcini & Andreani, 2014). However, Nederstigt & Hilberink-Schulpen 

(2023, p. 332) found for instance that the English loanwords in Dutch job ads’ titles were not 

sufficiently distinctive for job-seeking students, suggesting that “the use of English loanwords in 

job ads addressing this particular target group in Germany is so common that English has lost its 

distinctiveness”.  

Moreover, the linguistic hybridisation can actually affect candidates’ both sense of belonging 

and exclusion from a specific working environment. For example, candidates who are fluent in 

both languages may feel more inclined to apply, whereas those who only speak one of the two 

languages might be discouraged or feel excluded; some might also interpret the use of English as a 

sign of an international and globalised working environment, which is in line with the frequency of 

the terms internazionale and mondo in Table 15. However, it has also been noted the strong 

emphasis on the national context, evidenced by the high frequency of words italiana, Italia, 

nazionale. 

As for the business sectors represented in the vacancies, they appear to be clearly polarised in 

favour of service-oriented activities, such as consultancy, information technology, electronics and 

credit and finance industries. Conversely, candidates interested in fields such as advertising, public 

relations, graphic design and cultural services, as well as agriculture, forestry, environmental 

protection and conservation, are likely to find it more difficult to be recruited through this platform 

given the limited number of vacancies in these sectors. 

A very interesting element emerges from both the analysis of job titles and that relating to the 

type of contract. In fact, there is a marked dichotomy between the search for both junior and 

specialised profiles on the one hand, and the proposal for both internships and permanent contracts 

on the other hand. The message conveyed by companies through the construction of this discourse 

therefore seems to be the need to find young talents who are work-ready, with high, in-depth and 

specialised knowledge, to whom they can offer different tenures depending on company policy. 

From the perspective of companies, however, it is also necessary to take into account that graduates 

entering the workforce may not be work-ready; from the perspective of candidates, it becomes 

essential to create a compelling narrative to differentiate themselves from others in the job market 

as people who are ready to work (Borg et al., 2021). 

With regard to companies constructing a strategic discourse around their image aimed at a 

specific target group of candidates, it is reasonable to suppose that companies that post job 
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advertisements have a strong interest in providing an excellent presentation of themselves as 

employers so as to attract the most appropriate candidates. In particular, the most important feature 

to promote seems to be the prestige of the company, fostered as a market leader, able to innovate 

and expand while remaining stable in the territory; the use of first-person plural possessives also 

seems to be intended to appeal to the candidate’s desire for a sense of security and belonging.  

Moving on to more specific questions, however, despite the general discourse on innovation and 

technology, and some of the most requested profiles being in the IT/electronics sector, the topic of 

digitalisation does not appear to be a frequently recurring one. This is an interesting and 

unexpected finding given the increased use of digital technologies in the workplace (Cavicchioli et 

al., 2025) and the fact that young people are considered as digital natives in the digitalising world 

(Yilmaz, 2024). 

Furthermore, the failure to emphasise companies’ commitment to broader societal well-being, 

environmental sustainability, and diversity, equity, and inclusion is particularly concerning, 

especially considering the increasing relevance of these issues in today’s employment landscape 

and contemporary organisational discourse. For instance, as argued by Guerci et al. (2016, p. 130), 

several empirical studies have demonstrated that “providing information on environmental 

performance and environmental management in vacancy notices improves the chances of attracting 

and recruiting competent employees”; the authors also found the significant association between 

green reputation - which is part of a strategic approach to employer branding and the development 

of organisational credibility - and applicant attraction, thus suggesting that Italian “prospective job 

applicants still value green-related issues in their career choices” (p. 143). Therefore, if candidates 

expect employers to not only acknowledge these concerns but to actively embody them in their 

practices, the omission of these crucial topics in job advertisements may hinder the companies’ 

capacity to attract those candidates. Indeed, as pointed out by Stich (2020, p. 4), “applicants who 

care about corporate social responsibility will be more attracted to job advertisements that display 

such values”.  

Overall, providing limited information in free-text sections is not perceived as an effective 

promotional strategy, as noted by Barker and King (1993), who suggest that prospective job 

applicants often see a scarcity of information as an indirect message from companies about their 

lack of interest in hiring talented or highly qualified employees. 

 

5.1. Theoretical and practical implications 

As highlighted by Spezzano et al. (2024, p. 732), “CADS facilitates both a broad overview of the 

entire corpus and a detailed examination of subtle linguistic nuances, thus allowing the transition 

between a macroscopic and microscopic analysis of the data within the same interface”. The 

construction of an ad hoc corpus, the operations carried out to manage digital textual data in 
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consideration of the original structure, and the application of this approach has enabled this form of 

business communication to be studied in the context of a specific social and organisational setting. 

Consequently, methodological, theoretical and practical implications can be derived.  

In fact, from a methodological perspective, as argued by Pejic-Bach et al. (2020, p. 416) the two 

most common methods for analysing job advertisements are thematic and content analysis (which 

requires the coding of the texts; traditionally, coding has been performed by humans, but more 

recently algorithmic approaches have gained prominence in the analysis of big data, as discussed 

by Gardiner et al., 2017) and automated text analysis, with the dominance of text-mining 

approaches (see, for example, Sheriff & Sevukan, 2023), including, in particular, topic modelling 

(Gillings et al., 2024, p. 2). Topic modelling is a semi-automated machine-learning technique that 

aims to infer the thematic organisation of a corpus by retrieving a number of “topics” from the texts 

collection; the analysis can be carried out by using supervised, seeded approaches with human 

intervention or unsupervised data-driven approaches (Bednarek, 2025, p. 660). Topics are intended 

as “clusters of words that co-occur according to certain probabilistic patterns” (Busso et al., 2022, 

p. 232) - typically hundreds or thousands of words. Being a non-deterministic method, Bednarek 

(2025, p. 668) suggests that topic modelling “can be enhanced through the use of methods from 

both corpus linguistics and discourse analysis which can reduce some of its limitations”. In this 

respect, the author also argues that “linguists have a lot to offer to non-linguistic fields where topic 

modelling is widely used” (p. 668).  

Although corpus approaches to the analysis of job advertisements can be found in several 

studies (see, for example, Ferraresi et al., 2021; Korzilius et al., 2016; Andreani & Pulcini, 2016), 

the specific adoption of CADS as a methodological framework for investigating a corpus of job ads 

is, as far as is known, only documented in Kochetova et al. (2017), Kochetova and Ilyinova (2017), 

and Jiuding (2023). Compared with existing research, this study relies on a larger, purpose-built 

corpus developed through tailored data processing and formatting procedures. It primarily involves 

exploring the corpus by deepening the interaction between contextual and textual information, thus 

exploiting the potential of CADS to combine quantitative and qualitative analyses of the available 

texts. In doing so, this study moves in the direction suggested by Bednarek (2025), proposing 

CADS as a methodological middle ground in a research domain, such as job advertisement 

analysis, and more broadly management and organisational studies, where other research methods 

are more commonly applied.  

Moreover, from a genre perspective, this study draws on and reflects upon the codified sections 

of job advertisements’ skeleton, examining their interconnections and considering as a key 

reference point not only the intended audience of these texts but also the specific set of constraints 

imposed by the structured template of the AlmaLaurea platform. 

From a social constructionist point of view, this study contributes to demonstrating that the 

primary function of this particular type of organisational communication lies in the creation and 
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maintenance of patterns of social relations (Shotter, 1995). Indeed, the role of language and 

discourse in studying organisational phenomena is significant, as the use of language always entails 

relating oneself to others within organisational contexts, and the persuasive nature of discourse 

plays a fundamental role in organising (Karataş-Özkan & Murphy, 2010). Moreover, adopting a 

social constructionist lens on a practice so closely connected to the much-debated concept of 

different generations at work also implies “shifting the focus away from managing generations as 

discrete groups” (Rudolph et al., 2021, p. 961); the contemporaneous environment, and innovations 

and unexpected changes therein should always be taken into account when designing actions 

targeted at specific groups, since “development occurs in a continuous, multicausal, 

multidirectional, and multidimensional process” (Rudolph et al., 2021, p. 962). This suggests, 

therefore, that organisations, in the practice of job advertising, should prioritise the social and 

cultural specificity of their communicative practices, always keeping in mind the audience they are 

addressing, which in this case is primarily composed of recent graduates. Rather than relying on 

fixed assumptions, attention should be directed toward processes - specifically, toward interaction, 

social practices, and language as a form of social action (Karataş-Özkan & Murphy, 2010, p. 458). 

Concerning the practical implications of this study, they mainly relate to the communicative 

practice of job advertising as a means of promotion and persuasion of how the organisation wants 

to be perceived (De Cooman & Pepermans, 2012). This practice is therefore a strategic part of the 

employer branding process, that is, developing and proposing an employer identity intended to be 

distinctive, recognisable, and attractive to the target candidates that the company aims to recruit. In 

particular, it has been noted that especially “younger job seekers tend to evaluate an organisation 

based on its employer brand” (Confetto et al., 2023, p. 124).  

Hence, an aggregate and fine-grained overview of the job announcements published on the 

AlmaLaurea job board has made it possible to gather information on how companies use this 

platform. Most importantly, it has revealed significant variability in how they manage the section 

that is intended to promote their image the most. The results show that most companies dedicate 

between 78 and 117 words to present their organisation within this space. As observed, sometimes 

elements relating to the company’s culture and identity are included in other fields, such as 

“location” and “job description”, but as a conventional genre element, the company description 

should not be omitted (Garzone, 2018). Indeed, the content of this section is a strategic factor that 

companies should not underestimate, especially when posting job ads on a job board with such a 

highly defined target audience. As discussed by Hein et al. (2024), by including targeted employer 

branding information in job advertisements, organisations can become more attractive to potential 

employees. Showing “the organisation’s identity and personality through providing information 

about the organisational culture, core values and vision” (Hein et al., 2024, p. 7) positively 

influences organisational attraction and job pursuit intentions via the indirect impact of perceived 

employer image (Lievens & Slaughter, 2016). 
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Candidates targeted by advertisements published on the AlmaLaurea platform mostly represent 

the current cohort of highly qualified, young adults who are going to populate the future workforce. 

Due to the historical, economic, technological, social and cultural context in which they live (Ng et 

al., 2025), and the widespread coverage and emphasis placed on certain topics and current issues, 

they are likely to be interested in how organisations communicate and share their views on personal 

growth and mental health, for instance, as well as awareness, inclusivity, authenticity, and 

sustainability (Ayoobzadeh et al., 2024). In this regard, including information on key contemporary 

social issues in this section would therefore be essential in order to convey to job seekers the 

company’s attitude towards these topics. As reported by Puncheva-Michelotti et al. (2018), 

including Corporate Social Responsibility information (i.e. workplace diversity and inclusion, 

employee participation and development opportunities, community relations and environmental 

performance) is a significant opportunity to boost the company’s attractiveness to job seekers. 

Indeed, through statements of this kind, companies may build trust, communicate active diversity, 

equity and inclusion practices adopted, portray inclusivity, and assure that diversity is viewed as a 

strength and a continuous learning effort (Alahakoon et al., 2024). 

Some useful indications can also be drawn by AlmaLaurea itself, being the provider of this 

intermediation service. First of all, given the polarisation of the sectors that publish advertisements, 

it might be useful to question the underlying reasons for other sectors not utilising this tool.  

Furthermore, with regard to the actual use of the platform, which does encourage the 

classification of information, an interesting fact is the very frequent use of the “other” category, 

both in relation to the type of contract (Table 10) and the business area (Table 11). The selection of 

this category, which is almost oxymoronic, may be determined by two factors: either the 

categorisations proposed by the platform do not fully reflect the current working scenario, hence 

the clustering process is not effective, or organisations tend to reject such clear-cut classifications, 

preferring, for example, to discuss the type of contract directly with the potential candidate at a 

subsequent stage of the hiring process. Finally, given the ambiguity in the handling of information 

relating to the smart working model and the proven centrality of this data in relation to the job offer 

evaluated by the candidate, it might be worth considering modifying the structure of the 

advertisement to standardise the collection of this information. For instance, a dedicated free-text 

field could be incorporated where the company could detail its approach to this organisational 

practice. 

5.2. Conclusion 

To conclude, by analysing a corpus of job announcements published by companies over a well-

defined time span, on a specific platform and addressing a specific target audience of potential 

candidates, this study has made it possible to identify certain characteristics of both the corpus and 

the companies that can be considered distinctive features of both. 
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These suggestions pave the way for broader reflections, that link the characteristics of the 

corpora explored in this chapter and the previous one - and, consequently, the texts that comprise 

them (namely, Curricula Vitae and job advertisements) - and, in descending order of abstraction, 

the physical entities that these texts represent and through which they communicate their identity: 

recent graduates seeking employment and organisations recruiting recent graduates. In doing so, 

this research aligns with that strand of corpus linguistics studies that has proved productive for 

examining business communication discourse, by quantifying textual data and applying both 

qualitative decision-making and qualitative interpretation along the way (Smith & Batchelor, 2025, 

p. 687). 

 

6. Current limitations and further research 

 
[…] a corpus is an artefact in its own right, not a perfect mirror of ‘language’ or ‘social reality’ - 

which inevitably conditions the strength of any empirical claims we may base on its analysis. 

Whether you use a CADS approach or traditional, qualitative methods without computer 

support, your claims about the data must be commensurate with how representative - in other 

words, how typical - they are of the wider universe of texts ‘out there’. 

 

This recommendation by Mautner (2019, pp. 8-9), perfectly explains the main limitation of this 

study. Indeed, the analysed corpus consists of job advertisements collected over a single year from 

a platform with a clearly defined target audience. Consequently, the generalisability of the results is 

limited to that specific communicative phenomenon, but the corpus can nevertheless be considered 

highly representative of it. 

A further improvement of the current research would have been to engage directly with 

recruiters who are responsible for drafting job advertisements. Conducting interviews or surveys 

with these professionals could have provided insight into the intentions and considerations behind 

the language used in job advertisements (Van Meurs et al., 2015). Such qualitative triangulation 

would have served to verify whether the patterns identified in the corpus aligned with the self-

reported aims of recruiters - whether persuasive, informative or identity-building - and would have 

facilitated a deeper understanding of how organisational discourse is shaped by institutional 

constraints and employer branding practices. 

Moreover, young job seekers engage in storytelling, primarily through the use of social media, 

which have been considered as one of the most defining and disruptive revolutions of the current 

socio-cultural context (Montanari et al., 2025). Consequently, young job seekers often rely on a 

company’s social media pages to assess its employer personality and evaluate the organisation on 

the basis of its employer image (Confetto et al., 2023). Therefore, a proper direction for future 

research would be to investigate whether and how companies make effective use of social media, 
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and whether they are used to spread not only job advertisements but also their own identity, values 

and distinctive features (Martini et al., 2021). 
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Chapter 3: Graduates and Organisations: Investigating 

Person-Organisation Fit from a Corpus Perspective 

 
 
 

1. Introduction 

 
The compilation of two ad hoc corpora - one comprising CVs of recent graduates from the 

University of Modena and Reggio Emilia and the other comprising job advertisements expressly 

targeting potential candidates who are recent graduates - has enabled the linguistic choices and 

practices of both participants in this specific segment of the labour market to be investigated in 

previous chapters. Given the coherence and conceptual comparability of the two corpora, which are 

both pertaining to the AlmaLaurea suite of tools, Chapter 3 aims to analyse the linguistic 

construction of a real-life dynamic: the interaction between recent graduates who use CVs to enter 

the world of work, and companies seeking talented recent graduates through job advertisements. 

Indeed, as reported by Kang et al. (2016, p. 495), employment outcomes “do not simply reflect a 

one-sided, employer-driven process but, rather, the joint influence of the decisions of employers 

and the actions of job seekers who attempt to influence employers’ decisions through self-

presentation”. Moreover, these text types are both members of that system of genres concerning the 

activity of job searching, within which intertextual relations are established (Łącka-Badura, 2015). 

Candidates use their CV to present themselves; similarly, companies provide a representation of 

themselves in the job market through the information they choose to include in job advertisements. 

Indeed, the recruitment process is fundamentally a fit process, whereby candidates tend to be 

attracted to organisations whose characteristics they perceive themselves to identify with (Swider et 

al., 2015), while companies tend to search for candidates whose professional and personal profiles 

align not only with their needs, but also with their culture and values (Van Iddekinge et al., 2025).  

Regarding this, in the specific context of organisational research on recruitment practices, 

Person-Organisation (P-O) fit can be considered as the match between an applicant and the broader 

organisational traits (Kristof-Brown, 2000). Indeed, the concept of P-O fit is grounded in the belief 

that individual attitudes, behaviours, and other outcomes are not solely determined by either the 

individual or the work environment alone, but rather by the interplay between the two entities 

(Westerman & Vanka, 2005). In short, as stated by Kristof‐Brown et al. (2023, p. 385), P-O fit “is a 

construct implying compatibility between people and the larger organisation in which they might 

work and do work”. 

Much of the recent interest in P-O fit can be linked to the Attraction-Selection-Attrition (ASA) 

model, which suggests that individuals and organisations are attracted to each other on the basis of 

similar values and purposes (Graczyk-Kucharska & Erickson, 2020). For instance, as suggested by 
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Langan (2000, p. 462), organisations that claim to offer “a work environment and salary and 

benefits packages that are closely tied to the needs and wants of potential applicants are far more 

successful in their recruitment efforts than organisations that have not fully recognised what 

applicants desire today”.  

Consequently, adopting Person-Organisation fit and the ASA model as theoretical lens, it 

becomes pertinent to ask: to what extent do organisations’ identity and expectations as discursively 

conveyed in job advertisements specifically targeting recent graduates effectively align with 

characteristics, and expectations of the latter? And still, does the image of candidates in job ads 

match with the representation discursively communicated by the candidates themselves? 

Given that more than 80% of the CVs in the corpus belong to recent graduates who fall within 

the generational cohort typically defined as Generation Z (Benítez-Márquez et al., 2022), a further 

research question this chapter seeks to address is: to what extent does the Generation Z profile as 

depicted in recent literature (Barhate & Dirani, 2022; Fuchs et al., 2024) correspond to and align 

with the self-representation that emerges from their CVs? Indeed, although there is a strong 

proliferation of literature on the topic, some also claim that care must be taken when categorising 

groups of people in such a strict sense (Rudolph et al., 2021; Ravid et al., 2025). In this study, 

therefore, the identity of young recent graduates is interpreted on the basis of the representation 

they create of themselves in producing what can be considered as the first act of a real negotiation 

of intentions and meanings between job seekers and employers (Tyler & McCullough, 2009). 

In Chapter 3, too, the methodological framework is Corpus-Assisted Discourse Studies, that 

“represents a way forward for researchers who wish to analyse large corpora and still maintain the 

view that language not only reflects but also constructs social reality” (Gillings et al., 2024, p. 2).  

The aim is to derive theoretical as well as practical implications.  With respect to the former, the 

study addresses the existing literature on future workforce characteristics and the concept of P-O fit 

as applied to the matching of specific labour market segments from a corpus approach perspective. 

Indeed, a linguistic analysis can contribute to organisational research by exploring data both 

quantitatively and qualitatively to explain and interpret patterns in light of real-life language use 

(Pollach, 2012). As for the latter, practical implications are drawn with respect to the use of certain 

tools and to the value that specific communication channels have assumed nowadays; insights from 

this study can be useful to inform both organisations and candidates, but also universities that 

provide placement services. 

The remainder of the chapter is structured as follows. The next section introduces the theoretical 

underpinnings of the research questions, while Section 3 outlines how the two corpora were 

sourced and describes the methodological approach. Section 4 reports the main corpus findings, 

which are discussed in Section 5 along with closing considerations. Finally, Section 6 addresses the 

study’s current limitations and offers directions for future research. 
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2. Theoretical background and research questions 

 
In this chapter, the comparison between job applicants and organisations is based on the messages 

that each side actively chooses to convey through Curricula Vitae and job advertisements, 

respectively. With regard to the importance of the message, and referring in particular to that 

expressed by companies, Langan (2000, p. 463) suggests that 

 

recruitment strategies need to focus on the message - how an employer goes about recruiting is 

just as important as what the employer is offering in terms of employment opportunities. 

Additionally, employers need to identify not only who the potential applicants are for their jobs, 

but they must also identify what these potential applicants desire in terms of job opportunities, 

salaries, benefits, and work environments. There is a direct link between what employment 

opportunities an employer offers and the kind of applicants and employees that employer will 

then have. 

 

For this reason, this chapter draws on the theoretical foundations provided by the concept of 

Person-Organisation fit (Kristof, 1996), which is also explored here in relation to the Attraction-

Selection-Attrition model (De Cooman et al., 2008).  

Moreover, given the widespread interest in Generation Z, to which most recent graduates would 

belong and that is claimed to have unique characteristics to which companies should therefore 

adapt their recruiting strategies and more (Chillakuri, 2020), a review of the most recent studies on 

this topic is also provided. However, as has also been argued in the literature, care must be taken 

when categorising and differentiating groups of people at work in such a discrete sense (Ravid et 

al., 2025); therefore, studies that advocate contextualising the workforce, and people in general, 

within the social, geographical, historical, economic, and cultural context in which it operates, 

rather than labelling generations in terms of birth year, will also be discussed (Parry & Urwin, 

2021). By demonstrating how is it possible to investigate the ways in which recent graduates 

discursively present themselves in their CVs, this research offers an additional contextualised and 

socially oriented perspective (Baker, 2023) on the identity profiles of future members of the 

workforce. 

 

2.1. The new workforce landscape 

The concept of generations has been extensively discussed in the popular press and widely 

examined by academic researchers (Costanza et al., 2021). Generation theory claims that groups of 

individuals born during the same period, who experience a similar cultural context and, in turn, 

contribute to shaping that culture, can collectively be defined as a generation (Campbell et al., 
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2015). Accordingly, people born within the same generation are assumed to share similar 

characteristics and general behavioural profiles (Twenge et al., 2010; Barhate & Dirani, 2021). In 

other words, experiences jointly shared by individuals at a particular age and time tend to produce 

cohort-level similarities in attitudes, behaviours, and cognitions (Costanza et al., 2021). From this 

perspective, as argued by Campbell et al. (2015, p. 325), “classifying someone as a member of a 

generation is relatively easy to do: All you need is a birth date and a place”. However, defining 

generational boundaries proves problematic, given the lack of consensus regarding the precise 

years that delimit the start and end of each generation.  

Within this body of literature, Generation Z is categorised as the demographic cohort that 

follows the so-called Millennials (Gabrielova & Buchko, 2021) and generally refers to individuals 

born roughly between the mid-1990s and the early 2010s, with time boundaries that actually vary 

from author to author (Benítez-Márquez et al., 2022). More generally, by drawing on the 

mainstream literature on generations and generational differences in workplace, organisations have 

now to manage four generations in the workforce, from Baby Boomers (those born between 1946 

and 1964), Generation X (born between 1965 and 1980), Generation Y or “Millennials” (born 

between 1981 and 1994/1995) and Generation Z, also labelled as iGen or  “Centennials” (born 

between 1995/ 1996 and 2010) (Barhate & Dirani, 2022; Fuchs et al., 2024). Most commonly, the 

birth year of 1995 is noted as a point of generational demarcation, being also the “birth year” of the 

Internet, considered as the prevailing factor that sets Generation Z apart from Millennials 

(Ayoobzadeh et al., 2024). Indeed, one of the most frequently cited aspects distinguishing this 

generation from previous ones is the fact that they were born and have grown up in a world where 

the Internet and digital technologies are not merely tools but integral components of everyday life. 

Having never experienced a time without instant access to information, online communication and 

digital connectivity is widely regarded as a crucial factor shaping this generation’s identity 

(Graczyk-Kucharska & Erickson, 2020). Their status as tech-savvy individuals and their open, 

proactive attitude towards digital technologies are often described as features capable of 

transforming industries and reshaping the way people communicate and interact in the workplace 

(Fuchs et al., 2024). 

In a recent overview of the distinctive characteristics most commonly attributed to this 

generation in relation to their career expectations and work values, Pózner & Kozác (2025, p. 911) 

observe that 

 

Generation Z is ambitious, self-actualised and career oriented, so when choosing a workplace, 

they prioritise professional development and career advancement over salary. They desire for 

freedom, so expect flexibility and WLB [Work-Life Balance], as they want to decide for 

themselves when and where they work. Their ideal workplace offers a positive team atmosphere, 

interpersonal, inclusive and supportive relationships, as well as a diverse, enjoyable, stress-free, 
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modern environment. As an individualistic and diverse generation, sensitive to global trends, 

they dislike formal constraints and prefer informal in communication and dress. They want to be 

recognised for their performance and to have an open dialogue. If they don’t get what they 

expect, they move on easily. 

 

Moreover, according to several studies, Gen Z is also characterised by a high level of education and 

a general spirit of innovation and entrepreneurship (Schroth, 2019), although this point contrasts 

with the significant presence of NEETs (young people not in employment, education or training) 

reported in recent research (Montanari et al., 2025). 

Much emphasis is placed on the idea that Generation Z individuals tend to be highly realistic 

and individualistic in their learning, working and communication styles (Ayoobzadeh et al., 2024), 

while simultaneously displaying a distinct sense of open-mindedness and a strong commitment to 

equality, justice and social responsibility (Vieira et al., 2024). Members of this generation are 

commonly described as embracing diversity more readily than previous cohorts and aspiring to 

thrive in genuinely multicultural workplaces that foster an inclusive organisational ethos (Osorio & 

Madero, 2025). 

In this respect, scholars also suggest that Gen Z employees strongly desire their work to be 

meaningful and aligned with their personal values, which are often associated with the widespread 

characterisation of this cohort as the most eco-conscious and environmentally engaged generation 

(Ham et al., 2022), as well as the one that exhibits the most notably progressive stance on racial 

and gender issues, demonstrating a remarkable degree of conviction and integrity in these domains 

(Vieira et al., 2024). 

Another central point is that they are described as demanding greater flexibility and autonomy 

from their employers, as well as a clear separation between work and leisure time (Vieira et al., 

2024) - in this regard, Stich (2021) actually observed that the offer of flexible working 

arrangements is generally desirable today for those applying for a job. This preference is said to 

drive an increased demand for remote and flexible work arrangements, viewed as essential for 

achieving a satisfactory work-life balance (Fuchs et al., 2024). Moreover, a recurring argument in 

the literature is that this generation considers it almost a collective mission to advocate for 

flexibility in the workplace, believing that organisations have a mandate to provide it, since flexible 

arrangements are seen as enhancing productivity and efficiency and should therefore be accessible, 

openly and without restriction, to employees at all hierarchical levels (Chillakuri, 2020).  

However, even within this strand of literature, the need for caution has been underlined: 

although a prototypical profile of this generation with mostly common characteristics and attitudes 

is often proposed, it has become increasingly clear that one size does not fit all young workers 

(Benítez-Márquez, 2022, p. 2). 
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Moreover, as pointed out by Ng et al. (2025, p. 1130), “for the most part, these studies proceed 

from the assumption that Generation Z is a unique cohort that is worthy of dedicated research 

attention. This approach belies the economic, technological, social and cultural factors that might 

give rise to the perception that Generation Z is unique”. This perspective is consistent with what 

has been argued in the context of HRM research - and not only in relation to Generation Z - by 

Lazazzara and Quacquarelli (2025, p. 322), namely that “employing generational categories within 

the workplace may give rise to oversimplified expectations or stereotypes”. 

A considerable body of recent literature on the use of generational labels in HRM research and 

practice indeed suggests that relying on such categories could be misleading, due to the over-

simplified approach of focusing solely on year of birth as a driver of attitudes, values and 

behaviours. In doing so, it ignores the fact that “the emergence of generational differences in values 

and attitudes, due to the process of social and economic change over time, is a dynamic and 

complex process with a variety of complicated interactions” (Parry & Urwin, 2021, p. 859). From 

this perspective, generations are better described as social constructs that are “willed into being”, 

thus serving an individual and societal sensemaking function of the complex and multidimensional 

process of human development (Salvi et al., 2022, p. 100). Indeed, as argued by Ng et al. (2024), 

some kind of homogeneity with regard to attitudes and behaviours that specific age groups share 

might be better attributed to life stages, such as attending university, establishing a career, and 

starting a family, regardless of their generation. However, these effects, in combination, also 

contribute to the heterogeneity among generations which comprises individuals being born within 

an arbitrary-defined time span.  

Fuchs et al. (2024, p. 65) also noted that many values and expectations are shared equally 

between different generations, and some generational differences also appear exaggerated.  

It is thereby evident that a persistent debate runs through the literature (Parry & Urwin, 2021), 

and “popular notions of generational differences are unlikely to vanish, because generations 

provide a handy lens through which people make sense of their place in history and the change 

happening around them” (Ng et al., p. 1131);  in the middle of this debate lies the argument that, as 

suggested in the concluding remarks of Salvi et al. (2022, p. 109), 

 

there is no dispute that values, attitudes, and preferences of people today differ from those of the 

past. It is also true that people change over the course of their lifespan and that these changes 

occur within and in response to broader environmental, geopolitical, social, economic, 

technological, and organisational shifts, both sudden and gradual. Effective human resource 

management includes monitoring all of these changes and tailoring policies and practices best to 

accommodate the individual and collective needs of workers. 
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Therefore, rather than treating today’s young workers as a “monolithic group” (Ng et al., p. 1131), 

a need exists to collect, analyse and interpret what young people express, think and want, 

regardless of whether they belong to a distinct generation with pre-established characteristics. In 

the Italian context, for example, Montanari et al. (2025) present the results of a survey conducted 

during the 2023-2024 academic year on a sample of over 1,000 students attending the third year of 

bachelor’s degrees or the second year of master’s degrees in social sciences. In order to avoid 

dangerous generalisations, the empirical investigation took into account both professional elements, 

such as the kind of job and organisation desired, and non-work-related aspects, such as the 

characteristics of the ideal city to live and work in. Furthermore, expectations were also linked to 

personal values and other demographic variables (Scapolan et al., 2025). 

Firstly, the survey revealed that the three most important criteria for university students in Italy 

when choosing a job are, in order of importance, opportunities for development (in terms of 

ongoing learning and professional growth); remuneration and financial incentives; job security. 

As the characteristics of the desired job are concerned, the majority of respondents would prefer 

a job that gives them the opportunity to practice what they have learned at university, that is various 

and challenging in terms of the activities to be carried out, and that is goal-oriented. The data also 

suggest a preference for large, for-profit companies that operate not only locally but also 

internationally, that are innovative and well recognised in their respective markets. However, there 

are also significant differences between groups of respondents: for example, those studying at 

universities in central Italy, southern Italy and the islands, and female students in general, prefer to 

work in public organisations more than those studying in northern Italy and male students. 

Alongside reputation for the quality of services/products offered, more than 50% of respondents 

declare that they want to work for companies recognised for their employer brand, i.e. 

organisations with a high commitment to their employees. Also regarding the reputational 

dimension, “it emerged that for one in two young people, it is very important to work for an 

organisation that pursues a “greater purpose”, i.e. one that is not only profit-oriented but also aims 

to generate positive change in society and in the territory in which it operates” (Montanari et al., 

2025, pp. 37-38). Organisational purpose, social and environmental responsibility are therefore 

considered crucial aspects when choosing an organisation to work for and should thus be clearly 

and distinctly communicated by companies interested in attracting this target group of candidates, 

i.e. university students in Italy. As regards the criteria by which students will judge the success of 

their careers in the future, the items that received the highest ratings were continuous learning of 

new knowledge and skills and achieving a satisfactory work-life balance. 

In accordance with this empirical perspective, in the present study the year of birth is considered 

as contextual information and used as metadata through which to describe and interrogate the 

corpus: the interest, in fact, is focused on empirically understanding what is expressed by recent 

graduates, not as members of a particular generation, but as components of the future workforce, to 
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which companies need to turn to fill vacant positions. In other words, the main concern lies in what 

job seekers entering the labour market discursively convey through their CVs, not as part of 

Generation Z but as recent graduates (typically in their twenties) from an Italian university who 

come forward to join the Italian job market. Based on the analysis of language data, the 

characteristics of this sample are therefore interpreted so as communicated through this specific 

form of self-representation aimed at finding employment. 

 

2.2. P-O Fit and the ASA model 

Person-Organisation fit theory refers to individual-organisational value congruence (Kristof-

Brown, 2000) and describes the compatibility between workers and organisations in needs, values, 

interests, and behaviour, thus appraising the degree of congruence between the two parties. More 

specifically, as proposed by Kristof (1996, pp. 4-5), this construct can be defined as “the 

compatibility between people and organisations that occurs when: (a) at least one entity provides 

what the other needs, or (b) they share similar fundamental characteristics, or (c) both”. 

It has been demonstrated that P-O fit contributes to the employees’ embeddedness in the 

organisation, positively affecting task performance, extra-role behaviours and intention to stay (Lee 

et al., 2014; Mitchell et al., 2001). Moreover, Kristof (1996) suggested that when individuals join 

organisations that match with their characteristics, they experience lower levels of stress than do 

their “mis-matched” counterparts; Cavicchioli et al. (2025) also found that the perception of 

Person-Organisation fit plays a significant role in decreasing work-related stress. 

Although there exists some degree of overlap, this specific type of fit is conceptually distinct 

from another commonly studied form - the Person-Job fit (P-J fit; Lauver & Kristof-Brown, 2001) - 

which is defined as the match between an individual’s abilities and the demands of a job, or 

between the person’s needs and desires and what the job provides (Edwards, 1991). Accordingly, it 

can be argued that P-J fit concerns the alignment of abilities and requirements that are directly 

related to the characteristics of the job, whereas P-O fit refers to the congruence between the person 

and the broader values and goals of the organisation as a whole (Boon et al., 2011). 

One way of viewing the notion of P-O fit is through Attraction Selection-Attrition (ASA) model 

(Stevens & Szmerekovsky, 2010), which was proposed by Schneider (1987) on the basis of the 

assertion that “organisations are the people in them: that the people make the place” (p. 450). As 

suggested by Schneider et al. (1995, p. 748), “the outcome of three interrelated dynamic processes, 

attraction-selection-attrition, determines the kinds of people in an organisation, which consequently 

defines the nature of the organisation, its structures, processes, and culture”. 

As a person-based model, the ASA framework therefore concerns the individual’s contractual 

relationship with the employer (Schmidt et al., 2023); it is based on the premise that organisations 

are known by the collective characteristics of the people in them, which get defined over time from 
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the cyclic progression of three phases that explain how organisational cultures are shaped and 

maintained over time and how these cultures affect the behaviour of employees and prospective 

employees (Cadiz et al., 2022). This perspective further emphasises the social dimension of 

organisations as environments, and highlights that in seeking fit with an organisation, people are 

essentially seeking fit with other people (Van Vianen et al., 2012). 

According to Van Iddekinge et al. (2025, p. 2; emphasis added), the three phases of the cycle 

can be described as follows:  

attraction refers to the notion that alike individuals tend to gravitate toward organisations that 

show congruence with their own characteristics (e.g., personality, values). Selection refers to the 

notion that organisations tend to select people who possess characteristics consistent with the 

organisation’s culture. Finally, attrition refers to the notion that individuals will leave 

organisations when they do not feel like they fit the culture. 

 

Going into more detail with regard to the first two steps in the ASA cycle, i.e. attraction and 

selection processes, as illustrated by Cadiz et al. (2022, p. 339), 

 

attraction incorporates the recruitment process and is most relevant to variables such as which 

employee characteristics the organisation signals as desirable; the applicant’s perceived fit with 

the job, organisation, or industry; and applicant decisions to apply or accept a job offer. 

 

In outlining the selection process instead, Schneider et al. (1998, p. 463) argued that  

 

 through formal and informal selection strategies, organisations choose those individuals who are 

compatible with the working environment or who fit the character of the organisation. Selection 

further increases homogeneity and the propensity for a modal personality by restricting the type 

of applicants who enter an organisation to those with the competencies, interests, and personality 

consistent with the goals of the organisation. 

 

In summary, people are more likely to be attracted to organisations when they perceive a sense of 

alignment between their own characteristics and those of the organisation. Correspondingly, 

organisations are more likely to positively evaluate prospective employees when they appear to 

embody the organisation’s characteristics and values. This exchange of characteristics between 

candidates and organisations clearly occurs both explicitly and implicitly through different forms of 

communication. Over time, ASA processes contribute to shaping organisational culture and 

workforce composition. While such congruence may foster a positive and cohesive work 
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environment, it can also limit diversity by promoting workforce homogeneity (Swift & Drury, 

2025). 

Hence, as outlined by De Cooman et al. (2009, p. 103), the ASA model assumes an influence of 

P-O fit on both the candidate’s job choice behaviour (self-selection) and the organisation’s hiring 

decision (employer selection). People are interested in organisations with values similar to their 

own, organisations select people who share their values and employees who do not fit into the 

organisation will leave voluntarily or are forced to leave. Within this framework, it has been 

therefore assessed that “job seekers are not only attracted to organisations because of their general 

attractive features, but - if possible - they also choose organisations on the basis of perceived 

congruence between their own characteristics and those of the organisation” (Van Vianen et al., 

2012, p. 152), thus suggesting that “there are characteristics of organisations with the potential to 

be congruent with the needs and wants of their workforce” (Graczyk-Kucharska & Erickson, 2020, 

p. 154).  

Furthermore, job seekers’ perception of P-O fit is closely linked to the quality of recruitment 

communication, and recruitment messages represent the applicant’s first chance to analyse the 

perceived fit. As advocated by Wei et al. (2016, p. 2225), companies should include comprehensive 

and concrete employment information in their job announcements. This provides job seekers with 

more accurate information, reducing their search costs and enhancing their perception of a 

company’s sincerity and trustworthiness, thereby guiding their sense of P-O fit. As argued by 

Backhaus et al. (2004, pp. 118-119), whereas the attraction-selection-attrition model suggests that 

prospective employees and employers make decisions about each other based on perceived 

similarity in values and personality, the P-O fit literature further develops the concept of attraction 

through similarity. Indeed, since individuals tend to select organisations according to their 

perception of fit with that organisation’s values, by drawing on a variety of information available in 

the public domain, like recruitment materials, the latter should allow potential candidates to make 

reasonably informed assessments about fit. In fact, through their findings, Roberson et al. (2005) 

underscore the importance of P-O fit perceptions in affecting job seekers’ intentions to apply to 

organisations and suggest that recruiters may enhance their recruitment processes by providing 

detailed information on what potential employees can expect to receive from the organisation. 

In this regard, as noted by Barrick and Parks-Leduc (2019, p. 187), for less experienced 

employees, such as recent graduates entering the job market, “feeling that they fit with the 

organisation may be particularly important (to both well-being and motivation), as it can help 

compensate for a lack of confidence in one’s abilities with regard to job duties”.  

Within this framework, as the self-portrayal on job announcements show potential applicants 

what they are getting involved in, the same applies to the candidate’s CV, which provides the 

organisation with the first depiction of a potential future employee. Alongside job advertisements in 

fact, as the earliest self-presentational step for candidates, “résumé contents are among the most 
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common information sources capable of producing dispositional attributions of the applicant” (Tsai 

et al., 2011, p. 232); therefore, as argued by the authors, “to select applicants with suitable 

attributes, recruiters would refer to specific résumé content as the basis for making inferences about 

applicants’ values or personality” (p. 236). By following Tyler and McCullough view, that a 

“résumé is a self-presentational vehicle that moves an applicant to the next step of the job process”, 

the objective of these documents therefore is to communicate a particular identity image to the 

recruiter (2009, p. 273). 

Therefore, by conceptualising the P as recent graduates who upload their CVs to the 

AlmaLaurea database, and the O as the companies that post their job advertisements on the 

AlmaLaurea job board, Chapter 3 aims to reason about the following research questions from a 

corpus perspective: how do organisational identities and expectations, as linguistically articulated 

in job advertisements aimed at recent graduates, correspond to the profiles, aspirations, and 

expectations of these candidates? Furthermore, does the representation of applicants in job 

advertisements resonate with the self-representations conveyed by the candidates themselves? 

Finally, do the characteristics actually communicated and emphasised by candidates in their self-

portrayals correspond to those identified in the literature as distinctive traits of the so-called 

Generation Z? 

 

3. Materials and methods  

 
3.1. Approach and procedure  

Job advertisements and Curricula Vitae are not only formal organisational practices but are instead 

shaped by discourses that are relevant to the actors involved and for the desires pursued through 

these social practices. In other words, through the discursive practices actors draw the social reality, 

creating and re-creating meaning around subjects and objects (Wenzel & Koch 2018). Consistently 

with this perspective, corpus approaches offer ways for gathering empirical data and analysing 

activities within social structures, thus enabling observation of both the real world and the 

linguistic reality as represented in language data. Indeed, the analysis of texts in which discursive 

practices are situated enables to capture those particular practices across target communities (Pérez-

Paredes & Curry, 2024, pp. 2-8).  

Therefore, the construction of two corpora (i.e. one consisting of Curricula Vitae of students 

who graduated in the academic year 2022/2023 at the University of Modena and Reggio Emilia, 

collected from the AlmaLaurea database, and one consisting of job advertisements posted by 

companies on the AlmaLaurea job board between October 2023 and October 2024) has enabled the 

identification of two specific communities engaged in the same job-searching communicative 

context and practice. This design directly responds to the need to study these texts within a 

particular social context (Blackburn-Brockman & Belanger, 2001). 
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It is precisely in light of this need, namely to “interrogate corpus data in relation to the social 

context within which it was produced” (McEnery & Brookes, 2024, p. 602), that Corpus Assisted 

Discourse Studies was also selected as the methodological approach for this study. Indeed, since 

CADS involves the analysis of corpora composed of real-life language data, an important area of 

research within it properly concerns the study of representation, often focusing on a particular 

social group or identity trait (Baker, 2023, p. 29). As Formato (2024, p. 14) suggests, “building a 

CADS corpus means foregrounding the research’s society-related scope while also maintaining the 

principles of representativeness - that is, selecting texts that are as relevant as possible to the 

phenomenon or variety chosen”. 

 

3.2. Corpora and subcorpora 

For the purposes of the present study - which takes as its communities of interest recent graduates 

and companies that publish advertisements aimed at them - both corpora were considered in their 

entirety, with corpus data and metadata, as they had been uploaded on #LancsBox X (Brezina & 

Platt, 2025; current version: 5.5.0). Therefore: the CV corpus consists of 2,597,760 tokens across 

8,096 texts, while the job advertisement corpus consists of 875,123 tokens across 1,859 texts.  

By describing the sample of CVs based on information relating to sex and year of birth as 

reported in the documents (Figure 11, also present in Chapter 1, Section 3.2, and reported here for 

convenience), it emerges that there are 4,611 female graduates, accounting for 57% of the total, 

compared to 3,485 male graduates.  

 

 

Figure 11:  Distribution of CVs by birth year and sex 

The dataset reveals a significant gender disparity, with female profiles outnumbering male 

profiles across nearly all birth years. Although female profiles dominate overall, there are more 

male graduates born in 1939, 1956, 1957, 1958 (with the single CV belonging to a male graduate), 
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1964 (0 females and 3 males), 1974 (5 females and 8 males) and 1996 (371 females and 383 

males). From 1997 onwards, the number of female graduates consistently exceeds that of male 

graduates, and the year with the largest gender difference is 2000 with a difference of 329 CVs. 

Such a pattern may reflect broader demographic trends in higher education; with regard to 

graduates born in 2002, the difference is not remarkable (8 females and 6 males), but the total 

number of CVs is quite small for this year of birth (14).  

In this regard, the birth years in the dataset range from 1939 represented by a single CV, to 

2002, with 14 CVs. The majority of the profiles - 6,732 out of 8,096 (83%) - belong to recent 

graduates born from 1995 onwards, meaning they are likely to be in their twenties. This is 

consistent with expectations, as this tends to be the period of life during which people typically 

attend and graduate from university. Only a limited number of CVs (193 out of 8,096) belong to 

individuals born before 1980. These cases are atypical, likely corresponding to more experienced 

candidates or individuals pursuing further qualifications later in life. While marginally represented, 

their presence highlights the diversity of academic trajectories within the dataset. 

As for the job advertisements, two fields with encoded options are clearly designed to inform 

that the search is being conducted within a pool of individuals who have recently obtained a 

university degree: “type of candidate” and “degree classification”. Neither of these fields is 

mandatory within the AlmaLaurea form, and indeed 803 out of 1,859 advertisements do not specify 

the required type of candidate, while 751 out of 1,859 do not indicate the degree classification. As a 

result, the issue of unfilled sections re-emerges here as well, mirroring what was observed for the 

fields analysed in Chapter 2. 

Figure 12 shows the distribution of candidate type as specified in the job advertisements. 

Among the job ads that include this information, the most frequently targeted profile is “Recent 

Graduate” (n = 542), followed by job ads that indicate openness to both “Recent Graduates” and 

“Graduates with Experience” (n = 403). In contrast, positions requiring explicitly “Graduates with 

Experience” are considerably fewer (n = 67), and announcements directed at “Graduating 

Students” (n = 40) or “Students” (n = 4) appear only marginally. The relatively small number of ads 

directed at students or soon-to-graduate candidates may indicate that companies prefer to recruit 

individuals who have already completed their degree rather than those still enrolled. 
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Figure 12: Distribution of job ads by candidate type 

Figure 13 instead displays degree classification distribution as specified in job advertisements. 

Out of the ones that include this information, the most frequently indicated option is a combined 

requirement for either a “Bachelor’s Degree” or a “Master’s Degree” (n = 639).  This suggests that 

many organisations are flexible about the level of qualification, prioritising evidence of higher 

education rather than a specific academic tier. 

Advertisements targeting “Master’s Degree” holders exclusively (n = 291) constitute the 

second-largest group, whereas those requiring only a “Bachelor’s Degree” (n = 171) are fewer. This 

distribution confirms that, although a Master’s qualification is often valued, it is not universally 

required, and many positions remain open to graduates with either type of degree. 

By contrast, positions explicitly requiring a “PhD” or a “Master’s Program/PhD” profile are 

extremely rare (n = 3 and n = 2 respectively), and job ads aimed specifically at candidates still 

enrolled in a “Master’s program” are similarly limited (n = 2). These very small numbers reinforce 

the idea that the platform primarily serves recruitment needs for early-career positions rather than 

highly specialised or research-oriented roles. 
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Figure 13: Distribution of job ads by degree classification 

 
Overall, the data indicate that the platform is primarily used by organisations seeking early-

career talent, aligning with AlmaLaurea’s role as a recruitment channel for recent university 

graduates (even though those who obtain a higher qualification, such as a Professional Master's 

Programme or PhD, do not seem to be considered among the profiles being sought). 

To pursue the aim of analysis, subcorpora were created from both corpora, so as to have access 

to certain sections of both the job advertisements and the Curricula Vitae. With regard to Curricula 

Vitae, it was deemed pertinent to concentrate on candidate characteristics that can be manipulated 

by the applicant, as these are recognised as significant cues to prospective employers (Nemanick Jr. 

& Clark, 2002). The textual fields in CVs fall precisely within this definition, as even the mere act 

of completing them conveys a particular message to those responsible for the screening process. 

With regard to the job advertisements, the analysis focuses on the free-text fields which were 

designed to allow organisations to describe not only the characteristics of the position but also the 

desired qualities of their ideal candidate with respect to the organisational culture (Kochetova et al., 

2017).  

Table 16 shows all the sections considered, from both corpora, with the number of texts in 

which they appear and the total number of tokens. It is worth noting that, of all the sections, the 

only one that is mandatory to complete is the “Job description” in job announcements. 
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Section Corpus Texts Tokens 

Europass skills: Other Curricula Vitae 727 21,638 

Europass skills: Artistic Curricula Vitae 18 493 

Europass skills: Organisational Curricula Vitae 1,260 40,824 

Europass skills: Social Curricula Vitae 1,606 65,946 

Europass skills: Technical Curricula Vitae 540 20,074 

Personal Description Curricula Vitae 880 50,942 

Desired job: Professional Objective Curricula Vitae 2,920 117,496 

Desired job: Desired Occupation Curricula Vitae 2,108 7,433 

Job description Job advertisements 1,859 441, 858 

Technical requirements and IT skills Job advertisements 595 27,328 

Preferential Qualifications Job advertisements 968 49,688 
Table 16: free-text sections 

In the analyses, more sections of each corpus will be combined to form distinct subcorpora, 

whose salient features, as identified through keyword analysis, will then be compared and 

discussed in relation to one another. 

 

4. Analysis and results 

 
Comparisons of subcorpora will be carried out using the keywords technique. The notion of 

keywords is one of the main elements in the toolkit of CADS (Hambye et al., 2025): keywords are 

words (single-token items) that appear “statistically significantly in one corpus when compared 

against a second corpus” (Gillings et al., 2023, p. 33). They are used to identify what is specific to a 

corpus (focus corpus) in comparison with another corpus (reference corpus). Keyword analysis 

aims at accessing what is comparatively distinctive of a corpus (Marchi, 2023); in other words, “a 

keyword list therefore gives a measure of saliency, whereas a simple word list only provides 

frequency” (Baker, 2023, p. 165).  

Because of the size and richness of content in each section of both corpora, the analysis 

proceeded as follows. First, from the separate sections described above, two macro-subcorpora 

were created: one containing all the free-text sections from the CVs, and one containing all the 

free-text sections from the job advertisements. Since the aim of this analysis is to compare the 

salient features of the sections across the two corpora, the thematic labels provided by the platform 

templates were used as a guiding criterion for grouping the sections. This led to the creation of 

smaller, thematically coherent subcorpora (henceforth “section-specific subcorpora”). For each of 

the section-specific subcorpora, keyword lists were generated using the rest of the larger macro-

subcorpus to which the section-specific subcorpora belongs as the reference corpus. Keyword 

extraction was carried out using the dedicated function of #LancsBox X, which by default uses 

simple maths to calculate keyness (Kilgarriff, 2009). From the resulting keyword lists, only those 

items uniquely and exclusively characteristic of each section-specific subcorpus were selected (i.e. 
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keywords with a frequency of 0 in the reference corpus), in order to capture the most distinctive 

features of each section.  

To investigate the more technical dimension, namely candidates’ self-reported skills and the 

specific requirements sought by organisations, keyword lists were produced for the following 

sections of CVs and job advertisements: 

 

- “Europass skills: Other”, “Europass skills: Artistic”, “Europass skills: Organisational”, 

“Europass skills: Social”, “Europass skills: Technical” (CVs) 

- “Technical requirements and IT skills”, “Preferential Qualifications” (job ads). 

 

To investigate the dimension related to aspirations, personal characteristics, on the one hand, 

and ideal candidate profiles, on the other, keyword lists were produced for the following sections of 

CVs and job advertisements: 

 

- “Personal Description”, “Desired job: Professional Objective”, “Desired job: Desired 

Occupation” (CVs) 

- “Job description” (job ads). 

 

Finally, the four resulting keyword lists were compared pairwise according to the thematic 

groupings described above. Therefore, the same technique, namely keyword analysis, was 

employed with two distinct purposes: first, to isolate the lexical items that are uniquely 

characteristic of each section-specific subcorpus; and second, to compare CV and job 

advertisement subcorpora through the four keyword lists produced. 

Furthermore, thanks to access to the full texts, which constitute the corpus data, and the 

possibility of linking them with contextual information, which is organised and represented as 

metadata, it has been possible to “‘get into’ the data by showing qualitative aspects” (Di Cristofaro, 

2023, p. 81), thus engaging with textual reality of language use. 

 

4.1. Keyword analysis: technical dimension 

The keyword list for the section-specific subcorpus “Technical requirements and IT skills”, 

“Preferential Qualifications” (job ads) provides a particularly informative picture of what is treated 

as salient in these sections of job advertisements. What stands out most clearly is the lexicon that 

precisely formalises the access requirements for the position: job ads rigorously safeguard formal 

conformity, with frequent references to academic titles, degree classes, and university credits. Some 

examples are lm-33, lm-29, lm-60, lm-32, lm-9, lm-21, lm-25 (degree programme codes), cfu, 

equipollente, equiparato/a, votazione.  
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Equally prominent are keywords referring to technical standards and regulatory compliance 

frameworks, particularly in engineering and finance. Examples include ASME, EN-9100, ISO 

26262, MIL-STD-1553, CCNA, antiriciclaggio, and cyber-security, which signal the high level of 

specialisation expected and the need for organisations to ensure alignment with international 

standards and sector-specific regulations. Closely related is another group of highly specialised 

keywords referring to tools, operational methodologies, software environments, programming 

languages, such as gascromatografo, spettrofotometro, spettroscopica on the one side, and 

VectorCast, Archicad, DesignBuilder, Illustrator, Gitflow, CATIA V5, PL/SQL, T-SQL, Pascal, and 

ERPS on the other. 

Finally, the presence of keywords related to the hiring and onboarding process itself is 

noteworthy. Expressions such as assumerti, assumervi, chiediamo, and incontrarti indicate that, 

already at the level of the job advertisement, an operational phase of engagement is introduced, in 

which the discourse on technical requirements intersects with an anticipatory projection of the 

candidate into a potential relationship with the organisation. 

With regard to the keyness of words referring to explicitly formalised entry requirements, it is 

unsurprising that the ninth most frequent word in this section-specific subcorpus is laurea (absolute 

frequency of 622 across 511 texts), followed by ingegneria in thirteenth position (absolute 

frequency of 554 across 363 texts). This is consistent with the most requested business sectors as 

identified in Chapter 2 and with the fact that much of the specialised vocabulary in these sections 

refers to items associated with engineering and information technology fields. 

In addition to technical requirements, however, organisations also refer to candidates’ 

knowledge (conoscenza is the fourth most frequent word, with an absolute frequency of 1,168 

across 605 texts) and capability (capacità the sixth most frequent word, with an absolute frequency 

of 754 across 450 texts). It is therefore interesting to examine the use of these terms through a 

concordance analysis. Specifically, the random function of #LancsBox X was used, which allows 

the extraction of a random sample of concordance lines. A sample of 10 concordance lines for 

conoscenza and 10 concordance lines for capacità was thus selected. Results are presented in Table 

17, according to the typical KWIC (Key Word In Context) view, “where the search result is lined 

up in a central column, and the columns on either side contain a short chunk of the context 

preceding and following each result in the corpus” (McEnery & Hardie, 2012, p. 245).  
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Job ad Left context Key Word Right context Section 

732115.xml Eccellenti capacità comunicative e di presentazione;     Capacità       di spiegare concetti tecnici in modo semplice e comprensi-

bile;            

Technical requirements and 

IT skills 

753936.xml inglese (B2). Completano il profilo: buone       capacità       comunicative e relazionali, orientamento al problem sol-

ving, proattività       

Preferential Qualifications 

721291.xml inglese, scritta e parlata. Completano il profilo otti-

me       

capacità       relazionali, organizzative, problem solving e attitudine al 

team       

Preferential Qualifications 

727770.xml Triennale o Magistrale in Ingegneria Meccanica e/o 

similari     

Capacità       di lavorare in team.         Preferential Qualifications 

734661.xml   Laurea in Ingegneria Meccanica; Predisposizione e       Capacità       di coordinamento dei gruppi di lavoro multifunzionali 

(meccanici,           

Preferential Qualifications 

709961.xml Eventuale capacità di comprensione dei disegni tec-

nici;   

Capacità       di lavorare in gruppo. Disponibilità ed empatia nel dare       Preferential Qualifications 

741313.xml Requisiti preferenziali: Orientamento al problem 

solving;    

Capacità       relazionali e di team working; Spiccata capacità di       Preferential Qualifications 

772963.xml  Elevata competenza in Excel; Forte      capacità       di problem solving e di gestione dello stress;             Technical requirements and 

IT skills 

742370.xml delle mansioni definite da Responsabili/ Referenti; 

Buone     

capacità       di comunicazione e predisposizione a rapportarsi con la 

clientela;             

Technical requirements and 

IT skills 

761808.xml Caratteristiche personali: proattività, empatia,     capacità       di relazionarsi con la clientela e con i colleghi;             Preferential Qualifications 

750395.xml Si richiede : Formazione in ambito Marketing;    Conoscenza       base dei programmi di grafica Adobe;            Technical requirements and 

IT skills 

707932.xml Chiediamo: buona     conoscenza       dei comuni applicativi informatici, in particolare Excel      Technical requirements and 

IT skills 

703894.xml • TP-LINK  • Digi  • Teltonika  • Cambium Network  

•       

conoscenza       dei principi delle telecomunicazioni e radiocomunicazioni;    Technical requirements and 

IT skills 

747401.xml Skill Tecniche:       Conoscenza       di Excel: medio alta Conoscenza Office: (Outlook      Technical requirements and 

IT skills 

732762.xml la  candidato/a dovrà  possedere: • un’ottima       conoscenza      , orale e scritta, della lingua inglese, preferibilmente       Preferential Qualifications 

712655.xml E' richiesta  ottima       conoscenza       pacchetto Office e una buona conoscenza della lingua In-

glese.     

Technical requirements and 

IT skills 

745256.xml con  preferenza per Statistica,  Matematica; Ottima       conoscenza       del pacchetto Microsoft Office in particolare Excel;             Preferential Qualifications 

766386.xml base di Excel/ programmi di  gestione dati;       conoscenza       ottima del gestionale in uso presso il reparto e del       Technical requirements and 

IT skills 

771916.xml sistemi operativi Real Time ; FPGA e Microcontrol-

lori;       

Conoscenza       di linguaggi JAVA, JEE (AngularJS, Angular 4      Technical requirements and 

IT skills 

710830.xml Gestione, Manutenzione, Configurazione su Client 

Windows;       

Conoscenza       dei principali pacchetti applicativi base installati sui PC 

(Office      

Technical requirements and 

IT skills 

Table 17: KWIC for capacità and conoscenza 
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The concordance lines reveal an interesting interplay between technical and attitudinal 

requirements. In terms of technical requirements, many refer to the need for specific knowledge, 

which is often associated with academic background. However, digital and IT competencies, as 

well as language skills (most notably English), clearly emerge as essential and far from being taken 

for granted. In terms of personality traits, the most frequently mentioned characteristics include the 

ability to work in a team, communicate and interact effectively with colleagues and clients, and 

demonstrate strong problem solving skills. This expression appears to have become a near-

formulaic standard label in contemporary descriptions of desired workplace attitudes. Additionally, 

some job advertisements explicitly mention empathy and stress management skills. 

Despite the highly specialised lexicon that characterises these sections of job advertisements, 

the keyword Office also stands out (the twentieth most frequent word in this section-specific job 

ads subcorpus, with an absolute frequency of 363 across 356 texts). When examining the 

immediate left co-text of the word, the most frequent concordance patterns clearly indicate what 

the term refers to: in 204 occurrences it is preceded by pacchetto, in 47 by Microsoft, and in 40 by 

MS (as an abbreviation of Microsoft). The company providing the software suite has thus become 

(almost) synonymous with the skills associated with using that package. It is noteworthy that the 

same word appears only 88 times (across 84 texts) in the corresponding section-specific CV 

subcorpus. This asymmetry between job advertisements and CVs suggests that certain standardised 

forms, tied, for instance, to dominant brands, are actually used in job ads as proxies for specific 

required competencies, whereas the same competencies may not be expressed in the same way in 

CVs. Applicants may instead rely on alternative lexical choices or communicate equivalent skills 

through different formulations. 

The keyword list for the section-specific subcorpus “Europass skills: Other”, “Europass skills: 

Artistic”, “Europass skills: Organisational”, “Europass skills: Social”, “Europass skills: Technical” 

(CVs) displays quite different results.  

Indeed, the discourse appears to revolve far less around specialist domains of knowledge and 

technical expertise. It is likely that candidates consider the designated structured fields, such as 

those requiring the indication of academic qualifications, sufficient to convey this type of 

information, making it unnecessary to reiterate it in the free-text sections. As a consequence, 

keywords related to technical know-how tend to be much more generic and common (e.g., 

microscopio, fatture, report, protocolli), with exceptions such as SketchEngine, Javascript, 

WordPress, or RStudio. Notably, there are no references to specific degree classes.  

By contrast, elements related to personal and relational traits emerge as more salient, signalling 

the centrality attributed to these dimensions within these CV sections. The discourse gravitates 

around notions of attitudine, capacità, propensione, and padronanza, with keywords such as 

concentrazione, gestione, socializzazione, resilienza, empatia, umorismo, and competitività 

exhibiting particularly high keyness. 
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Equally prominent is the discourse surrounding activities performed outside the strictly 

professional domain, which candidates nonetheless deem relevant to disclose. These include 

various sports (e.g., boxe, kickboxing, tennis, calcio, pallamano, and pallavolo) as well as other 

pursuits such as cineforum, danza, musical, and disegni.  

With regard to CVs included in this section-specific subcorpus, only 18 individuals completed 

the “Europass skills: Artistic” field; these résumés therefore stand out clearly from the rest. Their 

authors considered it important to convey this type of information to potential employers and chose 

to place it in this specific section, in line with the AlmaLaurea template, which provides a dedicated 

field for this information. Here too, the variability in how the section is completed is considerable, 

with texts ranging from a maximum of 87 tokens to a minimum of 3. For this reason, the decision 

was made to present these texts in full (along with their English translation), in order to grasp the 

kinds of messages applicants deemed strategically important to communicate to organisations, 

allowing employers to assess both their personal profile and their potential fit with the company 

from this additional perspective. Results are in Table 18.  

 

CV Original Italian English ver-

sion 

Sex Birth 

year 

Birth pro-

vince 

UniMoRe degree 

(2022/ 2023) 

008091_it.xml Premetto che è da 

quando sono piccola 

che adoro ogni tipo 

di arte, indistinta-

mente dai vari campi 

in cui può espressa. 

Durante tutti questi 

anni ho sviluppato in 

particolar modo l'a-

more per il disegno; 

infatti ho frequentato 

un corso. Oltre al di-

segno, mi sono dedi-

cata alla musica, 

come autodidatta, in 

particolar modo per 

un periodo ho suona-

to il basso, chitarra e 

infine mi sto dedi-

cando al pianoforte. 

Oltre a questo, mi 

sono dedicata in mo-

do sporadico, a tan-

tissime altre attività 

tipo: giocoleria e ul-

timamente alla foto-

grafia. 

I have loved eve-

ry form of art 

since I was a 

child, regardless 

of the field in 

which it is ex-

pressed. Over the 

years, I have de-

veloped a par-

ticular passion 

for drawing; in 

fact, I attended a 

course. In addi-

tion to drawing, I 

devoted myself to 

music as a self-

taught musician; 

for a period, I 

played bass and 

guitar, and now I 

am focusing on 

the piano. Be-

sides this, I have 

occasionally en-

gaged in many 

other activities 

such as juggling 

and, more recent-

ly, photography. 

F 1986 CATANZARO SCIENZE DELL'EDU-

CAZIONE 
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007815_it.xml Conseguimento di 

attestati e relative 

targhe per la vincita 

di concorsi a caratte-

re poetico: 4° posto e 

finalista al premio 

letterario internazio-

nale “Città di Rec-

co”; Finalista al 

premio letterario in-

ternazionale “Pria-

mar” indetto dal 

Lions Club di Savo-

na; Finalista al con-

corso letterario 

“TVTB. Quando 

provo qualcosa per 

te” indetto dalla Cit-

tà di Melegnano 

(MI). 

Achievement of 

certificates and 

plaques for win-

ning poetry com-

petitions: 4th 

place and finalist 

at the interna-

tional literary 

award “Città di 

Recco”; Finalist 

at the interna-

tional literary 

award “Priamar” 

organized by the 

Lions Club of 

Savona; Finalist 

at the literary 

contest “TVTB. 

Quando provo 

qualcosa per te” 

organized by the 

City of Melegna-

no (MI). 

F 1987 ESTERO AUTISMO E DISTUR-

BI DELLO SVILUPPO: 

BASI TEORICHE E 

TECNICHE D'INSE-

GNAMENTO COM-

PORTAMENTALI 

008090_it.xml Amante del canto e 

della musica. Ho 

studiato canto mo-

derno all'età di 14 

anni per un anno, e 

sono stata la cantante 

di una band pop/rock 

all'età di 19 anni. 

Suono la chitarra da 

autodidatta. Attual-

mente faccio parte di 

una compagnia ama-

toriale di musical. 

Passionate about 

singing and mu-

sic. I studied 

modern singing 

at the age of 14 

for one year and 

was the singer of 

a pop/rock band 

at the age of 19. I 

play the guitar as 

a self-taught mu-

sician. Currently, 

I am part of an 

amateur musical 

theatre company. 

F 1990 NAPOLI GESTIONE DELLE 

SOSTANZE CHIMI-

CHE - REACH e CLP 

008061_it.xml Da Novembre 2013, 

partecipo ad un pro-

getto finanziato 

dall'Unione Palvare-

ta Nova e dalla Coo-

perativa Charta di 

Mantova, come gui-

da turistica per il 

complesso di Villa 

Medici del Vascello 

di San Giovanni in 

Croce (CR). Questo 

comprende, anche, la 

traduzione di tutto il 

relativo materiale in-

formativo. 

Since November 

2013, I have been 

participating in a 

project funded by 

the Palvareta No-

va Union and the 

Charta Coopera-

tive of Mantova, 

working as a tour 

guide for the Vil-

la Medici del 

Vascello complex 

in San Giovanni 

in Croce (CR). 

This also inclu-

des translating all 

related informa-

tional material. 

F 1989 MANTOVA LINGUE, CULTURE, 

COMUNICAZIONE 

000044_it.xml Da ottobre 2008 fre-

quento un corso di 

danze caraibiche e 

da settembre 2011 le 

Since October 

2008, I have at-

tended a Carib-

bean dance 

M 1988 REGGIO 

EMILIA 

SCIENZE DELL'EDU-

CAZIONE 
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insegno anche ai 

bambini. Ho molta 

passione per il canto 

e ho recitato in una 

compagnia teatrale 

(musical) da ottobre 

2004 a maggio 2008. 

course, and since 

September 2011, 

I have also been 

teaching it to 

children. I am 

very passionate 

about singing and 

performed in a 

musical theatre 

company from 

October 2004 to 

May 2008. 

007725_it.xml Buone capacità di 

scrittura, sia profes-

sionale che creativa 

(saggi, articoli, ro-

manzi, poesie), ac-

quisite innanzitutto 

grazie alla passione, 

secondariamente 

partecipando a due 

corsi, uno di scrittura 

professionale, uno di 

scrittura creativa. 

Sono stata, inoltre, 

'direttore responsabi-

le' del giornale sco-

lastico. 

Good writing 

skills, both pro-

fessional and cre-

ative (essays, ar-

ticles, novels, po-

ems), acquired 

primarily through 

passion and sec-

ondarily by at-

tending two 

courses: one in 

professional writ-

ing and one in 

creative writing. I 

was also the 'edi-

tor-in-chief' of 

the school news-

paper. 

F 1993 PIACENZA SCIENZE DELL'EDU-

CAZIONE PER IL NI-

DO E LE PROFESSIO-

NI SOCIO-

PEDAGOGICHE 

007696_it.xml Competenza nella 

progettazione e rea-

lizzazione di sceno-

grafie per opere tea-

trali e feste a tema 

maturata attraverso 

l'esperienza di volon-

taria; realizzazione 

di opere in sartoria 

da destinare in bene-

ficenza maturata 

grazie all'esperienza 

di volontaria. 

Expertise in de-

signing and creat-

ing stage sets for 

theatrical produc-

tions and themed 

parties, gained 

through volunteer 

experience; crea-

tion of tailoring 

works to be do-

nated to charity, 

also acquired 

through volunteer 

work. 

F 1993 BRINDISI MANAGEMENT DEL-

LA TRANSIZIONE 

ECOLOGICA 

007940_it.xml Sono cantante sopra-

no in un'associazione 

corale. Ho imparato 

a cantare grazie a 

corsi di canto svolti 

durante le scuole 

medie e superiori. 

 I am a soprano 

singer in a choral 

association. I 

learned to sing 

thanks to singing 

courses taken 

during middle 

and high school. 

F 1992 PESARO E 

URBINO 

SCIENZE INFERMIE-

RISTICHE ED OSTE-

TRICHE 

008073_it.xml Buona capacità di 

lettura in pubblico 

(dal 2008 lettrice du-

rante la Santa Mes-

sa). 

Good public 

reading skills 

(since 2008, 

reader during Ho-

ly Mass). 

F 1990 MANTOVA SCIENZE DELLA 

FORMAZIONE PRI-

MARIA 

000105_it.xml Buone capacità nella 

stesura di testi scritti 

acquisita durante il 

Good skills in 

writing texts ac-

quired during my 

F 1985 CATANZARO SCIENZE DELLA 

FORMAZIONE PRI-

MARIA 
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mio percorso di studi 

e il tirocinio post-

laurea. 

studies and post-

graduate intern-

ship. 

008065_it.xml Mi piace leggere e 

scrivere, ogni tanto, 

durante il tempo li-

bero. Mi affascina 

particolarmente il 

campo della psicolo-

gia. 

I enjoy reading 

and writing occa-

sionally during 

my free time. I 

am particularly 

fascinated by the 

field of psychol-

ogy. 

M 1989 MODENA INDUSTRIA 4.0 

(SCUOLA DI E4E 

(ENGINEERING FOR 

ECONOMICS - ECO-

NOMICS FOR ENGI-

NEERING)) 

000046_it.xml Ho suonato il flauto 

traverso per 5 anni e 

il flauto dolce per 10 

anni. 

I played the 

transverse flute 

for 5 years and 

the recorder for 

10 years. 

F 1988 REGGIO 

EMILIA 

AUTISMO E DISTUR-

BI DELLO SVILUPPO: 

BASI TEORICHE E 

TECNICHE D'INSE-

GNAMENTO COM-

PORTAMENTALI 

007805_it.xml Cantante, pianista 

acquisite durante il 

tempo libero e men-

diate formazione 

scolastica presso il 

conservatorio. 

Singer and pia-

nist skills ac-

quired during 

free time and 

through formal 

education at the 

conservatory. 

F 1992 MODENA INGEGNERIA GE-

STIONALE 

007973_it.xml Fotografia (tempo li-

bero). Pianoforte, 

teoria e solfeggio, 

canto corale (cinque 

anni di conservato-

rio). 

Photography 

(free time). Pi-

ano, music theory 

and solfeggio, 

choral singing 

(five years at the 

conservatory). 

F 1992 VERONA SCIENZE DELL'EDU-

CAZIONE 

000071_it.xml Propensione alla 

scrittura: soggetti, 

sceneggiature, rac-

conti e poesia. 

Inclination for 

writing: subjects, 

scripts, short sto-

ries, and poetry. 

F 1981 TRIESTE HERITAGE EDUCA-

TION AND DIGITAL 

TECHNOLOGIES 

008083_it.xml Ballare come attività 

di svago, fotografia. 

Dancing as a lei-

sure activity, 

photography. 

F 1987 CREMONA DIDATTICA E PSICO-

PEDAGOGIA PER I 

DISTURBI SPECIFICI 

DI APPRENDIMENTO 

008039_it.xml Scrittura e creatività 

(formazione). 

Writing and crea-

tivity (training). 

F 1991 PARMA DIGITAL EDUCA-

TION 

000083_it.xml scrittura, musica, 

sport. 

Writing, music, 

sports. 

F 1985 GENOVA SCIENZE UMANISTI-

CHE 
Table 18:  Europass skills: Artistic 

Of the 18 individuals who completed this textual section, the majority are female and were born 

between 1981 and 1993. Their educational backgrounds vary, although degrees in the fields of 

education and training are the most represented. In general, however, the connection between the 

degree obtained and the content provided in this section is neither obvious nor direct, suggesting 

that this field is used as an additional space for self-expression. It is noteworthy that each candidate 

interpreted the task of completing this section differently: some narrate almost a personal story 

beginning in childhood, while others provide a concise list of their interests. Some explicitly frame 

these activities as leisure pursuits, whereas others link them directly to professional experiences. 

Photography, reading, writing, music, and singing are the most frequently mentioned activities.  
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More interestingly, the way these interests are presented often serves a “hidden” purpose, 

namely that of conveying information beyond the activity itself. For example, some candidates 

report having developed certain abilities through volunteer experience or as self-taught learners, 

which implicitly communicates aspects of their personality, such as initiative or autonomy. Others 

mention having won awards, thus signalling experience in evaluative contexts and the capacity to 

perform under judgement. Still others refer to having been part of groups (e.g. bands, theatre 

companies, etc.), thereby indirectly providing cues about their capacity to engage effectively with 

team dynamics. Overall, the picture that emerges is that of individuals willing to construct a 

portrayal of themselves, drawing on activities that characterise them in contexts apparently distant 

from the workplace, but which may nonetheless have meaningful implications for the 

organisational settings in which they will eventually work. It is also worth noting that the range of 

interests and hobbies reported is quite constrained. In fact, candidates tend to draw from a 

relatively limited and “acceptable” set of activities. This pattern is revealing of both individual 

strategies for self-presentation and the genre conventions that govern CV writing. The recurrence 

of certain types of hobbies suggests that candidates are strategically selecting activities that align 

with shared expectations about what can legitimately function as a resource for self-presentation in 

this context, rather than simply expressing personal preferences. Consequently, this section 

becomes a space where personal identity is negotiated within the boundaries imposed by genre 

norms and perceived employability criteria. 

 

4.2. Keyword analysis: personal dimension 

The keyword list for the section-specific subcorpus “Personal Description”, “Desired job: 

Professional Objective”, “Desired job: Desired Occupation” (CVs) predominantly indicates 

candidates’ clear intention to orient their own careers towards specific professional contexts. It 

conveys an image of recent graduates who have developed awareness of their own abilities and can 

project themselves into future professional settings. 

The dominant discourse indeed revolves around self-projection, expressed both through verbal 

forms, such as miro, voglio, auspico, aspiro, preferirei, intendo, vorrei, and, even more 

prominently, through adverbial forms. Table 19 lists the adverbial keywords that appear exclusively 

in this subcorpus. From financial considerations to meritocracy, from artistic aspects to decent 

working conditions, they collectively provide insights into the dimensions taken into account by 

recent graduates when fitting into a future workplace. 

 
Original italian English version Original italian  English version  

preferibilmente preferably umilmente humbly 

possibilmente possibly indicativamente indicatively 
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realmente really precedentemente previously 

concretamente concretely esattamente exactly 

teoricamente theoretically intensamente intensely 

idealmente ideally settimanalmente weekly 

solamente only primariamente primarily 

sufficientemente sufficiently obbligatoriamente obligatorily 

indipendentemente independently apparentemente apparently 

contestualmente contextually brillantemente brilliantly 

finalmente finally raramente rarely 

effettivamente actually nettamente markedly 

largamente largely creativamente creatively 

lavorativamente  in work-related terms immediatamente immediately 

tecnologicamente technologically materialmente materially 

intellettualmente intellectually eccellentemente excellently 

brevemente briefly prontamente readily  

puramente purely spiccatamente distinctly 

meritocraticamente meritocratically vicendevolmente mutually 

infinitesimamente infinitesimally stabilmente stably 

vivamente strongly artisticamente artistically 

dignitosamente with dignity liberamente freely 

analogamente similarly saltuariamente occasionally 

parzialmente partially specificatamente specifically 

responsabilmente responsibly differentemente differently 

attualmente currently giustamente rightly  

fedelmente faithfully virtualmente virtually 

letteralmente literally compatibilmente compatibly 

convenzionalmente conventionally appropriatamente appropriately 

produttivamente productively contabilmente in accounting terms 

piacevolmente pleasantly finanziariamente financially 

alternativamente alternatively limitatamente in a limited way 

Table 19: Adverbial keywords 

Nominal and adjectival keywords, instead, relate primarily to desired roles and professional 

functions. These range from broad and common roles, such as specialista, sviluppatore, 

nutrizionista, manager, avvocata, psicologo, professionista, biologo, ostetrica, programmatore, 

ricercatrice, to more specialised ones, such as sociopedagogista, ippoterapista, and sommelier. 

Another salient group of adjectives sheds further light on candidates’ expectations: they express a 

desire for a work environment perceived as motivante, interessante, sfidante, appagante, 

professionalizzante, and impattante. 

More space is devoted to the organisational dimension of work in the keyword list for the 

section-specific subcorpus “Job description” (job ads). The prevailing lexicon is operational and 

prescriptive, oriented towards defining the concrete actions the candidate will be expected to 

perform: occuperà/occuperai, supporterà/supporterai, inserirà/ inserirai. There is also a strong 

focus on the company’s present activities, conveyed through first-person plural verbs that introduce 

the organisational context both in descriptive terms (e.g. diamo, costruiamo, realizziamo, facciamo, 
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possiamo, investiamo, vendiamo) and in a promotional register: garantiamo, valorizziamo, 

proponiamo, promuoviamo, assicuriamo, influenziamo. A second lexical group involves 

compensation and employment benefits, with keywords such as ral, retribuzione, stipendio, 

benefits, welfare. Another salient keyword is valori, which appears together with adjectives such as 

meritocratica, qualificata, inclusiva, sostenibile, innovativa. Finally, an additional key dimension 

concerns the configuration of work and organisational arrangements, reflected in terms such as 

smartworking, coworking, flexible, and orario.  

Given the general meaning of the keyword valori, it is particularly noteworthy to zoom in into 

how it is framed and how organisations further specify or unpack this concept. Using the random 

sampling function in #Lancsbox X, a sample of 20 concordance lines containing the keyword 

valori was extracted from the “Job description” subcorpus (absolute frequency of 135 across 118 

texts).  

Results are in Table 20.  
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Job ad Left context 
Key 

Word 
Right context Business sector 

736206.xml 
contraddistingue per un forte senso della famiglia. Alcuni dei valori 

che caratterizzano la realtà sono l’artigianalità e 

l’indipendenza 

textiles, clothing and manufactu-

ring 

752455.xml Farai parte di una cultura inclusiva guidata dai nostri valori con processi strutturati. Inoltre, avrai accesso a large-scale retail 

769176.xml 
ambiente inclusivo e rispettoso della tua unicità e dei tuoi valori 

sviluppando le tue abilità con programmi di training 

continuativi 
business services/consulting  

769371.xml in IKEA? CHI SEI - Credi anche tu nei valori IKEA e li applichi nella vita quotidiana. - Hai large-scale retail 

704920.xml del business e ancor più con la cultura, i valori e l’identità di Fincons. Accesso ai corporate benefits IT/electronics  

764770.xml lavorare in EY: EY si definisce attraverso i suoi valori di integrità, trasparenza e passione. EY si concretizza business services/consulting  

735476.xml in azienda (prodotti e servizi bancari); - valori identitari del Credito Cooperativo; - ruolo e squadra. credit and insurance  

753805.xml curiose, dinamiche, talentuose e che condividano i nostri valori CHI SEI: • Hai conseguito un titolo di large-scale retail 

708757.xml 
occasione perfetta per capire la nostra missione, i nostri valori 

e come il nostro lavoro impatta positivamente sulla vi-

ta delle 
large-scale retail 

771751.xml dotate di entusiasmo, creatività e che condividano i nostri valori di innovazione, vicinanza, impegno, spirito di squadra credit and insurance  

707748.xml 
i profili da inserire nel nostro Staff  apprezziamo i seguenti  valori 

e aspetti caratteriali: passione,  determinazione, entu-

siasmo,             
business services/consulting  

750712.xml e Collodi). Cerchiamo persone che incarnino i nostri valori non abbiano paura di sfidare, innovare, sperimentare large-scale retail 

770733.xml 
sempre la persona al centro. Se condividi i nostri valori 

presenta la tua candidatura come consulente finanzia-

rio e avrai 
credit and insurance  

711897.xml 

prodotti gestionali aziendali. Cerchiamo persone che si identi-

fichino nei 
valori 

aziendali, orientate all’innovazione, con un forte spiri-

to 
IT/electronics  

771666.xml l’efficienza e la qualità dei processi. Guidata da valori cardini: pone le sue persone al primo posto, IT/ electronics  

731235.xml onestà, l’iniziativa e il divertimento: questi i valori che ci rendono la prima scelta per i nostri clienti business services/consulting  

736488.xml 

Conoscenza, inclusione, formazione continua e innovazione 

sono i 
valori che guidano e ispirano il mondo di Sidea Group e business services/consulting  

756789.xml 

rispetto, immaginazione, semplicità e spirito imprenditoriale 

sono i 
valori 

che ricerchiamo nelle nostre persone. Se ti riconosci 

ed 
business services/consulting  

751231.xml 

combinando esperienza professionale variegata con specializ-

zazioni settoriali. I 
valori 

di consapevolezza, integrità, collaborazione, esplora-

zione e passione 
business services/consulting  

772713.xml 
alla Parità di Genere. Una realtà che fa dei valori 

di Cura, Passione, Collaborazione, Responsabilità, 

Apprendimento 

recruitment, selection and/or job 

placement 

Table 20: KWIC for valori 
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The recurring patterns primarily concern the construction of a familiar, authentic and inclusive 

image, where respect for each individual’s uniqueness is strongly emphasised and people are placed 

at the centre of organisational processes. At the same time, high standards of enthusiasm, creativity, 

initiative and talent are also required. Overall, the conveyed message is that of dynamic and 

innovative work environments that never remain static. The same applies to professional training, 

which is guaranteed to be continuous and tailored to individual needs. 

Finally, the way in which almost all companies frame the message reveals that they do not 

present the recruitment process to candidates as mere skill matching. Rather, they present it as a 

process of Person-Organisation fit, in which organisations seek individuals who embody, share and 

identify with the proposed values. These values simultaneously function as elements of attraction 

for candidates who aspire to work in a workplace characterised by those specific values. 

 
5. Discussion and conclusion 

 
If “the job search/recruitment process is a matching game” (Backhaus, 2004, p. 118), written 

information constitutes one of the first ways in which prospective applicants and organisations 

learn about each other. In this chapter, the notion of “matching” has been explored initially through 

keyword analyses, which can be useful to “spot traces of discourse in language” (Baker, 2004, p. 

347). Accordingly, this analytical tool was adopted to compare the salient features of groups of 

textual sections drawn from both Curricula Vitae and job advertisements, thereby providing an 

initial empirical basis for examining how candidates and organisations discursively construct 

themselves within the recruitment encounter. 

Findings indicate that the salient features of each corpus tend to be largely corpus-specific, thus 

making it difficult to establish a clear correspondence through corpus-scale keyword metrics. This 

reflects the dual purpose of the keyword analysis in this study: first, to identify lexical items 

uniquely characteristic of each section-specific subcorpus, and second, to serve as a kind of 

“thermometer” for the match between CV and job advertisement subcorpora, providing a tool to 

reveal the patterns of divergence between the two text types. Indeed, the keyword comparison 

showed that lexical forms dominant in job advertisements do not necessarily recur with the same 

frequency or take the same form in CVs.  

Job advertisements, in particular, are characterised by highly specialised terminology, through 

which organisations precisely formalise access requirements both in terms of academic 

qualifications and in terms of specific tools or software that candidates are expected to use. 

Through recurrent references to technical standards, regulatory compliance, specialised 

instrumentation, and specific software packages, organisations appear to construct an ideal 

candidate profile that presupposes fine-grained technical competence, while at the same time 

orienting recruitment towards early-career applicants who may possess only general or emerging 
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forms of such competences. A closer look at the contextual information organised as metadata 

reinforces this almost paradoxical dynamic. For instance, applicants holding higher qualifications, 

such as a Professional Master’s Programme or a PhD, who would arguably possess more advanced 

disciplinary or technical knowledge, definitely are not the target profile for this recruitment 

channel. 

Moreover, the recruitment trajectory emerging from the job board clearly privileges a narrow set 

of domain areas (notably engineering and IT-related fields) and this is evidently reflected in the 

language used as well. Alongside highly specialised forms of disciplinary knowledge, however, the 

job advertisements also highlight two elements that appear as recurring patterns: the requirement 

for English language proficiency and the expectation of digital skills tied to a specific software 

suite (Microsoft Office). Far from being taken for granted, these characteristics appear as essential 

and foregrounded requirements, despite widespread narratives portraying young people as 

inherently globally oriented, multicultural, and digitally competent (Viera et al., 2024). 

With regard to IT competencies, the analysis suggests that certain standardised forms, often 

linked to dominant brands, have come to function as proxies for specific required competencies. 

Yet, candidates may express equivalent skills through alternative formulations or by referencing 

similar tools produced by other providers. This raises important considerations for semantic 

matching systems, which may for instance over-rely on brand-specific terminology and thereby 

miss competencies expressed differently (Hunkenschroer & Luetge, 2022). 

Through in-depth concordance analysis, it was also possible to examine how organisations 

discursively position themselves in relation to applicants. Job advertisements frequently address 

candidates directly, using the second-person singular to specify tasks and responsibilities, while 

simultaneously employing first-person plural forms to speak on behalf of the organisation. The 

latter serve a dual function: they describe concrete operational aspects and they promote a positive 

and appealing image of the company. The job ads also highlight practical dimensions of 

employment, including working arrangements, remuneration, and associated benefits, thereby 

communicating to candidates both the expectations and the advantages tied to the role. 

Keywords in the “job description” section of job advertisements also include valori (values). 

Although distinctive of this section compared to the others, this word is not particularly frequent 

and widespread: it appears with an absolute frequency of 135 across 118 texts (please note that this 

section was completed in every job ad). By expanding the search through wildcard queries, both in 

Italian (valor*) and in English (value*), the absolute frequencies do not substantially modify the 

overall picture: value (28), values (1), valore (72), valorizzazione (31), valorizzati (20), valorizzare 

(18), valorizzando (12), valorizziamo (10), valorizza (8), valorizzanti (2), valorizzandone (2), 

valorizzato (1), valorizzano (1). Similar patterns emerge with related expressions identified through 

wildcard searches, such as cultur* (absolute frequency of 124 across 100 texts), vision* (absolute 

frequency of 45 across 41 texts), and mission* (absolute frequency of 58 across 50 texts). 
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Thus, despite the fact that recruitment messages represent the applicant’s first chance to analyse 

the perceived fit and that organisations should therefore provide detailed information about their 

environment and organisational culture (Wei et al., 2016), only few companies explicitly articulate 

such aspects in their job descriptions. 

Among those that do, however, some interesting discursive patterns emerge. Organisations tend 

to present themselves as offering a particular type of work environment, often innovative, 

inclusive, and characterised by continuous learning, framed as the product of values shared by the 

people who already are part of the company and which they expect candidates to identify with. In 

this sense, values function simultaneously as elements of attraction for applicants seeking 

workplaces characterised by specific cultural features and as signals of what the organisation 

regards as desirable traits in potential recruits; this mechanism perfectly embodies the dynamics 

described by Person-Organisation fit theory and the Attraction-Selection-Attrition framework (De 

Cooman et al., 2009; Van Vianen et al., 2012). 

Exploring the uses of conoscenza (knowledge) and capacità (capability) also made it possible to 

identify several recurring features that define the most commonly requested attitudes. In particular, 

the labels problem solving and teamworking - the former functioning almost as a formulaic 

expression and the latter appearing through a number of alternative lexical realisations - emerged as 

the most frequently included requirements in job advertisements. 

With regard to the Curricula Vitae, what emerges most clearly is the use of less specialised 

vocabulary, with the discourse revolving around two main trajectories: personal characteristics and 

expectations for the future. Concerning the former, candidates explicitly refer to their own 

attitudes, particularly those that also have an impact on the collective or social environments in 

which they are introduced (for instance, socializzazione, empatia, competitività). At the same time, 

these traits are conveyed implicitly through the description of non-professional activities, which 

often serve a “hidden” strategic function: they communicate information beyond the activity itself 

that become interpretable only through a close reading of texts and an understanding of the extra-

linguistic context to which they refer. 

As for expectations regarding their professional future, recent graduates appear to have a clear 

sense of their career goals and to be capable of articulating them, often through verbs expressing 

intentionality and willingness. Moreover, they are able to define not only the characteristics of the 

desired role, but also the qualitative dimensions of work that they deem important: adjectives and 

adverbs that describe how they would like their job and organisational environment to be. 

Taken together, these patterns strengthen what has been discussed in Chapter 1, namely that the 

CV can function - and is indeed used by some applicants - as a self-presentational vehicle (Tyler & 

McCullough, 2009), with a narrative dimension embedded in it (Lipovsky, 2014), moving from 

past experiences to future aspirations and thereby constructing a coherent personal and professional 

self-portrait. Therefore, rather than being treated as a “monolithic group” (Ng et al., 2025, p. 1131) 



131 
 

characterised by clear-cut, distinct and widely shared traits, what emerges is a demand for the 

personalisation of one’s own path; one that begins with an understanding of individual 

characteristics. Instead of employing generational categories, which by definition entail processes 

of categorisation and simplification (Lazazzara & Quacquarelli, 2025) of personal attitudes, 

knowledge and capabilities, the CV proves to be a valuable means of eliciting not standardised 

information but personal, targeted, and physically embedded information. Such information is 

anchored in a specific person rather than in an abstract, socially constructed generational label 

(Salvi et al., 2022). 

For this reason, it is important to emphasise, here as in the previous chapter, the issue of unfilled 

sections in both CVs and job advertisements. The findings discussed suggest that the pursuit of 

Person-Organisation fit may indeed unfold through an initial encounter, a first relationship that 

takes shape discursively (Kang et al., 2016). Alongside the linear matching of skills, qualifications 

and formal requirements, alignment may also emerge from how each actor constructs their own 

self-portrayal. For instance, the search for candidates who share the value of passion for one’s work 

may be facilitated not only by the explicit appearance of the word “passion” in a CV, but also by 

reading a textual section in which an applicant reports having studied a musical instrument since 

childhood. Similarly, the search for individuals capable of working in teams may be supported not 

only by the explicit keyword “team working”, but also by a narrative in which an applicant 

describes long-term engagement in a team sport. 

Encouraging the completion of these sections, by both organisations and candidates, could 

therefore lead to a more informed and multidimensional understanding of fit; one that, however, 

relies on a contextualised and socially oriented reading of both documents. In this sense, free-text 

fields serve as discursive spaces (Arlotti et al. 2023) in which meanings circulate beyond the 

confines of standardised categories, allowing implicit cues, personal stories and situated forms of 

knowledge to emerge. 

 

5.1. Theoretical and practical implications 

From a theoretical point of view, as previously outlined, the debate concerning the validity and 

usefulness of the concept of “generation” - intended as an artificial social construct representing 

individuals born within a particular  range of years - and consequently, the existence of 

generational differences, particularly in work-related phenomena, processes, and policies, is 

ongoing and far from over (Campbell et al., 2017; Costanza et al., 2023). This study sought to 

illustrate, though not exhaustively, the different perspectives in the literature and contribute to the 

debate through an empirical investigation based on purpose-built corpora zooming in onto the 

“human linguistic behaviour” (Gillings & Kopf, 2024, p. 297) manifested in the relationship 

between two specific actors in the Italian labour market. 
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When discussing and interpreting the findings, the intention has been to remain grounded in 

what the two involved parties actually express, and to intersect corpus data with contextual 

information organised, quantified and represented as metadata. Therefore, the theoretical (and 

practical) implications of this work should not be assumed to pertain to a specific generation with 

which organisations interact, but rather to a population of recent graduates from an Italian 

university, on the one hand, and the organisations interested in their profiles, on the other -  two 

groups that “dialogue” through texts which, for both, constitute one of the earliest forms of 

constructing and promoting their identities (Tyler & McCullough, 2009; Łącka-Badura, 2015). 

In this sense, it has been discussed how privileging an individual rather than a generational view 

of candidates can be particularly productive; one that relies also on a situated and contextualised 

understanding of what is conveyed through language use. In this regard, and with reference to P-O 

fit, although, as argued by Tholen (2024, p. 709), “the requirement for organisational fit within the 

hiring process is rational and part of the consensual matchmaking between workers and employers 

that defines the modern professional labour market”, this does not mean that no critical issues arise. 

As the author notes, establishing organisational fit is ultimately a form of evaluation that involves 

categorisation and legitimation: “those in the position to make hiring evaluations, categorise 

candidates on acceptability” (p. 710), and such processes may result in forms of social exclusion. 

One way of counteracting this risk, according to Tholen (2024), lies precisely in making the 

assumptions and presumed characteristics of organisational culture explicit - a practice that could 

be operationalised, for instance, already within recruitment materials. Organisations should 

therefore use job advertisements not only to specify the technical aspects of the position, but also to 

communicate rich, specific information about themselves. By constructing a more detailed 

organisational self-portrait, they can help candidates to assess their potential fit more accurately 

and to make more informed decisions regarding their application.  

In interpreting the results and the communicative function of these documents, it is however 

both interesting and necessary to reason on the possibility of strategic language use on the part of 

both organisations and candidates. Even within a highly specific context such as that of 

AlmaLaurea - which, by precisely delimiting the labour market segment in which it operates, 

partially mitigates power asymmetries between organisations and applicants by providing a 

protected and privileged channel of interaction - language is nonetheless used to negotiate what is 

essentially an organisational and transactional procedure (Breeze, 2013).  

From the candidates’ perspective, the language of CVs may reflect not only how individuals 

genuinely perceive themselves, but also how they believe they are expected to present themselves 

within the managerial culture they are addressing. As discussed in Section 4.1 with respect to the 

communication of non-professional activities, recurring narrative patterns suggest a dual effort: on 

the one hand, to construct a self-portrait by drawing on experiences apparently distant from the 

workplace; on the other, to do so through a set of activities and details that appear carefully, and 
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strategically, selected and regulated. A similar strategic dimension can be observed on the 

organisational side. Given that job advertisements are designed to attract the most suitable 

candidates, the selective omission of certain types of information becomes particularly meaningful. 

For instance, the limited attention paid to organisational culture (as discussed in Section 5 of this 

chapter), or the absence of explicit references to environmental sustainability and diversity, equity, 

and inclusion (as discussed in Section 5 of Chapter 2), may reflect communicative choices aimed at 

shaping the applicant pool, potentially discouraging candidates whose values might be perceived as 

misaligned with organisational priorities.  

Taken together, these considerations underscore the complexity of the communicative encounter 

between candidates and organisations, further calling into question attempts to objectively quantify 

Person-Organisation fit once the strategic dimension of language use on both sides is 

acknowledged. 

The practical implications of this study mainly concern university placement services and 

AlmaLaurea. Beyond the issue of unfilled sections and the question of whether and how certain 

types of information should be standardised, an additional point concerns the use of insights 

extracted from job advertisements, especially with regard to the design of university programmes. 

For instance, the analysis showed that proficiency in English and, even more prominently, in the 

Microsoft Office suite are requirements consistently demanded across sectors. Equipping students 

with these competences thus appears to be a prerequisite for employability in the fields most 

represented on the platform. 

A further consideration relates to those who remain effectively excluded from employer 

searches. The current recruitment patterns on the platform risk marginalising candidates whose 

qualifications fall outside the dominant disciplinary areas, as well as those holding higher academic 

degrees. This suggests the need for targeted strategies to ensure that the placement system supports 

not only the majority groups aligned with market demand but also individuals whose trajectories 

diverge from the dominant ones. 

To conclude, a mention on the growing use of AI tools in recruitment - both for CV scanning 

beyond keyword matching, where algorithms are used to score or rank candidates and identify the 

best fit (Hunkenschroer & Luetge, 2022), and for the automated generation of job advertisements, a 

practice which Wiles and Horton (2025) show to result in content that is more generic and less 

informative for jobseekers. Far from uncritically demonising algorithmic approaches and 

indiscriminately advising against their adoption - which would now be anachronistic given their 

widespread use - this study instead calls for their appropriate and informed development and use 

(Kelan, 2024). For instance, this involves incorporating procedures for the design of more accurate 

and specialised AI tools, that can be fine-tuned on carefully curated data whose structure and 

limitations HR professionals understand, thus enabling them to interpret algorithmic outputs with 

the necessary awareness. Above all, these tools should not be intended to replace humans, but at 
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most to support their activities, thus rejecting forms of standardisation, oversimplification and 

categorical reduction of individuals - and their discourse. 

 

5.2. Conclusion 

The keyword analysis presented in this chapter was carefully selected from among many 

possible analyses, given the size and variety of content in the corpora being compared, as it was 

considered the most conceptually appropriate method for a first exploratory overview of the 

relationship between the CV corpus and the job advertisement corpus. Assuming that, as 

highlighted by Carradini et al. (2025, p. 650), “the researcher is led to potentially more interesting 

findings through follow-up qualitative interrogation and interpretation” and “it is worth 

emphasising the iterative process entailed in a CADS analysis; the constant back-and-forth between 

the more quantitative corpus linguistic element with the more qualitative discourse analytical side”, 

the attempt was made, albeit again opting for a few concordances and full texts analyses out of the 

many possible alternatives, to dig into the context of word use, thus favouring a direct restitution of 

what was expressed by the actors involved and obtaining a more accurate picture of how keywords 

function in texts (Baker, 2004). 

As revealed by the keyword analysis, a fundamentally quantitative comparison conducted 

through a surface-level matching procedure, establishing a direct parallel between the two domains 

proves far from straightforward. Each actor interprets the platform’s sections in different ways and 

constructs meaning that is specific to its own communicative practices. This underscores, once 

again, despite the widespread assumption that alignment between candidate profiles and 

organisational expectations can be captured through formal textual correspondence (Lavanchy et 

al., 2023), that language use is inherently contextual and socially situated.  

In other words, candidates and organisations appear to “speak two different languages”: this 

does not necessarily imply that they are discussing different topics, but rather that, at a formal 

level, they articulate concepts in substantially different ways. It is only through a fine-grained and 

contextualised reading of both CVs and job ads that such formal “mis-matches” can be 

qualitatively examined and meaningfully interpreted. This interpretive process does not generate a 

numeric “score” of alignment, but rather discursive constructions - narratives produced by each 

actor - that offer insight into how they portray themselves, what they emphasise, and which aspects 

of their identity they consider to be strategically relevant.  As narratives, these texts provide cues 

that only become visible when the entire discursive framework is taken into account, rather than 

when meaning is reduced to discrete, isolated lexical matches. 

Therefore, emphasis should be placed on highlighting and paying attention to what is 

communicated and how, both by those who will make up the future workforce and by those who 
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are looking for them: the fit between the two can indeed be explored in the communicative 

encounter between the texts that represent them. 

 
6. Current limitations and further research 

 
The results of this study should certainly be considered in light of its limitations. First of all, given 

the size and richness of the two corpora constructed, and compared in this chapter, the analyses 

presented here clearly represent only some of many possible analytical paths. Not only are the 

corpora large in quantitative terms, but they are also internally rich in both textual and contextual 

information, which can be used, explored, and compared in a wide variety of ways. Future research 

may therefore draw on the findings outlined in Chapter 3 and develop further analyses, both 

qualitative and quantitative, that take advantage of the breadth and depth of the corpora. 

It is also important to note that neither CVs nor job advertisements exhaust the means through 

which candidates and companies can convey information about themselves prior to the interview 

stage, which is a step that stands out for being a moment of mutual and simultaneous information 

exchange. As far as companies are concerned, since their large-scale diffusion, firms’ websites have 

also represented a fundamental showcase for promoting organisational identities and building 

relationships with audiences (Pollach, 2005). Webpages indeed offer potential applicants an early 

further opportunity to assess whether they feel aligned with both the organisation and the job; in 

particular, if available, career pages on firm websites are frequently consulted by job seekers 

(Banks et al., 2019). Consequently, collecting a corpus of company websites could enable further 

exploration of this additional medium of presentation and attraction, providing a more 

comprehensive view of how organisations communicate their identity and values in the early stages 

of recruitment. 

Similarly, candidates also have other channels for introducing themselves to employers before a 

direct, face-to-face encounter (whether through in-person or videoconference interview). For 

instance, due to technological progress, a practice that has become increasingly common in recent 

years is that of asynchronous video interviews, in which candidates are shown pre-defined 

questions on screen and their answers are recorded via webcam and microphone, thus allowing 

interviewers to evaluate them at a later stage (Basch et al., 2021). In this regard, the construction of 

a multimodal corpus of asynchronous video interviews that aligns multiple discursive modes (i.e. 

textual transcriptions and video data) would provide valuable tools for examining how meaning is 

generated both within and across different modalities (O’Keeffe et al., 2024). Moreover, within the 

new AI-based approach to hiring, videos of candidates answering pre-determined interview 

questions are increasingly being evaluated through technologies such as machine learning 

algorithms, similarly to what already happens with CV screening. Yet, studies show that applicants 

still clearly feel the need for human interaction in the evaluation process, expressing a desire for the 
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maintenance of human elements in evaluation and seemingly preferring “the devil they know” 

(human biases and intuition) over the one they do not (Artificial Intelligence evaluation algorithms) 

(Mirowska & Mesnet, 2022, p. 364). 

Another limitation of this study arises from the absence of longitudinal data, which would 

enable changes in both CVs and job advertisements to be observed over time. Due to the short 

period over which both corpora were collected, the analysis provides a snapshot of a limited 

window of time rather than capturing potential evolutions or trends.  

Furthermore, it would be interesting to observe the continuation of the hiring process applied to 

one or more job advertisements taken as case studies. Future research could therefore examine who 

answers to certain job advertisements and why, who is selected for interviews after the initial CV 

screening (and on what basis), and, eventually, who is hired. Such an enhancement would make it 

possible to see in action how the information contained in both CVs and job announcements 

influences the match between candidates and employers. A supplementary promising direction for 

research would involve integrating qualitative insights through direct engagement with recent 

graduates, too. Conducting interviews or focus groups with the authors of the analysed CVs and the 

primary users of the AlmaLaurea notice board would make it possible to explore how they interpret 

and evaluate job advertisements. Such an approach would allow for a valuable triangulation of 

findings, helping to verify whether candidates’ expectations and readings of the texts align with the 

discourse patterns identified through corpus analysis. 
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Conclusion  

 

As Zinn (2020) argued, and as it is proposed in the present thesis with particular reference to HRM 

research, the gap between quantitative big data approaches and the qualitative analysis of large 

collections of data can be overcome by using a mixed-methods design - like that typically 

employed in corpus methods, as highlighted by Pérez-Paredes and Curry (2024). Moreover, as 

suggested by Egbert et al. (2020, p. 72), corpus data has been evaluated, analysed and finally 

interpreted, with the aim of “transforming the data into linguistically meaningful information”. 

The usefulness of exploring recruitment practices involving a well-defined segment of the 

Italian labour market through job announcements and Curricula Vitae firstly lies in the relationship 

existing between these two forms of business communication, which is linguistic and social in 

nature. In fact, just as “applicants tend to focus on “ideal” features of a future job and organisation 

that they want to attain, and this information comes from job advertisements and organisational 

websites” (Barrick & Parks-Leduc, 2019, p. 182), in the same way the Curriculum Vitae is the 

“first means a job candidate has to communicate with a potential employer” (Nemanick Jr. & 

Clark, 2002, p. 206). Much, therefore, is at stake for both sides already in the pre-interview stages, 

which are crucial in determining the onset of mutual attraction.  

In addition, Van Vianen et al. (2012) argue that the perceived fairness of the selection procedure 

shapes applicants’ reactions toward the organisation, as it is interpreted as a signal of the 

organisation’s fairness values. This relates both to the importance of not underestimating the 

Curriculum Vitae as a critical self-presentational communicative tool (Tyler & McCullough, 2009) 

and to the caution suggested by Lavanchy et al. (2023) regarding the blind adoption of algorithms 

in hiring and selection. Indeed, consistent with observations in other high-stakes contexts, 

applicants were found to prefer human control over AI in résumé screening due to a perceived 

greater fairness under a human-led decision-making structure compared to an AI-led one (Ling et 

al., 2024). In this regard, others also accounted for two polarised attitudes, not of applicants, but of 

recruiters, in situations where they were offered algorithm-based recommendations during résumés 

screening: “algorithm aversion, which reflects a general distrust of and preference for human 

recommendations; and automation bias, which corresponds to an overconfidence in the decisions or 

recommendations produced by algorithmic decision-support systems” (Lacroux & Martin-Lacroux, 

2022, p. 1). 

More broadly, there is an ongoing debate regarding people’s perceptions of AI in the context of 

hiring decisions. On the one side, it has been argued that AI is inherently more objective and that 

this can lead not only to greater procedural justice and informational fairness, but also to increased 

consistency and predictive accuracy (Ling et al., 2024), with some scholars proposing interventions 

such as transparency and anthropomorphism to shape perceptions of algorithmic fairness in 
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personnel selection (Ochmann et al., 2024). Within this context, the notion of objectivity therefore 

refers to the “aspiration to eliminate the influence of personal judgment from the standardised 

measurement and testing processes of individual characteristics so that the test results do not vary 

depending on the person conducting the measurement” (Seppälä & Małecka, 2024, p. 7). 

On the other side, however, recent studies also show that precisely this assumption of 

objectivity may lead those being evaluated to perceive algorithmic recruitment tools as unfair, since 

it makes it more difficult for candidates to engage in impression management and influence 

decisions, and because such systems lack human connection, perceived empathy, and interpersonal 

warmth (Hilliard et al., 2022). According to these findings, efforts to make recruitment funnels 

more objective and standardised - and thus, ideally, fairer by reducing bias - have paradoxically 

resulted in them being perceived as more unfair, precisely because they dehumanise the hiring 

process (Seppälä & Małecka, 2024). More generally, algorithmic decision-making increases the 

standardisation and categorisation of procedures, namely a process that, however, has its roots prior 

to the diffusion of these systems and proves to be one of the distinctive features of contemporary 

society, which Fourcade and Healy (2024) defined as an “ordinal society”; one that is oriented 

toward, justified by, and governed through measurement. As technology has made it possible to 

grasp the totality of people’s lives in the form of discrete and standardised units of information, “an 

ordinal society creates order through automated ranking and matching” (Fourcade & Healy, p. 2). 

In this regard, it is worth mentioning the following reflection by Numerico (2025, p. 379): 

 

the ability to quantify and organise decisions based on a mathematical function, extracted from 

correlations found regularly or schematically in data, assumes continuity between the past and 

the future. It presupposes the existence of a stable world. But in contingent situations - such as 

social relations, which are mainly dealt with by projects supporting or automating decisions 

about people’s lives - this assumption is not valid. [...] In these cases, the ability to predict the 

future based on patterns from the past only concerns the collective probabilities of a series. The 

statistical system is capable of providing not predictions about individual situations, but statistics 

relating to the general series. Yet the data is instead used to make predictions about concrete and 

personal situations, intervening to change the lives of individuals [...]. 

 

In the present thesis, through the theoretical frameworks discussed and adopted and the employed 

methodological approach, that “requires as much commitment to the computer-assisted profiling of 

corpora as to the human-led investigation of those discursive phenomena which (at present at least) 

are beyond the reach of automated analysis” (Gillings et al., 2023, p. 7), corpora have been 

therefore intended as a “representation of the experience of subjects using language in ways that 

are appropriate to the context in which they find themselves” (Anastasi, 2025, p. 60). 

Consequently, the corpus is not a black box (Partington et al., 2013, p. 12) but a source, and “the 
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way in which this source is used to extract and interpret discourse is based on the flexibility of this 

framework, where research procedures, research goals, and, to some extent, levels of subjectivity 

are bespoke to each investigation” (Formato, 2024, p. 14). As effectively clarified in Prentice et al. 

(2012, pp. 280-281), “the corpus tools only present the patterns in the data, leaving interpretation 

ultimately in the hands of the user”. Interpretation remains crucial because it requires considering 

the broader contexts and the various purposes for which the data can be used; in other words, 

human knowledge - which is nuanced, reflexive, and contextualised (Curry et al., 2025) - takes into 

account meaning, which precisely emerges from the social use of words in context (Brezina, 2025). 

This viewpoint is also emphasised by Carradini et al. (2025), who lists Corpus Linguistics and 

CADS as useful qualitative methods for business communication scholars to describe, interpret and 

analyse phenomena effectively, and suggest that these methods offer a way forward that remains 

“close to the text and close to the data” (p. 652) in an age where big data, LLMs, and AI are 

becoming increasingly omnipresent. 

By digging into the corpora and systematically linking corpus data with metadata, a transversal 

element emerges, one that recurs across all the analyses and has informed the discussions in each 

chapter: the frequent presence of sections that are scarcely completed, completed in highly 

heterogeneous ways, or completed by selecting “other”, thus signalling that the predefined options, 

or the mandatory nature of certain fields, do not always meet the communicative needs of the users. 

In several cases, information that the platform intended to be placed in a specific section is instead 

incorporated elsewhere, thus adapting the boundaries of the template to one’s own communicative 

intentions; in other cases, the absence of a dedicated section leads users to include information 

according to their own preferences, revealing communicative priorities not anticipated by the form. 

This recurring pattern invites reflection on how the communicative tools of the Curriculum Vitae 

and the job advertisement - as designed by AlmaLaurea - are actually used by the recent graduates 

and the organisations they target.  

With particular reference to free-text sections, it is noteworthy for instance that in the CVs the 

least completed fields are those relating to artistic skills (only 18 CVs out of 8,096) and technical 

skills (540 out of 8,096): although these two domains are conceptually distant, they both appear to 

be marginal (although the difference between the two is considerable). Similarly, in job 

advertisements the “technical requirements and IT skills” field is the second least filled in (595 job 

ads out of 1,859) among the free text fields, preceded only by the “previous working experience” 

field (470 job ads out of 1,859); of the latter, it can be plausibly supposed that organisations tend 

not to use it given the target candidate they are looking for. 

Overall, the structured template provided by AlmaLaurea inevitably shapes the discourse; 

however, deviations from what is expected should be interpreted as reflective of how recent 

graduates and organisations navigate, reinterpret and at times circumvent these constraints, 

expressing communicative agency within and with respect to a predefined set of constraints. These 
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deliberate choices therefore represent significant indicators of the ways in which both actors 

construct their identities within an institutionalised communicative context. Consequently, the 

patterns uncovered in this thesis demonstrate that recruitment is not only a mere process of 

matching supply and demand, but a communicative encounter in which candidates and 

organisations actively navigate and reconfigure the communicative medium available to them. And 

as recruitment processes become more and more automated, critically examining the social 

meanings embedded in texts becomes a useful interpretative tool for contemporary HRM practices. 

Approaching (and consequently encouraging the production of) Curricula Vitae and job 

advertisements not as lists or dictionaries of skills and prerequisites, treated as isolated, discrete and 

rankable items, but rather as (digital) textual objects that function as the narrative medium through 

which both parties involved reciprocally convey their identity to each other allows the informative 

and communicative value that arises from individual texts and their “relationship” to be effectively 

exploited. By addressing this narrative and relational dimension, recruitment practices can look 

beyond reductive item-based matching and instead acknowledge the richer meanings that 

candidates and organisations construct through their discourse. 

Finally, this work closes by reporting that AlmaLaurea itself recently introduced a virtual 

assistant, based on Artificial Intelligence, which has been made available to users to support them 

in navigating services and information offered by the platform. This function is available also when 

opening the general job offers notice board. When asked about its purpose (prompt: “What is your 

function?”), the assistant replied: “I am like a more experienced student9, always available 24/7 to 

answer your questions and help you make the most of all the advantages of being part of the 

AlmaLaurea community!”. Examples of services offered include assistance with CV optimisation 

and advice on using the job board successfully. At the beginning of the interaction, AlmaLaurea 

informs users that “conversations are stored so that we can improve the behaviour of the automated 

assistant. The service is in an experimental phase and some responses may be inaccurate. Please 

help us by reporting any doubts concerning the information received” and explicitly warns users 

“not to enter identifying or sensitive personal data during the conversation”. This approach 

demonstrates the organisation’s willingness to experiment with new forms of user support, as well 

as its awareness of the potential risks actually associated with the deployment of AI-driven 

(conversational) tools. 

 

 

 
 
9 It is noteworthy that the Italian version of the message employs the feminine form “studentessa”, thereby explicitly 

attributing a gendered identity to the virtual assistant. 
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Appendix/ Glossary  

 
abbiamo: we have 

acquisita: acquired 

adattamento: adaptation 

adattarci: adapt ourselves 

adatti: suitable 

adeguarsi: to adapt 

adoro: I love 

affascina: fascinates 

aiutarle: help them 

alta: high 

altamente: highly 

alternanza: alternation 

alternativamente: alternatively 

altre: others 

altri: others 

amante: lover 

amatoriale: amateur 

ambito: field / area 

analogamente: similarly 

anni: years 

anno: year 

antiriciclaggio: anti-money laundering 

appagante: rewarding 

apparentemente: apparently 

apprendimento: learning 

appropriatamente: appropriately 

arrivare: to arrive 

articoli: articles 

artificiale: artificial 

artisticamente: artistically 

ascolto: listening 

assicura: ensures 

assicuriamo: we ensure 

attestati: certificates 

attitudine: attitude 

attività: activity 

attraverso: through 

attualmente: currently 

auspico: I hope 

autismo: autism 

autodidatta: self-taught 

automazione: automation 

avanzata: advanced 

avvocata: lawyer 

aziendali: corporate 

aziende: companies 

balcanica: Balkan 

ballare: to dance 

bambini: children 

basso: low 

beneficenza: charity 

biologo: biologist 

brillantemente: brilliantly 

buona: good 

buone: good 

calcio: football 

campi: fields 

campo: field 

canali: channels 

candidato: candidate 

cantante: singer 

cantare: to sing 

cantiere: construction site 

canto: singing 

capacità: capability 

caraibiche: Caribbean 

carattere: character 

carico: load 
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casa: home 

catalogo: catalog 

centro: center 

cerca: search 

chiave: key 

chiediamo: we ask 

chimiche: chemical 

chitarra: guitar 

città: city 

compagnia: company 

compatibilmente: compatibly 

competenza: competence / skill 

competenze: competences / skills 

competitività: competitiveness 

comportamentali: behavioural 

comprende: includes 

comunicativa: communicative 

comunicazione: communication 

concentrazione: concentration 

concorsi: competitions 

concorso: competition 

concretamente: concretely 

configurazione: configuration 

conoscenza: knowledge 

conoscenze: knowledge 

consegna: delivery 

conseguimento: achievement 

conservatorio: conservatory 

consulente: consultant 

consulenza: consulting 

contabilmente: accounting-related 

contestualmente: simultaneously 

controllo: control 

convenzionalmente: conventionally 

coprire: to cover 

corale: choral 

corsi: courses 

corso: course 

costante: constant 

costanza: perseverance 

costruiamo: we build 

creativamente: creatively 

creatività: creativity 

crescente: growing 

crescita: growth 

danza: dance 

danze: dances 

data: given (v.)/ date (n.) 

dedicando: dedicating 

dedicata: dedicated 

dedicato: dedicated 

desiderano: they desire 

destinare: to allocate 

diamo: we give 

didattica: teaching 

differentemente: differently 

digitalizzati: digitised 

digitalizzatore: digitiser 

digitalizzazione: digitisation 

dignitosamente: with dignity 

dimensioni: dimensions / sizes 

dipendenti: employees 

direttore: director 

disegni: drawings 

disegno: drawing 

disponibili: available 

disponibilità: availability 

distribuire: to distribute 

distribuzione: distribution 

dolce: sweet 

eccellentemente: excellently 

effettivamente: effectively / actually 

elettrica: electric 

equiparato: equated 



151 
 

esattamente: exactly 

esigenze: needs / requirements 

esperienza: experience 

espressa: expressed 

essere: to be 

estende: extends 

estero: abroad 

fabbrica: factory 

facciamo: we do / we make 

faccio: I do / I make 

fatture: invoices 

fedelmente: faithfully 

filiale: branch 

filiali: branches 

finale: final 

finalista: finalist 

finalmente: finally 

finanziariamente: financially 

finanziato: financed 

fino: until 

fisici: physical 

flauto: flute 

flessibile: flexible 

flessibili: flexible 

flessibilità: flexibility 

formato: format 

formazione: training / education 

fotografia: photography 

franca: frank 

frequentato: attended 

garantendo: guaranteeing 

garantiamo: we guarantee 

gascromatografo: gas chromatograph 

giocoleria: juggling 

giornale: newspaper 

giovani: young people 

giustamente: rightly 

globale: global 

grazie: thanks 

gruppo: group 

idealmente: ideally 

immediatamente: immediately 

imparato: learned 

impattante: impactful 

incontrarti: to meet you 

indetto: announced 

indicativamente: approximately 

indipendentemente: independently 

indistintamente: indiscriminately 

infatti: in fact 

infermieristiche: nursing 

infine: finally 

infinitesimamente: infinitesimally 

influenziamo: we influence 

informativo: informative 

ingegneria: engineering 

innanzitutto: first of all 

innovativa: innovative 

innovazione: innovation 

inoltre: moreover / furthermore 

insegno: I teach 

inserimento: insertion / integration 

intellettualmente: intellectually 

intendo: I mean 

intensamente: intensely 

interessante: interesting 

internazionale: international 

investiamo: we invest 

ippoterapista: hippotherapist 

italiana: Italian 

italiano: Italian 

lancia: launches 

lanciato: launched 

largamente: widely 
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lavorare: to work 

professionally 

lavoro: work / job 

leggere: to read 

letteralmente: literally 

letterario: literary 

lettrice: reader 

lettura: reading 

liberamente: freely 

libero: free 

limitatamente: limitedly 

listino: price list 

logistico: logistic 

magazzini: warehouses 

magazzino: warehouse 

maggiori: major 

materiale: material 

materialmente: materially 

maturata: matured 

meccanica: mechanics 

mercato: market 

meritocratica: meritocratic 

meritocraticamente: meritocratically 

microscopio: microscope 

mio: my 

mobilità: mobility 

modalità: mode 

modo: way / manner 

molta: much 

mondo: world 

motivante: motivating 

nata: born 

nazionale: national 

necessaria: necessary 

necessità: necessity / need 

negozi: shops 

nettamente: markedly 

nostra: our 

nostri: our 

nostro: our 

novembre: November 

nutrizionista: nutritionist 

obbligatoriamente: mandatorily 

obiettivo: objective 

occasionali: occasional 

occuperà: will take care of 

occuperai: you will take care of 

offrire: to offer 

oggi: today 

oltre: beyond 

opere: works 

orario: schedule / timetable 

organizzativa: organisational 

organizzazione: organisation 

ottima: excellent 

ottobre: October 

pacchetto: package 

padronanza: mastery 

paesi: countries 

pallamano: handball 

pallavolo: volleyball 

partecipando: participating 

partecipo: I participate 

particolar: particular 

particolarmente: particularly 

parzialmente: partially 

pedagogiche: pedagogical 

percorso: path 

periodo: period 

permette: allows 

personale: staff / personal 

persone: people 

pertanto: therefore 

piace: likes / I like 
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piacevolmente: pleasantly 

pianoforte: piano 

piccola: small 

più: more 

poesia: poetry 

poesie: poems 

poetico: poetic 

possiamo: we can 

possibili: possible 

possibilità: possibility 

possibilmente: possibly 

posto: place / position 

potenzialità: potential 

poter: to be able to 

precedentemente: previously 

preferibilmente: preferably 

preferirei: I would prefer 

premetto: I state beforehand 

premio: award 

prendiamo: we take 

presenza: presence 

presso: at 

prevista: expected 

prezzi: prices 

prezzo: price 

primaria: primary 

primariamente: primarily 

principale: main 

prodotti: products 

produttivamente: productively 

produttivi: productive 

professionalizzante: professionalising 

professioni: professions 

professionista: professional 

professionisti: professionals 

progettazione: design / planning 

progetto: project 

programma: program 

programmatore: programmer 

programmazione: programming 

promuoviamo: we promote 

prontamente: promptly 

proponiamo: we propose 

propri: own 

proprietari: owners 

proprietario: owner 

protocolli: protocols 

provo: I try 

psicologia: psychology 

psicologo: psychologist 

psicopedagogia: psycho-pedagogy 

pubblicità: advertising 

pubblico: public 

punti: points 

puntuale: punctual 

può: can / may 

puramente: purely 

qualcosa: something 

qualificata: qualified 

qualità: quality 

quando: when 

quanto: how much 

questo: this 

racconti: stories 

raramente: rarely 

realizzazione: realisation 

realizziamo: we realise 

realmente: really 

realtà: reality 

recitato: acted 

regione: region 

regioni: regions 

relativo: related 

relazionali: relational 
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remota: remote 

remotizzati: remotized 

remoto: remote 

resilienza: resilience 

responsabile: responsible 

responsabilmente: responsibly 

retribuzione: remuneration / salary 

ricercatrice: researcher 

ricevimento: reception 

richiesta: request 

ricoprire: to cover / to hold (a position) 

rigoroso: rigorous 

risiedere: to reside 

rivenditori: resellers 

rivolge: addresses 

rivolto: addressed 

romanzi: novels 

rubano: they steal 

ruolo: role 

saggi: essays 

saltuariamente: occasionally 

sartoria: tailoring 

sceneggiature: screenplays 

scenografie: scenography 

scienze: sciences 

scolastica: school-related 

scolastico: school-related 

scritti: writings 

scrittura: writing 

scrivere: to write 

scuola: school 

scuole: schools 

secondariamente: secondarily 

sede: headquarters / office 

seguenti: following 

semplificare: to simplify 

servizi: services 

servizio: service 

settembre: September 

settimanalmente: weekly 

settore: sector / field 

sfidante: challenging 

siamo: we are 

sistemi: systems 

socializzazione: socialisation 

società: company / society 

sociopedagogista: socio-pedagogue 

soggetti: subjects 

solamente: only 

solfeggio: solfeggio (music theory) 

soluzioni: solutions 

soprano: soprano 

soprattutto: above all / especially 

sostanze: substances 

sostenibile: sustainable 

specializzata: specialised 

specializzato: specialised 

specificatamente: specifically 

spedizione: shipment 

spettrofotometro: spectrophotometer 

spettroscopica: spectroscopic 

spiccatamente: markedly 

sporadico: sporadic 

stabilmente: stably 

stata: been 

stato: state / been 

stesura: drafting 

stipendio: salary 

stoccaggio: storage 

studiato: studied 

sufficientemente: sufficiently 

suonato: played 

suono: sound 

supporterà: will support 
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svago: leisure 

sviluppato: developed 

sviluppatore: developer 

sviluppo: development 

svolti: carried out 

tanti: many 

tantissime: lots and lots 

tanto: a lot 

targhe: plates 

teatrale: theatrical 

teatrali: theatrical 

tecnologia: technology 

tecnica: technique 

tecniche: techniques 

tecnico: technician / technical 

tecnologicamente: technologically 

tecnologie: technologies 

teoria: theory 

teoricamente: theoretically 

teoriche: theoretical 

territorio: territory 

terze: third 

tipo: type 

tirocinio: internship 

traduzione: translation 

transizione: transition 

trasferte: business trips 

trasformazione: transformation 

traverso: through 

turistica: touristic 

tutta: all 

tutti: all 

tutto: everything 

uffici: offices 

ultimamente: lately / recently 

umanistiche: humanities 

umilmente: humbly 

umorismo: humor 

valori: values 

valorizziamo: we enhance / we value 

vecchio: old 

veloce: fast 

vendiamo: we sell 

vendita: sale 

vendite: sales 

venduti: sold 

vengono: they come 

verso: towards 

vicendevolmente: mutually 

vincita: win 

virtualmente: virtually 

vivamente: vividly / strongly 

voglio: I want 

volontaria: volunteer 

vorrei: I would like 

votazione: vote / voting 

 


