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Abstract
This paper investi gates the communicati on of well-being in the context of
Corporate Social Responsibility (CSR). Through a corpus-assisted approach
(Parti ngton et al. 2013), this study analyses an exploratory corpus of secti ons
containing social informati on, retrieved from 2022 English-writt en non-
fi nancial reports of North American, German, and Japanese companies
operati ng in three sectors (electronics, automoti ve, and biotechnology). The
aim is to explore the linguisti c and discursive strategies used by companies to
disclose informati on about well-being-related policies and how employees
are discursively represented in the context of these practi ces. An additi onal
goal is to assess whether the language used to communicate this informati on
is transparent or vague. Findings reveal that CSR disclosures on well-being
generally tend to be permeated by statements of practi ces, alongside
recurrent expressions of goals and commitment related to health and safety,
learning opportuniti es, professional and personal development, and
workplace inclusion. Some divergences emerge across the three geographical
areas and well-being-related topics with respect to the linguisti c choices that
convey transparency – in terms of the amount, accuracy, reliability, and
clarity of informati on – or those that suggest a lack of it – primarily nouns
with generic meaning. In additi on, the analysis unveils a discursive
representati on of employees as passive benefi ciaries of corporate practi ces,
thereby lacking agency in co-shaping, together with the companies, the
initi ati ves aimed at ensuring their well-being.

Keywords
well-being, employees, Corporate Social Responsibility (CSR), transparency,
vagueness

1. Introduction

Within the multifaceted concept of sustainability, its social dimension, 
alongside the environmental one, has played a signi�icant role in 
shaping governmental actions as well as corporate management 
policies, with the aim of ensuring various forms of social equity, justice, 
and equality of conditions (e.g., Giovannoni/Fabietti 2014). From a 
management perspective, besides promoting diverse and inclusive 
workplaces, companies have also had to address issues that 
continuously affect employees’ perceptions of their working life in 
order to maintain a good global reputation.
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In this scenario, greater attention has also been paid to well-being. 
This notion encompasses various aspects such as offering job 
opportunities, providing fair, digni�ied, and sustainable salaries, 
supporting professional growth, ensuring work-life balance, and 
safeguarding employees’ health and safety. These issues have become 
particularly relevant during and after the COVID-19 pandemic, as 
workers’ mental and physical health was signi�icantly challenged by 
the restrictive measures of physical and social distancing, as well as 
the widespread uncertainty about the future (e.g., Sun et al. 2023). 
Their importance has also led to their gradual incorporation into 
various CSR disclosures, including sustainability reports, company 
websites, social media, and press releases – through which companies 
promote their integrity and commitment to fair and ethical treatment 
of employees at the workplace.

Well-being has been studied primarily in the �ield of management, 
highlighting the positive impact of the successful implementation of 
well-being policies on employees’ level of proactive engagement. 
Linguists have also shown a growing interest in CSR communication, 
particularly on how issues related to sustainability are discursively 
constructed and whether they are communicated transparently or 
vaguely (e.g., Opoku-Dawka et al. 2018; Kim/Kim 2020; Bauer 2022). 
However, there is still a lack of research focusing speci�ically on well-
being and on how employees are discursively represented in terms of 
their agency within policies relating to their well-being.

This study attempts to address these gaps through a corpus-assisted 
analysis of sections on social information from 2022 non-�inancial 
reports of North American, German, and Japanese companies operating 
in the �ields of electronics, automotive, and biotechnology. In terms of 
the structure of this paper, Section 2 provides a brief account on CSR 
reporting, the issue of well-being and employees’ engagement. 
Following a brief review of linguistic studies on CSR communication, 
including those focusing on language transparency or vagueness, the 
section concludes with the research objectives. Section 3 illustrates 
the dataset, and the methodological procedures adopted to address 
these aims. Section 4 presents the main �indings of the research, and 
Section 5 makes some concluding remarks and provides suggestions 
for further research.

2. Background: CSR, well-being, and transparency vs. 
vagueness

Although there is no universally shared de�inition of Corporate Social
Responsibility (CSR), it is generally understood as the incorporation of 
environmental, social, and economic concerns into a company’s 
strategies and operations (e.g., Carroll 1979; Dahlsrud 2008). These 
aspects are disclosed by companies through various textual genres, 
including CSR reports, press releases, mission statements, corporate 
websites and social media pro�iles, with the aim of demonstrating 
ethically and socially responsible behaviours to their stakeholders, 
including investors, employees, and customers (Breeze 2012). More 
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recently, companies have also adopted the notion of Environmental,
Social, and Governance (ESG), which has a similar purpose to CSR but 
refers to the quanti�ication and measurement of corporate 
sustainability practices. Companies publish CSR and ESG disclosures 
not only to inform stakeholders about their environmental impact and 
their commitment to diversity and inclusion, but also about workplace-
related aspects such as well-being (e.g., Macassa et al. 2021).

In the context of corporate communication, the term human
sustainability commonly refers to the ful�ilment of stakeholders’ 
human needs (Kobayashi et al. 2017). These include better health, 
work-life balance, and gender equality and equity in the workplace 
(Schulte et al. 2015; Campbell 2016). According to Deloitte’s (2024) 
de�inition, human sustainability also encompasses corporate policies 
aimed at providing workers with stronger skills and greater 
employability, good jobs, and opportunities for career advancement, 
thereby also promoting equity. well-being emerges as one of the key 
aspects of the broader concept of human sustainability. It is de�ined 
differently across disciplines (Schulte/Vainio 2010), but there is 
convergence around several key elements that contribute to it, 
including physical health, happiness, work-life balance, work 
environment, social support, education, and security (Scaria et al.
2020; Jarden/Roache 2023).

In the �ield of management studies, research has shown that CSR 
practices aimed at improving employees’ well-being can enhance both 
individual and organisational performance (Kim/Kim 2020). Another 
relevant aspect is the active engagement of employees, which can be 
fostered by responsible corporate practices. As Bauer (2022) observes, 
employees’ perception of their company’s CSR commitment positively 
affects their eudaimonic well-being. Speci�ically, effective internal CSR 
practices are associated with greater work meaningfulness, autonomy, 
job involvement, and career aspirations. Employees also tend to be 
more engaged when they perceive their company as acting responsibly 
toward customers, communities, and the environment. According to 
Opoku-Dakwa et al. (2018), employees can be seen as agents of social 
change, engaged by CSR initiatives. These initiatives not only facilitate 
their engagement but also empower them to meaningfully impact 
multiple stakeholders, including themselves, their organisations, and 
external communities.

In the �ield of discourse analysis, scholars have shown interest in 
CSR and ESG communication. Particular attention has been given to 
how corporate identity is discursively constructed in disclosures 
such as annual and CSR reports (see, inter alia, Malavasi 2010, 2011), 
as well as the discursive strategies used to build trust with 
stakeholders (e.g., Malavasi 2017; Fuoli 2018). In this �ield of linguistic 
research, the discursive construction and communication of well-
being in CSR and ESG disclosures is still poorly investigated. A related 
and equally underexplored aspect concerns the discursive 
representation of employees in relation to well-being-related 
corporate practices.

To maintain a credible image and the trust of stakeholders, a 
company needs to communicate its commitment to CSR-related issues, 
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such as well-being in this context, as well as ensure that the 
communication of related information is transparent (Fombrun/Van 
Riel 2004; Kim/Lee 2018). Transparency is commonly understood as 
the open sharing of information, but it has also been conceptualised as 
information “amount” (Winkler 2000) or “completeness” (Vaccaro/
Madsen 2006). Schnackenberg and Tomlinson (2016) proposed a 
three-dimensional model of transparency, comprising disclosure, 
accuracy, and clarity. The �irst dimension concerns the completeness, 
relevance, and timely communication of the information; the second 
refers to its correctness and reliability; the third to its comprehensibility 
for the receiver. From a linguistic perspective, however, identifying 
transparent choices is challenging, as the degree of information 
transparency depends not only on the writer’s intentions but also on 
how the message is perceived by the recipients. In this sense, vagueness 
can represent a resource to help recognise potentially non-transparent 
language uses.

In linguistic studies, vagueness may be either intentionally 
ambiguous or imprecise (Channell 1994), or inherently context-bound 
in meaning (Cheng/Warren 2003). In some cases, vague language can 
serve as a strategy to make communication sound more informal, 
indirect, or natural (McCarthy 1998), to mitigate impoliteness (Carter 
1998), or to adjust the level of detail according to the communicative 
context (Koester 2007). In the context of CSR communication, Jin 
(2022) carried out a corpus-based analysis of CSR reports from 
companies in the cosmetics sectors, providing a taxonomy through 
which vague language markers may be identi�ied (see Section 3.2). In 
very recent years, a growing number of studies have explored 
transparent or vague communication of in CSR and ESG discourse in 
relation to the communication of environmental sustainability (e.g., 
Malavasi/Nocella 2025; Poppi 2025), and diversity, equity, and 
inclusion (e.g., Zaupa 2025). However, well-being-related issues have 
not yet been examined from this perspective.

Set against this background, this paper aims to analyse how well-
being is discursively constructed and communicated in CSR or ESG 
reporting, as well as to assess whether the information regarding 
companies’ approaches to well-being-related aspects is communicated 
in a transparent or vague manner. Considering the correlation between 
effective communication and implementation of well-being-oriented 
practices and the active role of employees feeling engaged in such 
initiatives, this study also aims to explore how workers are discursively 
represented in terms of their agency, particularly in the context of 
these policies.

3. Materials and methods

3.1. The corpus

This study is based on an exploratory corpus consisting of people-
related sections from non-�inancial reports such as CSR and ESG 
reports, all written in English and referring to results achieved by 
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companies in the �iscal year 2022. The reports were published by 
companies operating in the United States, Germany, and Japan, and in 
the sectors of electronics, automotive, and drugs and biotechnology. 
These countries were chosen to draw comparisons on well-being 
communication across different geographical areas. The choice to 
consider companies in these three scienti�ic sectors is driven by their 
strategic relevance as key engines of scienti�ic and technological 
innovation and progress, thereby resulting in strong pressures linked 
to innovation demands and inter-�irm competition, as well as societal 
expectations – pressures that may translate into increased internal 
competition and heavier workloads.

At the time of the data selection, each company included in the 
dataset ranked among the top three in Forbes’ 2023 list of Best 
Employers for their respective sectors.1 The choice to draw on data 
from this magazine is justi�ied by the fact that this list, developed in 
cooperation with the global data and business intelligence platform 
Statista (2025a), is based on large-scale surveys where employees 
rate their employers on factors such as work environment, salary, 
conditions, career development, diversity, and reputation (Statista 
2025b). Non-linguistic elements such as images and tables were 
disregarded to favour a focus on the language used to construct well-
being and represent employees.

The table below (Table 1) illustrates the corpus, including details on 
the selected companies, the documents analysed, and the number of 
tokens.

Table 1. Corpus structure and tokens

Country
Sectors (Companies and Reports)

Tokens
Electronics Automotive Drugs & Biotech

USA IBM
2022 ESG Report

FORD
2022 Sustainability Report

PFIZER
2022 ESG Report

29,128

Germany KÄRCHER
2022 Sustainability Report

BOSCH
2022 Sustainability Report

MERCK
2022 Sustainability Report

28,227

Japan CANON
2023 Sustainability Report 

HONDA
2022 Sustainability Report 

TAKEDA
2023 Sustainability Report

25,001

1 Although the 2023 
ranking is no longer 
available online, the 
companies selected were 
again listed among Forbes’ 
Best Employers in 2024, 
albeit in different positions 
(see Rabkin Peachman 
2024).

3.2. Methodology

The dataset was analysed drawing on the methodological lines of 
corpus-assisted discourse studies (Partington et al. 2013), using the 
corpus software Sketch Engine (Kilgarriff et al. 2014). The analysis 
was divided into two phases.

The �irst phase consisted in generating the lists of the most frequent 
nouns in the three sub-corpora to identify the ten most frequent well-
being-related words and thus the most recurrent topics associated 
with this issue. Words from the frequency lists were then examined to 
observe the recurring lexico-phraseological patterns (Sinclair 2003, 
2004), since “meaning arises from words in particular combinations” 
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rather than from words in isolation (Sinclair 2004: 148). This level of 
analysis was conducted to shed light on the linguistic and discursive 
strategies used by the companies to communicate their approach to 
different aspects of well-being. Larger textual portions were 
considered by expanding the window of co-text to identify patterns 
that could not be observed through the concordance lines. A parallel 
level of analysis was carried out to investigate whether information 
was communicated transparently or vaguely. The same concordance 
lines or larger portions of text explored in this phase were further 
scrutinised to identify linguistic expressions associated with 
completeness, relevance, accuracy, and clarity (Schnackenberg/
Tomlinson 2016), as well as those suggesting vagueness. For the latter, 
the analysis focused on the identi�ication of Jin’s (2022) vague 
expressions related to quantity (e.g., “more than”, “many”), time and 
frequency (e.g., “recent”, “often”), and degree (e.g., “important”, 
“signi�icant”). Other vague language markers that were detected 
include Channell’s (1994) vague nouns that acquire a generic meaning 
in the context of usage (e.g., “things”, “activities”), vague approximators 
(e.g., “about”, “around”), as well as quality-assessment expressions 
(e.g., Zaupa 2024), i.e., evaluative adjectives, verbs, or adverbs that are 
not preceded or followed by contextual information justifying the 
companies’ evaluation. In general, given the variable nature of 
communicative strategies, no attempt was made to quantify them, as 
such effort would be mean “counting the uncountable” (Hunston 
2004).

The second stage of the research involved the use of the tool Word
Sketch. This was employed to generate the collocates of the word 
“employee”. This function generates the collocates of any search word 
(including its plural form) and displays them sorted by their score of 
collocational strength, and distributed across different grammatical 
categories, such as the modi�iers of the word, the nouns it modi�ies, 
and the verbs where it appears as subject or object. Since the focus of 
this phase was on the discursive representation of employees in terms 
of their agency in the context of well-being policies, special attention 
was given to verbs collocating with “employee” as subject or object in 
each sub-corpus. Those with the highest scores were then analysed in 
context via their extended concordance lines. Only instances explicitly 
related to well-being were considered, and their analysis drew on Van 
Leeuwen’s (2008) framework for the discursive representation of 
social actors, more speci�ically focusing on the strategies of activation
and passivation, along with the latter’s two sub-strategies subjection
and bene�icialisation. Activation, which was investigated in the context 
of the verbs collocating with “employee” as subject, refers to whether 
social actors are represented as active agents in an activity. Through 
the strategy of passivation, observed in instances of verbs collocating 
with “employee” as object, actors are “represented as ‘undergoing’ an 
activity, or as being ‘at the receiving end of it’” – in other words, as 
lacking agency. Passivated social actors may be represented with the 
sub-strategies of subjection or bene�icialisation – i.e., the treatment of 
social actors as objects or as bene�iciaries of an action (Van Leeuwen 
2008: 44).
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4. Results

4.1. Communicating well-being

4.1.1. Frequencies

Table 2 below illustrates the �irst 10 most frequent nouns related to 
well-being in each sub-corpus.

Table 2. 10 most frequent nouns related to well-being (normalised frequencies per 1,000 words)

U.S. Germany Japan

Word Frequency Word Frequency Word Frequency

employee 4.91 employee 7.48 employee 7.12

health 4.22 health 5.60 health 6.84

safety 3.32 safety 4.07 safety 4.32

skill 1.53 training 3.58 training 3.40

equity 1.44 development 2.76 development 2.92

training 1.32 culture 2.52 right 2.52

right 1.29 leadership 2.30 career 2.16

culture 1.26 learning 1.20 human 2.08

resource 1.26 feedback 1.17 resource 2.00

growth 1.08 talent 1.17 workplace 1.96

Findings from these frequency lists show that the most commonly 
recurrent themes in the three sub-corpora are health and safety, 
learning and professional development. The prominence of the �irst 
subtopic was evidenced both by the frequency and the concordance 
analysis of the words “health” and “safety”. Similarly, the second sub-
theme was suggested by the common recurrence of “training” in the 
three sub-corpora, but also the words “development”, “feedback”, 
“growth”, “learning”, and “skill”.

Divergences were also identi�ied across the sub-corpora. First, the 
word “equity” was signi�icantly frequent in the North American sub-
corpus. Second, references to human rights were more prevalent in 
the American and Japanese sub-corpora, as signalled by the occurrences 
of “right” and “human”. In addition, opportunities for recruitment and 
professional advancement were prominent in the German and 
Japanese sub-corpora, as suggested by the frequencies of “career”, 
“leadership”, and “talent”. Lastly, references to corporate values could 
be found through the close reading of the concordance lines of “culture” 
in both the American and German sub-corpora.

The following sub-sections discuss how companies communicated 
the speci�ic aspects of well-being across the three geographical 
contexts by focusing on the �indings from words that unveiled 
identi�iable and signi�icantly recurring discursive patterns.
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4.1.2. Health and safety

As previously mentioned, the protection of workers’ health and safety 
represents a key issue in all three sub-corpora. The close reading of 
the extended concordance lines of “health” and “safety” highlighted a 
strong co-occurrence of the two words, suggesting that the corporates 
perceived these two aspects as closely related. Health and safety were 
represented as identity values on which corporate practices aimed at 
their safeguard were built and implemented.

The identity aspect emerged in concordance lines where health and 
safety co-occurred within statements relating to corporate goals or 
commitments (e.g., Bondi 2016; Bondi/Nocella 2023). The former 
were observed in instances of the search words with surrounding 
lexical items expressing the meanings of care and support, or phrases 
pointing to corporate values. Example (1), for instance, illustrates the 
use of both linguistic choices, as evidenced by the verb “protect” and 
the phrase “is an integral part”, which together emphasise that health, 
safety, and well-being are among P�izer’s key drivers for its corporate 
practices:

(1) At P�izer, protecting the health, safety, and well-being of 
colleagues and contingent workers, all of whom are essential to 
driving our business forward, is an integral part of how we 
operate (P�izer – 2022 ESG Report).

Numerous instances of commissive statements were observed in 
concordance lines that feature linguistic choices expressing 
continuity or conveying the idea of effort: examples of the former are 
the use of the verb “continue” in (2), and the present continuous 
tense alongside the adverb “constantly” in (3); the latter is exempli�ied 
in (4), where IBM’s use of the verb “strive” underscores the company’s 
proactive approach to safeguarding the health and safety of its 
employees:

(2) To this end, we continue to raise awareness among executives 
and associates through special training and in annual 
occupational health and safety campaigns to empower them to 
take a proactive approach to preventing accidents in their area 
(Bosch – 2022 Sustainability Report).

(3) In addition, we are also taking steps to foster a workplace 
culture that is constantly aware of health and safety (Canon – 
2023 Sustainability Report).

(4) We believe in not taking a one-size-�its-all approach when it 
comes to health, safety, and well-being. As a large global 
employer, we strive to provide well-being programs that are 
culturally relevant and inclusive to address the needs of a 
diverse employee population (IBM – 2022 ESG Report).

However, in most of the concordance lines examined, “health” and 
“safety” were found in the company of words signalling corporate 
practices: these range from communication campaigns (see example 
[5]) and policies to prevent work-related accidents (see example [6]) 
to more speci�ic courses (see example [7]) and the adoption of 
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protocols complying with internationally certi�ied regulations on 
health and safety issues (see example [8]):

(5) We conduct regular communications and promotions on key 
safety issues to promote occupational health and safety (Ford – 
2022 Sustainability Report).

(6) Based on this principle, Group companies in all parts of the 
world have established basic policies for occupational safety
and health based on respective regional needs and conditions. 
To eliminate serious industrial accidents in Japan and overseas, 
Group companies also promote activities aimed at preventing 
industrial accidents and their recurrence, as well as ensuring 
the health of associates. (Honda – 2022 Sustainability Report).

(7) Group-wide, all new EHS managers must complete a three-day 
EHS onboarding that covers topics such as occupational health
and safety as well as our BeSafe! safety culture program. 
Through this initiative, we raise employee awareness of 
occupational hazards and teach them rules for safe behavior. In 
addition, we regularly provide occupational safety training at 
our sites covering both legal requirements as well as the speci�ic 
local risks (Merck – 2022 Sustainability Report).

(8) As early as 2007, Bosch introduced an occupational health and 
safety management system based on the globally recognized 
standard OHSAS 18001, which has since been developed further 
and today satis�ies the ISO 45001 standard (Bosch – 2022 
Sustainability Report).

Considering the occurrence of these lexico-phraseological patterns 
exempli�ied in the excerpts above, it may be argued that companies in 
all three countries, with regard to the theme of health and safety, tend 
to communicate primarily through statements of practice (e.g., Yu/
Bondi 2017; Bondi/Nocella 2023). This �inding may suggest a 
corporate approach that is more focused on actions than on values in 
relation to this speci�ic topic. Providing such concrete information also 
conveys communicative transparency as regards the dimension of 
disclosure in terms of information amount.

In similar instances, by further broadening the analysis of the textual 
context, frequent reference was made to the year in which the practices 
were implemented, which often coincided with the reporting year 
mentioned in the corporate reports, suggesting that the information 
disclosed is also relevant, once again conveying transparency in terms 
of information disclosure. Example (9) is a case in point:

(9) As of the end of 2022, 237 out of the 246 relevant manufacturing 
and development sites 22 had already implemented 
occupational health and safety management systems, of which 
95 percent had been certi�ied. As a result, 99 percent of the 
workforce work at manufacturing and development sites that 
have an implemented occupational health and safety 
management system (Bosch – 2022 Sustainability Report).

In many similar examples to this, there were also frequent precise 
quanti�ications, as signalled by “237 out of 246” and “95 percent”. The 
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inclusion of such speci�ic and presumably reliable information or data, 
also suggests a transparent communicative approach in terms of the 
accuracy of the information.

Furthermore, it was also possible to identify some statements in 
which companies mention speci�ic types of corporate policies or 
actions undertaken, providing concrete examples to support such 
claims. This communicative strategy was observed in instances 
showing the use of exempli�ication (e.g., Bondi/Sezzi 2025). The use of 
“for example” in (10) is a case in point:

(10) Grouped in four action packages, all measures aim to raise 
awareness among associates for occupational health and safety, 
to develop a shared understanding of the different roles and 
responsibilities, and to share positive examples as quickly as 
possible within the company. For example, a special risk check 
was introduced to increase safety in non-routine work – 
referred to as special work steps – and directly reduce the 
number of accidents (Bosch – 2022 Sustainability Report).

Such examples may signal the companies’ intention to explain or 
describe their practices to stakeholders, conveying transparency in 
terms of clarity.

While the evidence discussed so far seems to suggest transparent 
communication regarding health and safety measures for workers, 
manifestations of vague language were also observed to an equal 
extent across the sub-corpora, sometimes even within the same types 
of instances analysed above, when larger portions of co-text textual 
were examined during the concordance analysis. In the context of 
“health” and “safety”, the predominant type of vague linguistic choice 
was the use of vague nouns, often employed to refer to corporate 
practices without providing any further details about them. In (11), 
for example, neither the “well-being programs” are described nor the 
“health and safety needs” speci�ied, as a new kind of information – i.e., 
the bene�its to employees and their families – is introduced after the 
�irst sentence of the excerpt:

(11) Our well-being programs vary by country and are based on the 
prevailing health and safety needs of the applicable end-users. 
Bene�its We offer a comprehensive bene�its program designed 
to support IBM employees and their families (IBM – 2022 ESG 
Report).

Although most of the �indings discussed above concern the concordance 
lines showing the co-occurrence of “health” and “safety”, it is also 
worth considering that in the English and Japanese sub-corpora the 
second word most frequently co-occurring with health is “mental”. 
Similarly to what was discussed above, the concordance lines revealed 
statements of goals, and practices, through which companies 
communicate their ongoing commitment and the measures 
implemented to ensure the psychological well-being of their 
employees: for example, in (12), “mental health” is presented as a 
“priority”, while (13) reports on organised seminars for women about 
managing psychological stress related to pregnancy:
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(12) Employee mental health has always been an IBM priority, even 
before the COVID-19 pandemic imposed new levels of stress 
(IBM – 2022 ESG Report).

(13) Canon Prachinburi (Thailand) created video materials to help 
educate female employees on pregnancy and maternal health
issues, as well as COVID-19, while Canon Business Machines 
Philippines organized mental health seminars by occupational 
physicians as part of efforts to raise awareness of various health 
issues (Canon – 2023 Sustainability Report).

It is also noteworthy to mention that, while the �irst two communicative 
strategies were more prevalent in the North American sub-corpus, 
re�lecting a more value-driven communication, statements of practices 
were more frequent in the Japanese sub-corpus. This �inding may 
suggest that Japanese companies tend to adopt a more factual 
communicative approach when addressing the psychological well-
being of their employees. However, most instances in this sub-corpus 
revealed a lack of informative transparency, due to the frequent co-
occurrence of vague quanti�iers, as suggested, for instance, by the use 
of “various” in (13) above. This �inding suggests that, despite the 
companies’ growing attention to workers’ psychological health, 
information about their methods and practices to safeguard it is still 
not completely transparent.

4.1.3. Learning opportunities

A second major theme emerging from the analysis of the concordance 
lines of “training” in the three sub-corpora is the importance of 
continuous learning for employees. Emphasis is placed on continuous 
professional training, as shown by the numerous instances referring 
to courses designed to support employees’ development and provide 
them with job-relevant knowledge and skills. These references also 
include training on good health and safety practices as well as 
behavioural guidelines that promote inclusion in the workplace.

In the North American sub-corpus – mostly within Ford’s disclosures 
– information on employees’ continuous training is presented through 
statements of practices that often support a stated commitment. In 
(14), “training” – used alongside “learning” – is presented as a goal, as 
indicated by the verb “believe” and expressions such as “critical 
element” and “central part”. At the same time, it is also framed as part 
of Ford’s commitment to its employees, as signalled by the use of the 
adjective “ongoing” and the verb “continue”. Subsequently, the 
practices that support this commitment are mentioned, namely the 
implementation of “a set of global talent assessments” and 
developmental experiences”:

(14) We believe that ongoing training, learning, and development 
are critical elements to providing employees with insight into 
organizational skill needs, developing learning solutions to 
address those needs, and enabling them to improve performance 
through skills application is critical to our transformation. We 
continue to make learning and development opportunities a 
central part of our brand to help attract and retain top talent. In 
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2021, we focused on energizing our 15,000+ people leaders to 
be catalysts, leading their teams to deliver Ford+, and building 
the foundation for long-term success. We deployed a new set of 
global talent assessments to help identify capability gaps across 
the organization, in the context of Ford+. In response, new 
developmental experiences for executives and people leaders 
are being designed and implemented. From a learning 
standpoint, focus areas include digital transformation, DEI, and 
new ways of working (Ford – 2022 Sustainability Report).

In a similar way, providing employees with “safety training” in (15) 
serves for Ford to demonstrate that it has “continued” to pursue the 
“overarching” and “crucial goal” of preserving workers’ health and 
safety:

(15) Keeping our place-dependent employees healthy and safe is an 
overarching goal. From the factory �loor to the loading docks to 
the of�ice, our employees are crucial to the company’s 
performance. COVID-19 safety protocols are in place to protect 
our employees while at work. We diligently monitor our 
workplaces and when a COVID-19 case is reported, we have a 
robust care team process that ensures all protocols are followed. 
Throughout the pandemic, we have continued to conduct 
mandatory safety training and emergency drills aligned with 
our protocols. We’ve also restricted access to visitors from 
outside the company to Ford facilities, including requiring 
business critical visitors to complete health and wellness 
screening documents before being allowed entry to Ford 
facilities (Ford – 2022 Sustainability Report).

In both examples, however, it is possible to observe the use of vague 
expressions reducing the transparency of the information. In (14), the 
noun “gap” acquires a generic meaning, since there is no exempli�ication 
of the speci�ic “capability gaps” that Ford aims at identifying through 
the “talent assessments”. Moreover, “a set of” is a vague quanti�ier that 
does not inform about the exact amount of talent assessments deployed 
by the company. In (15), once again, the meaning of “protocols” is 
generic, as no information is provided on the speci�ic procedures 
guiding the adoption of the safety training and emergency drills. 
Instead, new information on visitors’ safety measures is introduced, 
thereby failing to accurately describe the safety training programmes 
implemented by the company. In addition, “robust” is an example of a 
quality-assessment adjective through which the “care team process” is 
evaluated without providing any contextual information to support 
this assessment.

In the German and Japanese sub-corpora companies disclose 
information about employees’ learning opportunities, merely by 
reporting their practices. Both sub-corpora displayed a high number 
of linguistic choices conveying accuracy, relevance, and clarity, as 
exempli�ied below:

(16) For 2022, the analyses showed that the majority of accidents 
involved cuts on the hand. Overall, the accident frequency rate 
at Alfred Kärcher SE & Co. KG and Kärcher Futuretech GmbH in 
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the reporting year was 5.5 according to LTIFR (Lost Time Injury 
Frequency Rate), which is signi�icantly below the industry 
average of 21.5. (Source: German Social Accident Insurance 
[DGUV], BG Holz und Metall 2021) We continuously raise our 
employees’ awareness of safety relevant aspects in the 
workplace. Training is available, for example, on the handling of 
hazardous substances, high-voltage batteries and vehicles or 
securing loads (Kärcher – 2022 Sustainability Report).

(17) In 2022, 216 employees working at eight overseas production 
sites took part in a total of 39 online training programs 
organized by the Monozukuri Advancement Center. To promote 
training at overseas production sites, Canon is also focusing on 
on-site instructor- development training A total of 62 personnel 
took part in 16 online training workshops for instructors in 
2022. Site-based instructors across the Canon Group provided 
training to around 3,400 personnel in 2022. A technical skill 
testing program, following the same standards as in Japan, has 
also been established at overseas sites. In 2022, testing was 
carried out for seven types of work skills, including injection 
molding, board mounting, and metal stamping, at a total of �ive 
sites in Thailand, Vietnam, China, Malaysia, etc. with 
approximately 460 employees (Canon – 2023 Sustainability 
Report).

In example (16) from Kärcher, clarity is conveyed through 
exempli�ication, signalled by the phrase “for example”, followed by an 
explicit list of the topics covered in the company’s safety training 
initiatives. The transparency of such information is further reinforced 
by speci�ic numerical details on workplace injuries that occurred in 
the same year covered by the company’s report, thereby ensuring the 
relevance and timeliness of the information. Exact metrics adopted 
and sources are further integrated in the excerpt, contributing to the 
accuracy of the information. In the excerpt, clarity is also conveyed 
through the exempli�ication of the contents covered in the training 
programmes designed to achieve the results described in the preceding 
sentences. Similarly, in example (17) from “Canon”, the accurate 
reporting of numerical information in a timely manner is complemented 
by the exempli�ication of the types of working skills, conveying the 
clarity of the information.

4.1.4. Professional and personal development

Moving on to the analysis of the linguistic usages of “growth in the 
North American sub-corpus and “development” in the German and 
Japanese sub-corpora, most of their instances referred primarily to 
corporate practices aimed to promote the development – understood 
as growth – of employees, whether professional or personal.

Divergences emerged from the comparison of the three sub-corpora 
regarding the linguistic and communicative choices that contributed 
either to transparency or vagueness of the information. As for the 
disclosures published by North American companies, compared with 
those of the other two countries, “growth” most frequently co-occurred 
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with vague lexical items. Excerpt (18) below, for instance, is permeated 
by quality-assessment adjectives and verbs – namely “accelerate”, 
“more ef�icient”, and “deeper” – without providing further details 
about the programmes that ensure the acquisition of skills for 
employees’ professional growth. This lack of information contributes 
to the generic meaning of the noun “programs” and makes it challenging 
to assess whether competences are acquired ef�iciently. In addition, 
the use of the vague degree expression “more relevant” without any 
speci�ications of the skills involved, as well as the vague time expression 
“less time”, further prevents any assessment of the completeness and 
rapidity of skills acquisition:

(18) Our enterprise-wide shift emphasizes learning and experiences 
to build skills and expertise critical to job roles and internal 
mobility. With our refreshed programs, IBMers will accelerate 
skill growth and gain more relevant skills in a more ef�icient 
and personalized manner, allowing for deeper learning in less 
time. IBMer Leadership Development. We provide an end-to-
end leadership journey from the time employees are identi�ied 
as having leadership potential through our most senior 
positions (IBM – 2022 ESG Report).

By contrast, in the German and Japanese sub-corpora, the lexical items 
co-occurring with “development” generally contributed to clearer 
descriptions of company practices supporting employees’ personal 
and professional growth. In the excerpts below, for instance, 
descriptions are provided in relation to the companies’ initiatives 
fostering professional and personal development: (19), for example, 
refers to a PreMaster programme addressed to students willing to 
work for Bosch, while (20) reports on Canon’s activities and events 
aimed at promoting career development for women:

(19) With our PreMaster program, BA graduates can obtain practical 
experience while they pursue an MA course. This initiative 
allows us to establish contact with students at an early stage 
and at the same time help advance their professional and 
personal development. The program comprises a practical 
phase at the company (no longer than 12 months) and an MA 
course phase. Participants are assigned to a specialist 
department that individually structures the content of the 
phase served at the company and, together with a personal 
mentor, supports participants during the complete duration of 
the program (Bosch – 2022 Sustainability Report).

(20) Group companies in Japan are promoting a range of initiatives 
to support career development for women, including roundtable 
discussions between presidents and female employees and 
surveys to gauge awareness, as well as networking events with 
female leadership candidates inside and outside the company, 
career advancement training, and training career development
for women who have returned from childcare leave (Canon – 
2023 Sustainability Report).
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4.1.5. Workplace environment

Another signi�icant aspect that contributes to employees’ well-being is 
the working environment. The analysis of the extended concordances 
of “culture” in the North American and German sub-corpora, and 
“workplace” in the Japanese sub-corpus, provided insights into how 
corporate workplaces were represented and communicated. In the 
American and German sub-corpora, statements of goals were more 
frequent, emphasising the importance of a working environment in 
which diversity and inclusion are values shared across the company’s 
workforce, as exempli�ied in the excerpts below:

(21) By providing an inclusive environment that encourages learning 
and exploration of new ideas and innovative approaches, we 
can make the greatest impact with our clients, partners, 
colleagues, and the world. Our culture is what drives us. It’s 
what motivates every IBMer to do their best work (IBM – 2022 
ESG Report).

(22) Diversity and inclusion bring our company culture to life 
(Kärcher – 2022 Sustainability Report).

In the Japanese sub-corpus, statements of goals alongside statements 
of results could be observed. The results primarily referred to 
recognitions received for the inclusion of diversity in the workplace. 
Compared with what was observed in the other two sub-corpora, 
there was a more explicit reference to the speci�ic forms of diversity 
for which the companies communicated their commitment. In (23), 
reference is made by Honda to the ranking within the “PRIDE index for 
its inclusion of LGBTQ+ people:

(23) In November 2022, Honda received the highest Gold rating in 
the PRIDE Index – an index that evaluates companies’ efforts to 
create workplaces that are friendly to sexual minority groups, 
including LGBTQ (Honda – 2022 Sustainability Report).

4.1.6. Pay equity

Another aspect related to employee well-being that emerged in the 
North American sub-corpus is pay equity, suggested by the frequent 
co-occurrence of “pay” with the noun “equity”. In the instances 
analysed, similarly to health and safety, companies communicated 
their approach to pay equity by presenting it as a goal and a 
commitment. This discursive construction is suggested, for instance, 
by the use of “value”, “commitment”, “intention”, the verb “continue” 
in example (24), and the reference to external recognitions (see 
example [25]) for corporate policies enacted to pursue pay equity 
(see example [26]):

(24) Our commitment to pay equity for all colleagues is based in our 
value of Equity and our intention to continue to build a diverse 
and inclusive workforce (P�izer – 2022 ESG Report).

(25) For the fourth year in a row, Ford was recognized on the 
Bloomberg GEI which tracks the performance of public 
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companies in the areas of inclusive culture, anti-sexual 
harassment policies, pay equity, female leadership and talent 
pipeline, and pro-women brand (Ford – 2022 Sustainability 
Report).

(26) To support our commitment to pay equity, each year we follow 
a consistent methodology to identify and address any pay equity
gaps across genders globally and across races and ethnicities in 
the U.S. In 2022, all countries where IBM has employees were 
included in our pay equity analysis. We are proud of the results: 
overall, IBM pays equitably for similar work. Women globally 
earn $1.00 for every $1.00 earned by men for similar work. The 
same is true for underrepresented minorities in the U.S. (IBM – 
2022 ESG Report).

Most of the concordances reporting statements of pay equity practices 
showed communicative choices that, on the one hand, convey the 
relevance of the information but, on the other, are not fully transparent. 
In example (26) above, data refer to 2022 – the year in which the 
report was drafted and published. However, the statement that 
“women earn $1.00 for every $1.00 earned by men for similar work”, 
without offering any exempli�ications of job roles and their 
corresponding salaries, contributes to the lack of transparency about 
how gender pay equity is actually achieved by the company.

4.2. Representing employees and their agency

The table below (Table 3) displays the verbs that collocate with 
“employee” at least three times in each sub-corpus.

Table 3. Verbs collocating with “employee” generated via Word Sketch

Sub-corpus Verbs with “employee” as object Verbs with “employee” as subject

USA keep (10.89), train (10.54), empower (10.43), 
educate (10.02), help (9.68), excite (9.39), 
reskilling (9.39), bind (9.39), survey (9.3), 
teach (9.22)

achieve (10.51), feel (10.3), excel (9.87), wear 
(9.87), struggle (9.83), keep (9.83), experience 
(9.75), know (9.71), perform (9.57), face 
(9.57)

Germany assist (9.98), attract (9.87), help (9.69), 
represent (9.62), cover (9.45), empower 
(9.45), motivate (9.27), concern (9.17), 
bene�it (9.09), inspire (9.07)

undergo (10.42), understand (10.22), 
maximize (9.64), travel (9.57), bene�it (9.54), 
advance (9.51), want (9.51), shape (9.48), 
wish (9.45), leave (9.22)

Japan enable (10.8), help (10.7), allow (10.7), 
educate (10.4), engage (9.66), ensure (9.1), 
motivate (8.98), treat (8.87), honor (8.83), 
inform (8.7)

understand (10.58), wish (10.19), achieve 
(10.09), feel (9.93), participate (9.52), make 
(9.52), amount (9.33), stay (9.33), realize 
(9.3), care (9.3)

The �irst signi�icant �inding emerging across all three sub-corpora is 
the multitude of verbs collocating with “employee” as object that can 
be associated with the semantic �ield of care and support. These 
include verbs such as “help” in all three sub-corpora, “assist” and 
“empower” (observed in the North American and German sub-
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corpora), “motivate (found in the German and Japanese sub-corpora), 
“bene�it”, and “enable”. In most of the instances of these verbs, 
employees are represented as recipients of various corporate practices. 
In the excerpts below, companies present their learning opportunities 
as a tool through which employees are “empowered” (see example 
[27]), “motivated” (see example [28]) or “helped” to develop work-
related skills or ensure workplace safety and inclusion:

(27) To build a culture of customer-centricity, we are empowering 
our employees with new learning opportunities and tools, such 
as a support program that gives them quick assistance to 
resolve vehicle issues for themselves or their friends and family 
(Ford – 2022 Sustainability Report).

(28) To motivate employees and enhance skill specialization, Canon 
Inc. maintains an educational system for rank-based, elective, 
and self-development training (Canon – 2023 Sustainability 
Report).

(29) With the introduction of the psychological safety module, we 
help employees understand how important it is to create a safe 
environment in teams and ensure everyone’s voice is heard 
(Merck – 2022 Sustainability Report).

In the examples discussed above, the verbs occur in the passive form, 
suggesting that workers are represented through the strategy of 
passivation. Since these verbs have a positive connotation, workers 
are also discursively constructed as bene�iciaries of the corporate 
policies. However, in these excerpts, the companies’ measures are 
primarily aimed at the development of skills that employees are 
required in their job to ensure the company’s economic success, rather 
than supporting personal well-being in terms of work-life balance or 
bene�its. The few references to these latter aspects were observed 
only in the Japanese sub-corpus, and only in relation to Canon’s 
corporate policies, through the extended concordance lines of “allow”, 
“enable”, and “ensure”. In particular, the instances of these verbs 
pointed to measures targeted to employees with childcare 
responsibilities, as exempli�ied in (30) below:

(30) To enable employees to focus on childcare responsibilities with 
peace of mind, Canon Inc. offers an array of programs that go 
beyond the legally stipulated minimum requirements, including 
a childcare leave program that enables employees to take leave 
until their child reaches the age of three, and a system for 
reducing work hours to support childcare, making it possible 
for employees to reduce their workday by up to two hours until 
their child has �inished the third grade of primary school (Canon 
– 2023 Sustainability Report).

Similarly, the representation of employees as passive bene�iciaries of 
corporate practices also emerged in the context of cognitive verbs 
collocating with “employee” as subject across all three sub-corpora, 
such as “experience”, “face”, “feel”, “struggle”, “undergo”, “realise”, 
“understand”, and “wish”. The excerpts below exemplify this discursive 
pattern:
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(31) our HSMS provides a framework to manage evolving and 
emerging health and safety risks by providing a system to 
identify, assess, and address the health and safety risks employees
face in their day-to-day work activities (IBM – 2022 ESG Report).

(32) Under this system, employees wishing to participate in volunteer 
activities certi�ied by the company may take up to one year of 
leave (two years and four months in the case of JICA Japan 
Overseas Cooperation Volunteers) (Canon – 2023 Sustainability 
Report).

The only verbs with which “employee” functions as a grammatical 
subject and that apparently suggest some degree of employees’ agency, 
may be grouped into two semantic sub-categories. The �irst – far more 
common in the North American and German sub-corpora – includes 
lexical verbs that express positive outcomes achieved by employees, 
such as “achieve”, “advance”, “excel”, “perform”, and “maximise”. The 
second consists of action verbs like “leave”, “make”, “participate”, 
“travel”, and “wear”. In both cases, however, the analysis of the extended 
concordance lines revealed, once again, the use of passivation, which 
reinforces the passive role of employees:

(33) The self-directed learning guide aims to help employees excel in 
the skills needed to take ownership of and navigate their career 
and achieve success (Ford – 2022 Sustainability Report).

(34) Our Travel Health & Medical Advisory Service assists employees
who travel abroad, providing them with recommendations on 
necessary vaccinations and advice on hygiene risks (Merck – 
2022 Sustainability Report).

(35) This program began in 1984, and to date, a total of 129 employees
has participated in the program, studying at universities abroad 
(Canon – 2023 Sustainability Report).

All this considered, the evidence discussed so far suggests that, in the 
linguistic-discursive communication of CSR initiatives speci�ically 
aimed at ensuring the well-being of companies’ workers, employees 
tend to lack agency rather than play an active role in participating in 
these initiatives.

5. Concluding remarks

This study examined a sample of sections on social sustainability from 
2022 non-�inancial reports written in English and issued by companies 
operating in three sectors (Electronics, Automotive, and Biotechnology) 
and across three countries (USA, Germany, and Japan). The aim was to 
investigate how – and to what extent – these companies communicated 
their approach to well-being-related topics in a transparent or vague 
manner. An additional goal was to explore how employees were 
discursively represented in terms of their agency within policies and 
initiatives aimed at ensuring their well-being.

Findings unveiled various discourses related to employees’ well-
being, namely health and safety, learning opportunities, professional 
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and personal development, workplace inclusion, and pay equity 
(prevalent in the corpus of north American companies), mostly in line 
with previously reviewed studies on workplace management (Scaria 
et al. 2020; Jarden/Roache 2023). However, it also emerged that topics 
such as work-life balance and �inancial rewards were not covered in 
depth or at least were not signi�icantly recurrent in the corpus. In 
terms of the most employed communicative strategies, companies 
from the three geographical areas generally addressed their 
stakeholders by stating their practices and by constructing well-being 
as one of the main goals shaping corporate policies, while also 
signalling their continuous commitment to it.

Divergences among the results emerged in relation to how the 
speci�ic factors contributing to employees’ well-being were 
communicated, particularly regarding the degree of transparency or 
vagueness of such information. With respect to health and safety, 
linguistic and communicative choices conveying completeness, 
accuracy, and relevance were observed, along with vague nouns that 
failed to offer suf�icient contextualisation or descriptions of the 
practices or initiatives aimed at safeguarding employees’ health and 
safety. With similar linguistic-communicative patterns, North American 
and Japanese companies displayed a growing attention to the issue of 
mental health. With respect to employees’ training, the German and 
Japanese sub-corpora showed greater communicative transparency, 
offering more speci�ic and detailed descriptions of training 
programmes, while lexical choices observed in the North American 
sub-corpus were less transparent. This divergence also emerged in 
relation to opportunities for professional and personal development. 
While the issues mentioned above were disclosed through both 
transparent linguistic strategies and markers of vagueness, the 
communication of workplace inclusion and pay equity remained 
largely value-oriented and less focused on the concrete practices 
through which these aspects contributing to well-being were ensured. 
Moreover, such disclosures were permeated by a wide range of vague 
linguistic choices – including vague nouns and quality assessment 
expressions – that reduced the transparency of the information.

In relation to the discursive construction of employees in well-
being-related communication, they were predominantly portrayed as 
passive bene�iciaries of corporate practices, thereby lacking a proactive 
role in shaping initiatives that directly concern them. This lack of 
agency also represents an informative gap, as no details are provided 
about how well-being policies affect employees’ concrete activities, 
preventing an assessment of their effectiveness and reinforcing the 
lack of transparency observed in the communication of the aspects 
contributing to well-being discussed above. The attribution of agency 
to companies rather than to employees may be explained by the 
promotional function of CSR and ESG disclosures and their strategic 
use as tools for corporate identity construction (Breeze 2012), a choice 
that may, however, reduce the information that could persuade 
prospective employees to evaluate possible job opportunities.

Although this study has shed light on the different conceptualisations 
and communicative approaches to well-being, it also presents 
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limitations that may be considered for future research. First, the size 
of the corpus and the limited selection of sectors and countries suggest 
the need for a broader cross-sectoral and cross-cultural investigation, 
including companies that do not rank among the top positions in well-
being-related indexes. Second, the results of this research are referred 
to disclosures reporting only companies’ results and practices of the 
year 2022. Given the more recent and ongoing changes – especially the 
impact of political measures contrasting or questioning the 
implementation of DEI corporate policies, particularly in the United 
States – it would be valuable to extend the analysis to more recent data 
to examine whether, and how, corporate communication on these 
issues is evolving and re�lecting this scenario. Third, as this study 
focused exclusively on reports, future research could be applied to 
other genres of CSR communication – such as corporate webpages and 
social media pro�iles – in order to draw cross-generic comparisons 
across these communication channels. Finally, the results of this 
research do not take into account the employees’ perspectives on their 
level of involvement within CSR initiatives promoted by their 
employers. In this respect, interdisciplinary cooperations with scholars 
adopting ethnographic approaches, including the administration of 
questionnaires, might provide a thorough account on the effective or 
ineffective communication of well-being in CSR disclosures.

Nonetheless, in spite of its limitations, the study offers some 
implications. Drawing on management studies on employee engagement, 
a more detailed and linguistically transparent corporate communication 
on well-being, together with a discursive representation of employees 
that acknowledges their agency – for instance, through the use of 
storytelling or personal narratives to reinforce their visibility (e.g., Iori 
2025) – could serve as a strategic tool for companies to attract potential 
job candidates, increasing their global attractiveness and competitiveness.

References

Bauer, Emily L. 2022. Linking Perceived Corporate 
Social Responsibility and Employee Well-Being - 
A Eudaimonia Perspective. Sustainability 14/16, 
10240. DOI: 10.3390/su141610240.

Bondi, Marina 2016. The Future in Reports: 
Prediction, Commitment and Legitimization in 
Corporate Social Responsibility (CSR). 
Pragmatics and Society 7/1, 57–81.

Bondi, Marina / Nocella, Jessica J. 2023. Building 
Trust in the Transport Sector During the 
Pandemic: A Cross-Cultural Analysis. Language
and Dialogue 13/3, 309–335.

Bondi, Marina / Sezzi, Annalisa 2025. By Way of 
Example: The Transparency of Exempli�ication 
in Reporting Genres. Iperstoria 25, 161–182.

Breeze, Ruth 2012. Corporate Discourse. London: 
Bloomsbury Publishing.

Campbell, Stephen M. 2016. The Concept of Well-
Being. In Fletcher Guy (ed.), The Routledge

Handbook of Philosophy of Well-Being. London: 
Routledge, 402–414.

Carroll, Archie B. 1979. A Three-Dimensional 
Conceptual Model of Corporate Performance. 
Academy of Management Review 4/4, 497–505. 
DOI: 10.5465/amr.1979.4498296.

Carter, Ronald 1998. Orders of Reality: CANCODE, 
Communication, and Culture. ELT Journal 52, 
43–56.

Channel, Johanna 1994. Vague Language. Oxford: 
Oxford University Press.

Cheng, Winnie / Warren, Martin 2003. Indirectness, 
Inexplicitness and Vagueness Made Clearer. 
Pragmatics. Quarterly Publication of the
International Pragmatics Association (IPrA)
13/3, 381–400.

Dahlsrud, Alexander 2008. How Corporate Social 
Responsibility Is De�ined: An Analysis of 37 
De�initions. Corporate Social Responsibility and
Environmental Management 15/1, 1–13. DOI: 
10.1002/csr.132.



Federico Zaupa

94 I-LanD Journal. Workplace Discourses in the (Post) COVID Era · n. 1-2/2025 · eISSN 2532-764X

Deloitte 2024 (February 6). Human Sustainability 
Plants the Seeds for Thriving Workers, Business. 
Deloitte.Insights2Action. Available online at 
<https://action.deloitte.com/insight/3769/
human-sustainability-plants-the-seeds-for-
thriving-workers-business> (Last accessed: July 
20, 2025).

Fombrun, Charles J. / Van Riel, Cees B. M. 2004. 
Fame & Fortune: How Successful Companies Build
Winning Reputations. Upper Saddle River (NJ): 
Pearson Education.

Fuoli, Matteo 2018. Building a Trustworthy 
Corporate Identity: A Corpus-Based Analysis of 
Stance in Annual and Corporate Social 
Responsibility Reports. Applied Linguistics 39/6, 
846–885.

Giovannoni, Elena / Fabietti, Giacomo 2014. What 
is Sustainability? A Review of the Concept and its 
Applications. In Busco, Cristiano / Frigo, Mark L. 
/ Quattrone, Paolo / Angelo, Riccaboni (eds), 
Integrated Reporting: Concepts and Cases that
Rede�ine Corporate Accountability. Cham: 
Springer, 21–40. DOI: 10.1007/978-3-319-
02168-3_2.

Iori, Ilaria 2025. Transparency on Social Media: A 
Case Study on Diversity and Inclusion on 
Transport for London’s Instagram. International
Journal of Linguistics 17/3, 101–119.

Jarden, Aaron / Roache, Annalise 2023. What is 
Well-Being? International Journal of
Environmental Research and Public Health 20/6, 
5006. DOI: 10.3390/ijerph20065006.

Jin, Bixi 2022. A Corpus-Assisted Study of Vague 
Language in Corporate Responsibility Reports of 
the Cosmetics Industry. Ibérica 43, 77–102. DOI: 
10.17398/2340-2784.43.77.

Kilgarriff, Adam / Baisa, Vít / Bušta, Jan / Jakubíček, 
Miloš / Kovář, Vojtěch / Michelfeit, Jan / Rychlý, 
Pavel / Suchomel, Vít 2014. The Sketch Engine: 
Ten Years on. Lexicography 1, 7–36.

Kim, Hyosun / Lee, Tae Ho 2018. Strategic CSR 
Communication: A Moderating Role of 
Transparency in Trust Building. International
Journal of Strategic Communication 12/2, 107–
124.

Kobayashi, Kazunori / Eweje, Gabriel E. / Tappin, 
David 2018. Employees’ Well-Being and Human 
Sustainability: Perspectives of Managers in 
Large Japanese Corporations. Business Strategy
and the Environment 27/7, 801–810. DOI: 
10.1002/bse.2032.

Koester, Almut 2007. ‘About Twelve Thousand or 
So’: Vagueness in North American and UK Of�ices. 
In Cutting, Joan (ed.), Vague Language Explored. 
London: Palgrave Macmillan, 40–61.

Macassa, Gloria / McGrath, Cormac / Tomaselli, 

Gianpaolo / Buttigieg, Sandra C. 2021. Corporate 
Social Responsibility and Internal Stakeholders’ 
Health and Well-Being in Europe: A Systematic 
Descriptive Review. Health Promotion
International 36/3, 866–883.

Malavasi, Donatella 2010. The Multifaceted Nature 
of Banks’ Annual Reports as Informative, 
Promotional and Corporate Communication 
Practices. In Evangelisti Allori, Paola / Garzone, 
Giuliana E. (eds), Discourse, Identities and Genres
in Corporate Communication: Sponsorship,
Advertising and Organizational Communication. 
Linguistic Insights Vol. 131. Bern: Peter Lang, 
211–233.

Malavasi, Donatella 2011. ‘Doing Well by Doing 
Good’: A Comparative Analysis of Nokia’s and 
Ericsson’s Corporate Social Responsibility 
Reports. In Garzone, Giuliana E. / Gotti, Maurizio 
(eds), Discourse, Communication and the
Enterprise: Genres and Trends. Linguistic Insights
Vol. 134. Lausanne: Peter Lang, 193–212.

Malavasi, Donatella 2017. Building Trust Through 
Corporate Identity: An Analysis of CSR Reports 
and Webpages. In Salvi, Rita / Turnbull, Judith A. 
(eds), The Discursive Construal of Trust in the
Dynamics of Knowledge Diffusion. Cambridge: 
Cambridge Scholars Publishing, 131–153.

Malavasi, Donatella 2025. Diversity, Inclusion 
and Transparency in Rail Companies’ 
Communication. International Journal of
Linguistics 17/3, 41–55.

Malavasi, Donatella / Nocella, Jessica J. 2025. Doing 
the Locomotion: Aspects of Trust and 
Transparency in Railway Communication. 
Iperstoria 25, 135–160.

McCarthy, Michael 1998. Spoken Language and
Applied Linguistics. Cambridge: Cambridge 
University Press.

Opoku-Dakwa, Akwasi / Chen, Chao C. / Rupp, 
Deborah E. 2018. CSR Initiative Characteristics 
and Employee Engagement: An Impact-Based 
Perspective. Journal of Organizational Behavior
39/5, 580–593. DOI: 10.1002/job.2281.

Partington, Alan / Taylor, Charlotte / Duguid, Alison 
2013. Patterns and Meanings in Discourse. 
Amsterdam: John Benjamins Publishing 
Company. DOI: 10.1075/scl.55.

Poppi, Franca 2025. Airlines’ Emission Disclosures: 
The Fine Line Between Opportunity and 
Environmental Inaction. Iperstoria 25, 134–116.

Rabkin Peachman, Rachel 2024 (October 8). 2024 
World’s Best Employers. Forbes. Available online 
at <https://www.forbes.com/lists/worlds-best-
employers/> (Last accessed: July 20, 2025).

Scaria, Danny / Brandt, Mary L. / Kim, Eugene / 
Lindeman, Brenessa 2020. What is Wellbeing? In 



Communicating Well-Being and Representing Employees

95I-LanD Journal. Workplace Discourses in the (Post) COVID Era · n. 1-2/2025 · eISSN 2532-764X

Egene, Kim / Lindeman, Brenessa (eds), 
Wellbeing. Cham: Springer International 
Publishing, 3–10.

Schnackenberg, Andrew K. / Tomlinson, Edward C. 
2016. Organizational Transparency: A New 
Perspective on Managing Trust in Organization-
Stakeholder Relationships. Journal of
Management 42/7, 1784–1810. DOI: 
10.1177/0149206314525202.

Schulte, Paul A. / Guerin, Rebecca J. / Schill, Anita L. 
/ Bhattacharya, Anausa / Cunningham, Thomas 
R. / Pandalai, Sudha P. / Eggerth, Donald / 
Stephenson, Carol M. 2015. Considerations for 
Incorporating “Well-Being” In Public Policy for 
Workers and Workplaces. American Journal of
Public Health 105/8, e31–e44. DOI: 10.2105/
AJPH.2015.302616.

Schulte, Paul / Harri, Vainio 2010. Well-Being At 
Work-Overview and Perspective. Scandinavian
Journal of Work, Environment & Health 36/5, 
422–429.

Sinclair McH, John 2003. Reading Concordances. 
London: Longman.

Sinclair McH, John 2004. Trust the Text. Language,
Corpus and Discourse. London: Routledge.

Statista 2025a. Statista. Available online at 
<https://www.statista.com/> (Last accessed: 
July 20, 2025).

Statista 2025b. World’s Best Employers 2024. 
Statista. Available online at <https://r.statista.
com/en/employers/worlds-best-employers- 
2024/ranking/#methodology> (Last accessed: 
July 20, 2025).

Sun, Jianmin / Sarfraz, Muddassar / Ivascu, Larisa / 
Orzturk, Ilknur 2023. How Does Organizational 
Culture Affect Employees’ Mental Health During 
COVID-19? The Mediating Role of Transparent 
Communication. Work 76/2, 473–488.

Van Leeuwen, Teun 2008. Discourse and Practice:
New Tools for Critical Discourse Analysis. Oxford: 
Oxford University Press.

Yu, Danni / Bondi, Marina 2017. The Generic 
Structure of CSR Reports in Italian, Chinese, and 
English: A Corpus-Based Analysis. IEEE
Transactions on Professional Communication
60/3, 273–291.

Zaupa, Federico 2024. The Construction of Equality 
vs. Equity and Its (Un)Transparent 
Communication: A Corpus-Based Analysis of 
ESG Communication in the Car Transportation 
Sector. Lingue Culture Mediazioni 11/1, 23–45.

Zaupa, Federico 2025. (Un)transparently 
Communicating Diversity, Equality, Equity, and 
Inclusion in the Car Transportation Sector. 
International Journal of Linguistics 17/3, 120–
146.

Funding and acknowledgements

This work was supported by the EU – NextGenerationEU, the University 
of Modena and Reggio Emilia, and Fondazione di Modena, with a 
research project entitled THE MULTIFACETED COMMUNICATION OF
DIVERSITY, EQUITY AND INCLUSION (Project Code: 2023_PROGETTO_
INTERDISCIPLINARE_2023_TURNBULL - CUP: E93C23002170005). I 
am grateful to Professor Judith Anne Turnbull for her suggestions on 
revising the �irst draft of this paper following the reviewers’ comments.

Federico Zaupa, Ph.D., is a Research Grant Holder and Adjunct Professor at the University of Modena and 
Reggio Emilia. He holds a Ph.D. in Human Sciences, with a thesis focusing on the discursive representati on of 
LGBTQIA+ people and communiti es in the broadsheet press and press releases from LGBTQIA+ organisati ons in 
the UK and Italy, using the methodologies of corpus linguisti cs and criti cal discourse analysis. His research areas 
include language, gender, and sexuality in public discourse, Corporate Social Responsibility (CSR) communicati on, 
diversity, equity, and inclusion (DEI), and tourism discourse. Dr. Zaupa is currently working on a University-
funded project (FAR 2024) focusing on DEI and arti fi cial intelligence in the discourse of sustainable tourism. He 
has also recently worked on a University-funded project (FAR 2023) focusing on the communicati on of DEI, 
primarily in CSR disclosures. He has also been involved in a Nati onal PRIN Project (PRIN2020), ti tled 
Communicati ng transparency: New trends in English-language corporate and insti tuti onal disclosure practi ces
in intercultural setti  ngs. He has also worked on another University-funded project (FAR 2022) focusing on 
linguisti c transparency in the fi eld of transport.



ISSN 2532-6368 N. 1-2/2025

IS
SN

 2
53

2-
63

68
 

€ 
70

,0
0

Workplace Discourses 
in the (Post) COVID Era 
Linguistic and Discursive
Reflections on Well-Being

Guest editors: Kim Serena Grego (University of Milan, Italy) (University of Milan, Italy), Laura Di Ferrante , 
and Eric Friginal (The Hong Kong Polytechnic University)   

W
O

RKPLA
C

E D
ISC

O
U

RSES IN
 TH

E (PO
ST) C

O
V

ID
 ERA

ISBN: 979-12-82421-06-5


