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Preface

The motivation for this PhD thesis originally emanated from my working experience
in Rakuten. [ worked as a software engineer in Rakuten from 2014 to 2017.
I also have a Master’s degree in Software Engineering from Peking University,
and hands-on experience executing data-driven solutions to increase efficiency,
accuracy, and utility of data processing. I am experienced at comparing generative
statistical models, using dynamic topic modeling, and analyzing data mining
algorithms to deliver insights and implement action-oriented solutions to complex

business problems.



Abstract

Globalization poses a challenge for businesses with linguistically diverse staff,
prompting the choice of English as the default corporate language. In Japan,
research on the use of English in business contexts from both corporate and
employees’ perspectives is very limited, let alone studies adopting a data-driven
approach. This study focuses on Rakuten, a Japanese multinational corporation
(MNC), with the aim of illustrating the key challenges the company faces when
it adopts English as its official language. The research is interdisciplinary
and is positioned at the intersection of business communication, computational
sociolinguistics, and language management. The first article, “Content analysis
of language-sensitive recruitment influenced by corporate language policy using
topic modeling”, explores the match (or mismatch) between language-sensitive
recruitment (English, Japanese, or bilingual) and corporate language policy.
The second article, “It is all about TOEIC: discovering topics and trends in
employee perceptions of corporate language policy”, examines the barriers in
multinational companies that have adopted a foreign language and analyzes
employees’ attitudes. The third and final article, “Analyzing cultural expatriates’
attitude toward ‘Englishnization’ using dynamic topic modeling”, investigates
changes in employee’ perceptions of Japanese work practices and values over
time. The results of my study have implications for the implementation of
language-sensitive recruitment in a multilingual corporate context. Furthermore,
the thesis also highlights the evolutionary nature of corporate language policy topics
by exploring and categorizing large amounts of text. Overall, the results presented

in the three articles expand the understanding of the challenges associated with the



use of English in a Japanese business.
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1 Introduction

1.1 Language management in Japanese multinational

corporations

This study examines language management in the context of a Japanese
multinational corporation (MNC). Over the years, language management has
been defined differently by various scholars such as Jernudd and Neustupny
(1987), Spolsky (2004), and Marschan et al. (1997). The European Commission
(EC) defines it based on strategic considerations as “the planned adoption of
various techniques to facilitate effective communication with clients and suppliers
abroad” (EC 2007: 5). Recently, language management has received considerable
attention in research on international business and management (Marschan et al.
1997; Piekkari and Tietze 2011; Tenzer et al. 2014; Sanden 2015), and many
studies on corporate language policies focus on the role of English as a common
corporate language (Piekkari et al. 2005; Luo and Shenkar 2006; Kankaanranta
and Louhiala-Salminen 2007; Tietze 2010; Lensmann 2011). The introduction
of English as a corporate language has proven helpful in internal and external
communication because it provides a common language for all members of
the organization and offers easy access to official information channels (Tange
and Lauring 2009). Neeley (2011) finds that English as a lingua franca is
used for instrumental goals, such as changing organizational culture through
cross-border communication. Kankaanranta and Louhiala-Salminen (2010) have
covered perceptions of individual English as a business lingua franca (BELF) users.

However, more micro-analysis of BELF users’ attitudes and costs of using English

12



as a corporate language are needed (Takino 2016).

Japanese MNCs offer a useful context to study the choice of English as a
corporate language (or “Englishnization”; Sekiguchi et al. 2016). Today, many
Japanese MNC:s are oriented toward the international market and pay much attention
to globalization. Switching to English has served as the foundation for the desired
global expansion, as fast and direct communication is the only way to integrate
business across multiple nations. Despite this, Englishnization has roused much
debate and some strong opposition in the fields of academia and business (Tsuda
2011; Neeley 2011). Japan is often considered to be a highly monolingual nation
(Hashimoto 2011; Kobayashi 2013). The Japanese are considered to possess low
English proficiency (Takino 2016) and are consistently at the bottom of international
rankings in terms of English competence. The Internet-based Test (IBT) scores
for the Test of English as a Foreign Language, which indicate a country’s average
English skill level, show that Japan ranks third from the bottom among all Asian
countries with 72 points (out of 120 points) (ETS 2020). Furthermore, Japan is
among the low-performing countries in the EF English proficiency index published
by EF Education First, an international education company (EPI 2020).

Recent studies on language management in the Japanese context focus on
the role of corporate language policy in Japanese MNCs to promote international
skills among their Japanese employees and hire more highly skilled non-Japanese
employees inside and outside Japan (Sekiguchi et al. 2016). This policy includes
guidelines and recommendations for appropriate language use. According to the
perspective of language cost, individual employees may face implicit cost of using

English as lingua franca (Takino 2016). Many companies have begun to use scores
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on the Test of English for International Communication (TOEIC) as a criterion for
HR decisions related to hiring, promotion, training, and on-the-job performance
(Nakamura 2016). In the past few years, Sumida (electronic components), Rakuten
(e-commerce hosting), Fast Retailing (fashion retailing), Nippon Sheet Glass
(industrial glass), Nissan (the automotive industry) and others have adopted English
as the official corporate language (Neeley et al. 2012; Yamao and Sekiguchi
2015). Despite the increase in demographic and cultural diversity in Japanese
headquarters (HQs), Japanese MNCs tend to hire and socialize with non-Japanese
employees so that employees can acclimate to traditional Japanese work culture
(Maki et al. 2015). To the best of my knowledge, however, no prior study has been
done to explore this tension between conformity and diversity. Thus, there is a
need for research to better understand of the influence of English-only corporate
language policy on the practice of language-sensitive recruitment in the Japanese
business context. Language-sensitive recruitment refers to the employment of
language-competent personnel (Sanden 2015). There is also a more general need for
analyses of employees’ perceptions of such policies, changes in language use, and
the transformation of corporate culture that follows from language policy decisions
in business organizations. Moreover, the abundance of social media data makes it
possible to study employee satisfaction and corporate value, provides new insight
into employee perceptions (Huang et al. 2015; Moniz 2016), and becomes an
important source for the reproduction of discursive power in society (Térnberg and
Tornberg 2016). However, few studies use anonymous media platforms as data
sources to examine employees’ perceptions of corporate language policy. It also

remains unclear how these perceptions change over time.
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The present study aims to fill this gap by focusing on a single case, namely
Rakuten, a Japanese MNC that operates internationally and that made a conscious
decision to adopt English as its official corporate language in 2010. According
to Yoshihara’s (2001) study, Sumida Corporation was the first Japanese MNC to
adopt English as their corporate language worldwide, and the next is Rakuten
after ten years. Neeley (2011, 2013, 2017) conducted a series of studies on this
case. The CEO of Rakuten allowed her full access to his organization, stating
he “has always wanted others to learn from his experience, be they positive or
negative, in order to empower their journey”. Although Neeley (2017: 146)
claims that her work is not a piece of commissioned research, her work takes
a celebratory approach; she is even featured on Rakuten’s designated website
showcasing successful “Englishnization™".

Against this background, it seems clear that a more critical analysis of
the case is needed. Owing to the complexity of the phenomenon, this study
could not be tackled solely using theories on language management. My thesis
therefore draws from computational sociolinguistic analysis of language use and
the study of business communication relating to MNCs. More specifically, I
used a computational linguistics approach (details in 3.3). Thus, the research is
interdisciplinary and is positioned at the intersection of business communication,
computational sociolinguistics, and language management (see Fig. 1). As shown
in Fig. 1, I study business English communication by Japanese employees from

both a macro and micro perspective. The macro perspective is taken in a study

1“Separation of language and culture key to global success: HBS’ Tsedal Neeley”,
Rakuten, last modified November 10, 2017,
https://rakuten.today/blog/global-success-depends-separating-language-culture.html
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of the influence of corporate language policy on the practice of language-sensitive
recruitment from a corporate perspective, whilst the micro perspective is taken in
order to study how employee perceptions of corporate language policy change over
time. Unlike traditional survey-based studies, I use data-driven content analysis of
social media, which lets the data tell the story (Schwartz and Ungar 2015). In such
a bottom-up approach, the exploration is not based on previous categories (details

in section 4.3).
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Figure 1: Disciplines used in this thesis and topics of the thesis
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1.2 Research questions

Given the existing studies on language management in Japanese MNCs, the
Japanese business community increasingly practices the discourse of “English only
for global business” (Takino 2016). Japanese government has also made a proposal
for needs of developing Global Human Resources (METI 2010). Despite the
reluctance of Japanese employees to use English at work, Japanese companies need
to adopt English as an official language more widely (OKABE 2009; Takino 2016).
In this thesis, official is defined as mandated by the corporation. Neeley (2011)
argues that adopting English as the corporate language is the only way to integrate
the business across multiple nations and operate effectively worldwide. However,
Rakuten and its employees must have faced enormous challenges resulting from
Englishnization. Thus, in this doctoral thesis, I specifically investigate the present

overarching question:

* RQI: What are the key challenges facing a Japanese MNC when it adopts

English as the official language?

More specifically, the study aims to address the following research questions and is

exemplified through the case of Rakuten:

* RQ2: How is corporate language policy implemented in language-sensitive
recruitment?
* RQ3: What are the relevant recruitment needs for bilinguals in job

advertisements?
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* RQ4: What are Japanese employees’ attitudes toward the implementation of
English as an official corporate language in Japanese HQs?

* RQS5: How do non-Japanese employees perceive changes in corporate culture
following from change in language policy?

* RQ6: How could computer-assisted text analysis be exploited to
help researchers and practitioners better understand issues in language

management on social media?

1.3 Research setting: Rakuten

A number of studies have drawn attention to the fact that implementing an English
language policy in Japanese MNCs could be problematic and therefore deserves
further investigation (Tsuda 2011; Neeley 2011). As mentioned, this study focuses
on Rakuten, a leading Japanese e-commerce MNC, one of the world’s largest
internet companies with a presence in 30 countries and regions. The company’s HQs
in Tokyo employs over 10,000 employees, 80% of whom are Japanese. On March
1, 2010, Hiroshi Mikitani, the CEO of Rakuten introduced an English-only policy
known as “Englishnization” to the 7,000 Japanese staff gathered for his weekly
address and the 3,000 employees watching online abroad. “From now on,” he said,
“everything at Rakuten, from meetings to the canteen menus, would be in English”
(Skapinker 2017). His objective was to improve employees’ English language
proficiency, prepare them to better deal with global competition, and enable them
to meet the English language proficiency requirements of the workplace. The CEO
advocated the use of the TOEIC listening and reading test to meet this objective, by

requiring all employees to achieve a satisfactory score. From Neeley’s perspective,
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Englishnization in Rakuten’s case is a strict corporate language policy; it was
required for every employee irrespective of rank, role, or tenure at the company
(Neeley 2017). Current Rakuten employees face severe consequences if they are
not able to obtain an ideal TOEIC score (Neeley 2017). For instance, if an employee
cannot pass the test within two years, then they might be demoted. However, the
policy is not based on a formal language policy document that includes guidelines
and recommendations for appropriate language use. Instead, it is based on a mandate
from the CEO’s regulatory documents (Neeley 2011). The implementation of
Englishnization is divided into three phases. First, after the program was launched in
2010, Rakuten employees had two years to obtain a score above 650 in the TOEIC or
face demotion (Neeley 2017). Second, the proficiency bar rose gradually to reach
a score of 800 and the points became a mandatory requirement for all new hires
(Neeley 2017). The 800-point phase is still underway and emphasizes speaking. In
the third phase, the policy documents stress global understanding as a goal, but they

do not go into details about what they mean by that.

1.4 The structure of the thesis

This doctoral thesis is constituted by three papers preceded by this introductory
section, which summarizes and compares the research questions and provides
conclusions and suggestions for future research. The introductory section also
aims to demonstrate the coherence of the thesis and summarizes the contribution
to the research field. The articles present studies using a data-driven approach
and an interdisciplinary attempt to answer the overarching research question RQ1.

Article 1 tackles RQ2 and RQ3, exploring the match (or mismatch) between
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language-sensitive recruitment (English, Japanese, or bilingual) and corporate
language policy. Article 2 addresses RQ4, examining the barriers experienced
in multinational companies that have adopted a language other than that of their
country of origin. Moreover, the study analyzes the perceived change in employees’
attitudes toward corporate language policy. Finally, the thesis answers RQ5 and
RQ6, mainly in article 3. In the next section, I offer an outline of the three articles

that compose this thesis.
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2  Qutline of the articles

The thesis comprises three articles with Ziyuan Zhang as sole author. Article
1 was published in July 2021: Zhang, Ziyuan. 2021la. “Content Analysis
of Language-Sensitive Recruitment Influenced by Corporate Language Policy
Using Topic Modeling” HERMES - Journal of Language and Communication
in Business, no. 61: 77-91. Article 2 was published in May 2021: Zhang,
Ziyuan. 2021b. “It is All about TOEIC: Discovering Topics and Trends in
Employee Perceptions of Corporate Language Policy” Journal of Multilingual
and Multicultural Development. 1-19. Article 3 was published in December
2021: Zhang, Ziyuan. 2021c. “Analyzing cultural expatriates’ attitudes toward
‘Englishnization’ using dynamic topic modeling” Journal of Computer-Assisted

Linguistic Research. 1-26.

2.1 Article 1: Content analysis of language-sensitive
recruitment influenced by corporate language policy
using topic modeling

Zhang, Ziyuan. 2021la. “Content Analysis of Language-Sensitive Recruitment

Influenced by Corporate Language Policy Using Topic Modeling” HERMES -

Journal of Language and Communication in Business, no. 61: 77-91.

The first article analyzes the complex relationship between language-sensitive
recruitment and corporate language policy and explores the role of language

management in a large international corporation. Language-sensitive recruitment is
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a language management tool frequently used by corporate organizations. However,
its relationship with corporate policy is lacking; hence, this study aims to
consider language-sensitive job advertisements from a computational text analysis
perspective and explore the match (or mismatch) between language-sensitive
recruitment (English, Japanese or bilingual) and corporate language policy. This
study uses corpus methods combined with topic modeling and text analysis to
investigate the influence of corporate language policy on the textual practice of
language-sensitive recruitment in Rakuten (see Chapter 3, where these methods are
described in more detail). The findings suggest that there exists a considerable
discrepancy between recruitment needs and corporate language policy. It also
finds that bilinguals still play a key role in crossing language boundaries ten years
after the English language policy in this Japanese MNC was mandated. The study
contributes to business language by exploring an additional scenario for linking
language competency with actual recruitment needs. Thus, the results shed light
on the implementation of language-sensitive recruitment in a multilingual corporate

context, affecting the communication patterns and recruitment tactics.

2.2 Article 2: It is all about TOEIC: Discovering topics and

trends in employee perceptions of corporate language policy

Zhang, Ziyuan. 2021b. “It is All about TOEIC: Discovering Topics and Trends in
Employee Perceptions of Corporate Language Policy” Journal of Multilingual and

Multicultural Development. 1-19.
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The second article examines the barriers in multinational companies that have
adopted a foreign language and analyzes employees’ attitudes. Nowadays, many
companies intend to enter the international market and pay considerable attention
to global trends, and some corporations adopt English as their corporate language.
Although many studies extensively describe the role of corporate language policy in
large corporations, employees’ perceptions of such policy have not been explored
adequately. Few studies investigate the trends in such perceptions in social media
texts. This study uses computer-assisted text analysis to examine employees’
perceptions of the mentioned English-only policy over time in Rakuten. It is based
on the analysis of a corpus consisting of 704 posts (about 66,141 words) from the
social media platform OpenWork for the period from 2010 to 2018. The study finds
some general trends in employees’ attitudes, such as topics on the inconsistency
between expectation and reality for the language policy. The findings suggest
that Rakuten is not global in the true sense; the value of the TOEIC score is
overestimated and the neoliberal employment system affects employees in complex
ways. This study contributes to international business language with a bottom-up,
employee-centered, and diachronic perspective on language management. The
results shed light on the implementation of corporate language policy to effectively

respond to global expansion and business needs.
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2.3 Article 3: Analyzing cultural expatriates’ attitudes toward

“Englishnization” using dynamic topic modeling

Zhang, Ziyuan. 2021lc. “Analyzing cultural expatriates’ attitudes toward
‘Englishnization’ using dynamic topic modeling” Journal of Computer-Assisted

Linguistic Research. 1-26.

The final article uses computer-assisted text analysis to investigate changes in
cultural expatriates’ perceptions of Japanese work practices and values over time.
Cultural expatriates are “people who are temporarily or permanently detached from
their home culture while still operating in their own country” (Neeley 2017). They
are a significant but underexplored outcome of globalization. Despite the recent
proliferation of studies on the internationalization of Japanese MNCs, few studies
focus on cultural expatriates’ perceptions of corporate language policy over time in
social media texts. This study analyzes a corpus of 208 posts on Glassdoor from
2009 to 2020 (see details in section 4.4). The findings suggest that these posts
can be divided into three content groups: the threat of a foreign corporate culture,
embracing the Rakuten way, and perception of leadership and marginalized status.
Further, the posts reveal how corporate language policy, as an instrument of internal
internationalization, impacts the external internationalization of Japanese MNCs.
With regard to method, the study demonstrates that dynamic topic modeling can
enhance our understanding of cultural expatriates and English-only policy affecting
the internationalization of Japanese MNCs. It contributes to interdisciplinary

research by examining cultural expatriates’ perceptions of Japanese work practices
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and values from a short-term diachronic perspective.
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3 Theoretical framework

This chapter presents the theoretical framework applied in this thesis and contains
a survey of the most relevant literature, which describes and discusses previous
research on the topic of language management in business organizations. By
drawing on a combination of computational sociolinguistics, language management,
and business communication, this chapter seeks to explain key concepts of
this thesis, including language issues in international business (3.1), language
management (3.2), the concept of cultural expatriates (3.3), and computational
sociolinguistics (3.4). Thus, the thesis contributes to the literature by including an
interdisciplinary study of language management in the Japanese business context.
In each section, I give a brief outline of previous research and an account of how

the current thesis contributes to and complements these fields of knowledge.

3.1 Language issues in international business

This section discuss the most important concepts related to language and

communication in international business.

3.1.1 The concept of language in international business

A growing number of researchers in international business have started to recognize
the importance of language in MNCs and have approached language issues from
different angles. Language and communication are important for all businesses
(Clausen 2007). The globalized labor market also brings international candidates

to the local, domestic markets. Language has therefore become a hot topic for large
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multinational corporations. The concept of language itself is central to the study of
language issues, and yet, there is a lack of consensus in international business as to
how it should be conceptualized.

Three facets of language feature most prominently in the conceptualization
of language in international business: English as the language of international
business, national languages spoken in MNCs, and mandated corporate languages
by the top management of an organization (Brannen 2004). English, as the first facet
of language, is typically chosen by default as the preferred language for corporate
use (Marschan-Piekkari et al. 1999b0). Many scholars focus on the notion of a
common corporate language, which is defined as a management tool in MNCs
(Marschan-Piekkari et al. 1999b; Feely and Harzing 2003; Piekkari et al. 2005;
Harzing et al. 2011; Latukha et al. 2016). Others explore the national languages
of corporate HQs and globally dispersed subsidiaries (Steyaert et al. 2011; Angouri
2014; Janssens and Steyaert 2014).

Following a few scholars (Berthoud et al. 2015; Neeley 2011), I adopt the
current definition of language: a specific national code (in this particular case
English), which is mandated by the top management of an organization. I take a
critical approach to English as an officially mandated corporate language with a

point of view that it is reconceptualized as a commodifiable skill.

3.1.2 The concept of business language and communication

The HQ of a Japanese MNC offers a good context to study the language
issue. For example, I explore the reactions of Japanese employees to possible

changes in language use and the transformation of their HQ workplace into a
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multilingual environment in article 2. The terms “business language” and “business
communication” are used to signify two slightly different pespectives to the same
study object. I use the terms “business language” (article 1) and “international
business language” (article 2) to mean a language choice of code (in this particular
case English) which is mandated by top management of an organization. I use
“business communication” to represent the quality, mechanisms, and consequences
of communication in business contexts (Takino 2016). Finally, I focus on close
textual analysis from bilingual viewpoints, covering not only English but also

Japanese viewpoints.

3.1.3 The concept of English

Another core concept plays a fundamental role in my thesis is English. International
business scholars view English as a bounded linguistic system. This view suggests
that English is one of the multiple language systems in a multilingual workplace
(Luo and Shenkar 2006). In my thesis, I hold that English is not “a resource
which emerges and is mobilized in a bottom-up manner in interaction with other
languages as part of a social, multilingual practice” but a bounded entity chosen
by the top management in a multilingual organization (Kankaanranta et al. 2018:
338). Following Peltokorpi and Vaara (2014), who argue that employees who
master English as corporate language are likely to have advantages in recruitment,
promotion, or performance rewards, I conceptualize English in my thesis as a
commodity that can be measured and assessed (Heller 2010; Piller and Lising 2014).

By this I mean that English is a commodifiable skill.
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3.1.4 The concept of lingua franca and English as lingua franca

Researchers in sociolinguistics also discuss English as the lingua franca in business
contexts. With this research traditions English is viewed as a social practice
(Louhiala-Salminen et al. 2005; Jenkins et al. 2011; Pullin 2010; Ehrenreich 2015).
Rather than using this definition, I define English as a commodity. I conceptualize
lingua franca as “a common language different from the parties’ native language,
very often English” (RP Cuypers et al. 2015: 430). Some researchers have
aimed to understand what characterizes English as a Lingua Franca (ELF), that
is, “the resource used among speakers of diverse linguistic backgrounds in their
interpersonal communication” (Jenkins et al. 2011: 337). Jenkins (2015) strongly

emphasizes the use of ELF as a multilingual practice.

3.1.5 The concept of BELF

This concept is not the choice of my theoretical fundamental. However, this is so
close to my thesis. I will briefly explain it below. Researchers in sociolinguistics
conceptualize English as a more neutral daily communicative tool in the form of
English as Business Lingua Franca (BELF) (Kankaanranta and Planken 2010). The
term BELF was introduced by Louhiala-Salminen et al. (2005) to apply the concept
of ELF into a business context. BELF scholars emphasize the business domain
and is used in multilingual contexts (Louhiala-Salminen et al. 2005; Ehrenreich
2010; Kankaanranta and Louhiala-Salminen 2010). The term “BELF” has been
criticized for preserving the concept of English in the name of BELF as it refers

to a bounded linguistic system (Makoni and Pennycook 2012; Kankaanranta et al.
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2018). The notion of BELF competence emphasizes the need to be able to
communicate in a particular situation related to work, rather than relying on various
formats of language tests (Heller 2010; Kankaanranta et al. 2018). There are
many empirical studies on the perceptions of BELF by employees (Nickerson 2005;
Kankaanranta and Louhiala-Salminen 2010; Louhiala-Salminen and Kankaanranta
2012; Kankaanranta and Lu 2013). However, few studies look at the perceptions of

BELF by employees who must achieve a TOEIC score above a certain level.

3.1.6 The concept of English as corporate language

The concept of corporate language is also a central notion in my thesis. I adopt the
definition of corporate language as the official language, representing a mandate
announced by the corporation and “taking standard English (ENL) for granted” in
article 1 (Kankaanranta et al. 2018; Cornelissen 2020). I also adopt the definition of
corporate language as a working language used in interactions among individual
MNC employees in articles 2 and 3 (Kankaanranta et al. 2018). The concept
of (English as) corporate language was explicitly defined by Kankaanranta et al.
(2018) for the first time. Kankaanranta et al. (2018) argue that neither “corporate
language” in general nor “English as corporate language” in particular are explicitly
defined in the research fields of international management and sociolinguistics.
They advance the notion of English as corporate language by distinguishing its
frontstage and backstage representations: official, standard English, and working
language BELF (Kankaanranta et al. 2018). English is typically chosen as a
corporate language in MNCs owing to its dominance and hegemonic position as the

language of international business (Tietze and Dick 2013). The corporate language
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has a position of superiority compared with the local languages in the MNC as a
multilingual organization (Marschan-Piekkari et al. 19995; Luo and Shenkar 2006).
Multilingualism in the MNC is conceptualized by Tange and Lauring (2009) as
the co-existence of more than one language within the same organization. The
meta-language of English as corporate language is used to override rival speech
communities based on employees’ native languages (Tange and Lauring 2009). The
implementation of English as corporate language has also been linked to power
relations (Marschan-Piekkari et al. 1999a,b; Piekkari et al. 2005; Vaara et al. 2005),
discrimination and ingroup-outgroup division (Andersen and Rasmussen 2004;
Lensmann and Mortensen 2018). Over the last few years, however, an increasing
number of voices have challenged the traditional view on the superior status of
English as corporate language in MNCs (Barner-Rasmussen et al. 2014; Lensmann
2014; Gaibrois 2016). These voices advocate for an interdisciplinary approach
that combines sociolinguistics with business management research, including the
interplay of different languages in MNCs (Janssens and Steyaert 2014). Within
sociolinguistics, a group of researchers has used the term BELF to discuss English as
corporate language in business contexts. Language-sensitive international business
and management research typically views corporate language as an organizational
artifact that shows how thoughts are formulated and how they are communicated and
discussed (Brannen et al. 2017). BELF research is often interested in how corporate
language is conceptualized, how it is used, or what the discourse is about. English as
corporate language, the only shared language among MNC employees, is typically
the medium of everyday communication from employees’ perspectives (Ehrenreich

2010; Louhiala-Salminen and Kankaanranta 2012; Lensmann 2015). In my thesis,
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article 1 focuses on the role of English as corporate language that is instrumental for
the corporate image. Article 2 and 3 focus on the attitudes of Japanese employees in
the HQs of a MNC and non-Japanese employees in a subsidiary towards English as
corporate language. To the best of my knowledge, no prior study has examined the
difference between corporate language as official language in a public genre (the
bilingual job advertisements, see article 1) and corporate language as a working
language in a different genre (employees’ anonymous comments, see articles 2 and

3).

3.2 Language management

This section starts by discussing one fundamental concept in the thesis: language
management. Two sections will follow: language management at the corporate level
and the employee level. Recently, the issue of language management has received
considerable attention in international business studies. I use the term “language
management” to mean the management of language users, as a form of human
resource management. I also adopt the present definition of language management:
“the strategic use of language from the managerial point of view” (Sanden 2015).
Language management theory (LMT), which is introduced by Jernudd and
Neustupny (1987), is concerned with the management of discourse in corporate
settings (Nekvapil and Sherman 2009). In contrast, Spolsky (2004, 2009, 2012)
defines language management as a wider concept of language policy. However, his
theory does not consider important factors of the corporate context such as enterprise

business strategies and costs (Sanden 2015; Van den Born and Peltokorpi 2010).
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In contrast to general sociolinguistic approaches mentioned above,
Marschan et al. (1997) established language management research in international
business and management, advocating for the importance of language in
multinational management (Volk et al. 2014). Language management is a
practice-oriented approach to language, focusing on the management of language
users and their competencies (Sanden 2015). Scholars such as Piekkari (2006),
Marschan-Piekkari et al. (1999a), and Tenzer et al. (2014) discuss the strategic
use of language from a managerial perspective. “Business strategy tool” and
“language-sensitive approach” are expressions used in this field to refer to the
strategic use of language by management with the purpose of controlling the
linguistic-communicative arena of a firm or business unit based on the assumption
that it will benefit the company (Sanden 2015). I provide an overview of these in
the theoretical framework of article 2.

The unit of analysis in language management studies is often the language
needs of the company, that is, the company’s need for employees with sufficient
knowledge of foreign languages to initiate and consolidate business relations with
speakers of these languages (Vandermeeren 2003). In language management
studies, there is less focus in individual segments of discourse than in the
sociolinguistics approaches such as LMT and BELF. Marschan et al. (1997: 596)
argue that the final target of language management is to “develop a fit between a
company’s language profile and its strategies. An important first step is to include
language aspects at the highest level of strategic planning and implementation.”
Following Marschan et al. (1997), 1 argue that language must be considered a

key element in strategically managing a multinational company. As language
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management has been referred to as “a course of action where language regulation is
designed and implemented on the basis of strategic considerations,” that is, strategic
language management or simply language strategies (EC 2007; Piekkari et al.
2014), I adopt the definition of language strategies mentioned in the introduction
(see Chapter 1). However, academic researchers have divergent conceptions of
strategies, either strategy as a plan or strategy as a practice. Strategy as a plan is
defined by Chandler Jr (1969: 13) as “the determination of the basic long-term
goals and objectives of an enterprise, and the adoption of courses of action and the
allocation of resources necessary for carrying out these goals”, and by Mintzberg
(1998: 13) as a : “consciously intended course of action, a guideline (or set of
guidelines) to deal with a situation.” In contrast, the conception of strategy as
a practice is represented by Golsorkhi et al. (2010) and Whittington (1996), who
focus on “how managers and consultants practice strategies, rather than developing
strategies through corporate policies” (Sanden 2015). To my knowledge, very few
studies look at the perception of language strategies as practice in the Japanese
business context, let alone focus on employees’ perceptions. This thesis, therefore,
aims to how language strategies as practiced in a Japanese MNC are perceived by

employees in articles 2 and 3.

3.2.1 Language management at the corporate level

I define “language management at the corporate level” as management initiatives
to address the language needs of the corporation. Sanden (2015) refers to
the same phenomenon by using the expression “corporate language measures.”

These measures are controlled at the management level to modify the language
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practice of the employees. Sanden’s framework is composed of six measures:
namely (1) linguistic auditing, (2) translation and interpretation, (3) technological
solutions, (4) language training, (5) language-sensitive recruitment, and (6)
language intermediates. I refer to Sanden’s work for a detailed explanation of
language management at the corporate level. Language-sensitive recruitment is
the measure that is particularly relevant for the present study. The concept of
language-sensitive recruitment has been widely used as a language management
tool (EC 2007). Language-sensitive recruitment is defined by Peltokorpi and Vaara
(2014: 601) as “practices in which a certain proficiency in the corporate language
is used as a precondition for employment”.

I adopt the definition of language-sensitive recruitment, referring to the
employment of language-competent personnel in the context of this study. A
job advertisement is one way to attract the desired applicants to an organization
(Blackman 2006). Organizations create job advertisements as a routine activity in
the recruitment process (Rafaeli and Oliver 1998). Job advertisements are potential
sites where ideology is naturalized (Fairclough 2013). That is to say, it is almost
impossible to separate the messages in an advertisement from the set of values,
attitudes, and shared knowledge that comprise a culture. Walters and Fage-Butler
(2014) illustrate how the genre of the job advertisement has developed over time,
as well as indicating the features of the genre that characterize the richer job
advertisements written today. Backhaus (2004) assesses the importance of word
choice in producing recruitment materials. The author advocates that the task of
business communicators is to find the appropriate words to pique the curiosity of the

desired potential workers and encourage them to continue through the application
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process (Backhaus 2004). Backhaus (2004) proposes that the easiest and cheapest
way to approach the language problem is to hire people with sufficient language
skills. In the business world, a foreign language capability is strictly an ancillary
skill (Inman 1980). MNCs can remove language barriers by recruiting employees
with the required language proficiency (Reeves and Wright 1996). However,
language-sensitive recruitment is not always an appropriate choice and may lead
to many challenges. One challenge is finding qualified candidates because there is
a shortage of potential employees with sufficient English skills in the local labor
market, including Japan (Peltokorpi 2010) and South Korea (Park et al. 1996).

To my knowledge, no prior study has specifically looked at
language-sensitive recruitment’s relationship with corporate language policy.
In article 1, I investigate the influence of corporate language policy on the textual
practice of language-sensitive recruitment in a Japanese MNC. I further explore the
match (or mismatch) between language-sensitive recruitment (English, Japanese,

or bilingual) and corporate language policy.

3.2.2 Language management at the employee level

Language management at the employee level refers to the management of language
practices emanating from the front-line level rather than the management of
discourse at the corporate level. Front-line employees may decide what their
language practices should be, for example, which language to use in what situation
(Sanden 2015). They have to deal with language and communication issues every
day (Andersen and Rasmussen 2004). For instance, employees often switch to the

local language, which is different from the corporate language (Harzing et al. 2011).
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The concept of language management at the employee level has been further
applied to the choice of communication medium in organizations by Charles and
Marschan-Piekkari (2002), Shachaf (2008), and Harzing et al. (2011). These
scholars discuss that the use of a written communication medium, such as email,
may reduce miscommunication as compared with an oral communication medium.
Instead of communicating via phone, Harzing et al. (2011) argue that the use of
email is a common way of managing language at the employee level.

However, as argued by Bjorkman et al. (2012), there is a great need to
engage in more in-depth analysis at the micro-level. In the present study, I focus
on employees’ motivation to learn the corporate language and their perceptions
of language management for analyzing front-line practices. Companies with
international aspirations attempt to adopt the English language to increase their
probability of success (Sanden 2015). If English is not the native language of
employees, the officials’ decision may be undermined by employees’ preferences
for the local language (Feely 2004). In language learning, motivation is also an
important factor, and those who score low in language tests may be discouraged
(Newfields et al. 2005). Motivation in self-determination theory can be divided
into two types: intrinsic and extrinsic (Ryan and Deci 2000). Extrinsic motivation
is based on external outcomes such as promotion or punishment, while intrinsic
motivation encourages employees to learn without expectation of reward (Newfields
et al. 2005). Nantakaew (2012) argues that the most important factor affecting
employees’ motivation to learn English is the perceived need for self-improvement
in language ability. Lensmann (2017) focuses on employees’ reactions to the

implementation of a new corporate policy from the top and finds three stances
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among employees: resisting English, embracing English, or a middle position.
Many employees must invest heavily in learning the corporate language and
ultimately accept built-in inequality, seek to escape the corporate language through
internal mobility, or leave the company (Vaara et al. 2005). Managers must consider
the significance of language and communication skills for staff motivation and
job satisfaction in multilingual organizations (Charles 2007). Another factor is
Lonsmann’s (2011) observation of a discrepancy between employees’ definition of
language policy and the company’s reality. Danish in her study was in fact the
default language rather than English, which was used primarily with non-Danish
speakers. Similarly, for a quantitative analysis of CEO leadership and employee
confidence, Neeley (2017: 155) collected data from 4,000 eligible employees in
Rakuten to examine employee perceptions of how the impact of the corporate
language policy on their productivity is influenced by leadership. She conducted
two surveys, at 14 months (Time 1) and 20 months (Time 2) after Rakuten
implemented the Englishnization policy (Neeley 2017: 107) and then compared
the responses in the two time periods to observe the changes in leadership, beliefs,
and attitudes from Time 1 to Time 2. She then performed a quantitative analysis
of CEO leadership and employee confidence. However, the survey was unable to
determine how employees’ beliefs and job attitudes toward language management
change over time because of only two measurement points. I address some trends
in employees’ attitudes toward language management in article 2. Moreover, as
only a few studies look at employee data in terms of designation, age, gender,
and tenure (Neeley 2017), the present thesis intends to contribute with comparative

micro-level analysis, which is conducted at the level of business units and technical
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units, gender, and varying tenures.

3.2.3 The concept of corporate language policy

In the present study, I emphasize corporate language policy, which is among
the main measures by which language strategies are implemented in practice. I
define corporate language policy as a type of language policy that is developed
specifically for a company or business organization. Academic researchers in
sociolinguistics and business management have divergent conceptions of language
policy (Sanden 2015). Within the sociolinguistic research tradition, a language
policy is a plan for language use (Baldauf Jr 2012). The term of language policy is
often used together with “language planning” as “language policy and planning”. As
explained by Baldauf Jr (2012), language planning refers to implementation of the
language policy across the particular regions and organizations in which the policy
is addressing. The conception of language policy, represented by Kangasharju et al.
(2010) in the business and management domain, is described as everyday practices,
abstract principles, and political statements about language use. Language policy
therefore is defined as “both the general guidelines and the practical procedures and
instructions for improving and harmonizing internal and external communications,
which the management of an organization or another responsible party has presented
in a written form” (Kangasharju et al. 2010). As discussed above, the term corporate
is central to the study of corporate language policy, which is a policy about language
use in a corporation. However, the term “corporate” is not only used to denote
the corporation setting in which the language policies are implemented but also

the hierarchical order within the corporation (Goodijk 2002). Thus, I argue that
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a corporate language policy is developed by the company’s leadership and applies
to the entire corporation. Following Sanden (2015), I adopt a definition of corporate
language policy: a type of language management for an organization.

Many studies have explored the role of English as a corporate language
policy (Marschan-Piekkari et al. 1999b; Thomas 2008; Tietze 2010; Lensmann
2011; Neeley 2011; Piekkari et al. 2014). The choice of ELF is motivated
by its extensive use in global communication (Nickerson 2005; Kankaanranta
and Louhiala-Salminen 2007; Ammon 2010). The rationale for this choice is
that it could benefit companies to exchange information in a shared linguistic
framework (Thomas 2008), to ease access to professional and technical literature
(Marschan-Piekkari et al. 199956), and to prevent the loss of information due to
translation (Sanden 2015). Moreover, Lonsmann (2011) claims that the lack of an
official language policy document has led to different definitions and expectations
among employees who experience a discrepancy between their interpretations of the
language policy and the company’s reality. Furthermore, English-only policies may
lead to “language clustering”, where employees with similar language backgrounds
combine into groups to resort to their non-official common language within the
workplace (Lensmann and Mortensen 2018). When using a second or foreign
language, employees find that they do not achieve the same level of communication
or information flow, which has implications for their ability to participate in
and benefit from peer-based networks and knowledge-sharing (Tange and Lauring
2009). Moreover, if English is not the native language, the official decision may be
undermined by employees’ preference for the local language (Feely 2004). Previous

research has focused more closely on the unstructured and informal group of people
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who engage in interaction more because of their common linguistic background
(Ahmad and Widén 2015; Takino 2016). Comparative research across languages is
rare but might yield interesting insights in the future (Takino 2016).

Studies seeking to capture existing employees’ perceptions of corporate
language policy are limited in drawing inferences and generalizing results (Luo
et al. 2016). A few studies examine employee perceptions of corporate language
policy using qualitative methods such as interviews and focus groups (Lensmann
2017; Lensmann and Mortensen 2018). However, few studies have illustrated
temporal trends in employees’ opinions regarding corporate language policy. In
the present thesis, I use anonymous media platforms as data sources to examine
employees’ perceptions of corporate language policy. In article 2, I further
investigate employees’ opinions regarding the implementation of the corporate

language policy and its impact in the context of the policy in Rakuten.

3.2.4 The concept of linguistic instrumentalism

To examine the implementation of language-sensitive employment in a Japanese
MNC, I analyze how linguistic instrumentalism has influenced corporate language
policy and the language test score. According to Piller and Cho (2013),
neoliberalism, an economic ideology, serves as a covert language policy mechanism
that pushes the global spread of English. Following Phelan (2014), I conceptualize
neoliberalism as a discourse. The concept of linguistic instrumentalism was initially
introduced by Wee (2003) and further developed by Kubota (2011). Briefly put,
linguistic instrumentalism underlines the importance of English skills for work

and for achieving individual economic success. This perspective has influenced
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the notion of human capital and the unstable employment conditions of neoliberal
society (Kubota 2011). In neoliberal discourse, human capital development relies
on acquiring communication skills that become fetishized as economically viable
(Kubota 2011). Communication skills in English—a language with worldwide
dominance—are required for global competitiveness in non-English-speaking
countries (Phillipson 2008). One may draw a parallel to the concept of the discourse
of linguistic instrumentalism carried out in nations and individuals, as a way of
promising economic return from English language competency (Kubota 2011).
Several studies, such as those of Piekkari (2006), Lensmann (2011), and Neeley
(2017), posit that using English as a corporate language medium may attract global
talent. Lensmann (2011) argues that ELF is often used for instrumental goals.

In relation to linguistic instrumentalism, I raise three points that are relevant
to my thesis. First, a plethora of outsourcing and part-time employment are
demonstrated to reduce labor costs in the pursuit of economic productivity. In
the Japanese business context, the previous life-long regular employment has been
replaced by more flexible contract employment to reduce labor costs (Kubota 2011).
To stay employable, as Urciuoli (2008) argues, communication skills have become
a commodity. If native citizens with insufficient skills are employed while there is a
particular language requirement, they may not perform effectively (Peltokorpi and
Vaara 2014).

Second, as stated above, linguistic instrumentalism assumes a connection
between English competence and individual economic benefits (Kubota 2011). The
emphasis on communicative competence in English is meant to enhance the value of

human capital and national competitiveness (Park and Wee 2013). Human capital,is
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defined by Keeley (2007: 29) as “the importance of people—their abilities, their
knowledge, and their competences—to economic growth.” More attention needs to
be devoted to the role of English competence for assessing human capitals.

Third, TOEIC scores are typically used internationally to make HR decisions
related to hiring, promotion, training, and on-the-job performance (Anthony 2003;
Stahl et al. 2007; Peltokorpi and Vaara 2014; Oliveri and Tannenbaum 2017). A
regular employee should achieve a TOEIC score of above 800 in Rakuten’s case
(see article 1). However, if TOEIC scores are used as a criterion for recruitment
and promotion, the stakes are high, meaning the test scores will significantly affect
the test-taker’s life (Chapman 2006). The TOEIC test has been criticized because
some test preparation strategies are unrelated to English proficiency. Test-takers
may focus less on language skills unrelated to TOEIC (Newfields et al. 2005). The
TOEIC test may misjudge the test-taker’s communication competency based on a
specific context of language usage (Pilcher and Richards 2017). Thus, there is a
danger that people may take a high score as a guarantee of effective communication
in BELF (Takino 2016). These issues prompted me to examine whether English
language skills actually generate economic returns in reality.

In the present thesis, I elaborate on the power of English and the neoliberal
employment system and their implications for employees in articles 1 and 2.
I examine how corporate language policy is implemented in language-sensitive
recruitment (RQ2) in article 1 and what the temporal trends in employees’ opinions
regarding corporate language policy are (RQ4) in article 2. T also investigate how
English as a corporate language (re)produces social hierarchies and who wins and

who loses in those scenarios, from a critical analytical lens in article 2. Moreover,
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this particular case may also be applicable to other organizations.

3.3 The concept of cultural expatriates

The concept of cultural expatriates was coined by Neeley (2017). Cultural
expatriates are defined as “people who are temporarily or permanently detached
from their home culture while still operating in their own country” (Neeley 2017:
5). For example, American native-English speakers were detached from their
American culture as they worked in a subsidiary of Japanese MNC (see article
3). Neeley repurposed the word “expatriate” as an alternative approach to the
conventional ways of looking at biculturals. Following the work of Brannen and
Thomas (2010), I define biculturals as people who have internalized more than
one cultural profile. Culture is defined by Varner and Beamer (2005: 5) as “the
coherent, learned, shared view of a group of people about life’s concerns that ranks
what is important, furnishes attitudes about what things are appropriate, and dictates
behavior.” As such, biculturals have a simultaneous awareness of being a member
of two cultures without having to choose one culture over the other (LaFromboise
et al. 1993; Brannen et al. 2009). I refer to Brannen’s work on biculturals for a
detailed explanation of cultural expatriates. I provide an overview of four types of
biculturals in the theoretical framework of article 3. T adopt the definition of cultural
expatriates as people who have been socialized between two distinct cultures as
proposed by Brannen et al. (2009). A cultural expatriate can have knowledge of
another culture without identifying with it. For example, American employees may
be able to acquire knowledge about the Japanese culture and apply this knowledge

to guide their behavior, without actively identifying with that culture.
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Cultural expatriates portray self-identity, which is defined as “the self as
reflexively understood by the individual in terms of his or her biography” (Giddens
1991: 244). Following Yagi and Kleinberg (2011), I define cultural identity as
a dimension of self-identity and one’s self-concept that concerns perceptions of
“who I am” as a cultural being. Jameson (2007: 207) makes a similar distinction
by describing cultural expatriates as people with “an individual’s sense of self
derived from formal or informal membership in groups that transmit and inculcate
knowledge, beliefs, values, attitudes, traditions, and ways of life.” They consist of
six components: vocation, class, geography, philosophy, language, and biological
traits with cultural aspects. There are three aspects of cultural identity that are
particularly relevant to the present study. First, employees who work for a
company for a length of time often buy into its values and cultural practices
(Jameson 2007). Sometimes, divisions or departments of corporations create strong
cultural affiliations (Kuhn and Nelson 2002). Second, a corporate strategy often
needs to account for cultural differences related to regional distinctions (Jameson
2007). Third, language defines cultural groups, often interacts with other cultural
components, and can unite or divide people in the organization (Jameson 2007).
For instance, some native English-speaking informants who exhibit linguistic
ethnocentrism do not understand that English is the lingua franca of international
business, and assume that “it was their country, their culture, and their market that
were of interest” (Neeley 2017: 59).

Recent studies have looked at individuals’ cultural identities in the
organizational context. Keeley (2001) acknowledges, interestingly, that

non-Japanese employees are considered an out-group, even when they work in
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subsidiaries in their home country. Kankaanranta and Lu (2013) argue that the use of
BELF—or a common language—in international business can have a homogenizing
effect on the cultural identities of the speakers. Jameson (2007) argues that cultural
identity is also influenced by close relationships, and that it changes over time. The
close relationships could include family members, friends, and colleagues, with
whom interaction occurs frequently (Kankaanranta and Lu 2013). To the best of
my knowledge however, no prior study has looked at how cultural identity changes
over time in a Japanese MNC .

In the present thesis, I discuss Rakuten’s English-only language policy,
and examine the consequences of this policy. 1 examine the use of English in
Rakuten’s HQs and its relation to non-Japanese employees’ opposition to Japanese
work practices and values transmitted by the English-only policy. I also analyze the

relationship between language, culture, and local identity in article 3.

3.4 Computational sociolinguistics

The present thesis also shows how large-scale data-driven methods can complement
existing sociolinguistics studies. Computational sociolinguistics is an emerging
research field that integrates sociolinguistics and computer science to study the
relationship between language and society from a computational perspective
(Nguyenetal. 2016). An increasing number of computational linguists show interest
in studying language in a social context. Although computational linguistics has
significantly contributed to our understanding of the informational dimension of
language, few studies have explored modeling of the social dimension (Elangovan

and Eisenstein 2015).
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Traditionally, sociolinguists collect data using surveys and ethnographic
research as the main methods (Milroy and Gordon 2008; Tagliamonte 2006).
Formal texts, such as large corpora and recorded conversation, were used in early
computational studies on social identity and language use (Argamon et al. 2003;
Van Durme 2012; Nguyen et al. 2016). Social media is a rich and easy-to-access
source of abundant informal information, providing an opportunity to investigate
language in social contexts (Johannsen et al. 2015). The recent increase in literature
on computational linguistics studying language in social contexts is partly driven
by the ever-increasing availability of social media data, which help investigate
language variation more broadly (Nguyen et al. 2016). Some studies automatically
infer social variables, such as gender and age, from texts (Nguyen et al. 2014).

The content generated on social media platforms provides contextual
information that can be used for large-scale studies of social variables. Among
the platforms that have been studied are microblogs (Eisenstein et al. 2014), web
forums (Garley and Hockenmaier 2012) and online review sites (Hovy et al.
2015). However, no study has yet been conducted on the trend analysis of
employees’ perceptions of corporate language policy and possible changes in the
corporate culture using anonymous media platforms as data sources. Therefore, I
employ natural language processing tools in order to gain insights into language
management issues from modeling and analyzing data in a bottom-up manner.
The data is drawn from different genres (see Chapter 4). In article 2, I analyze
the evolutionary nature of topics on the reactions of Japanese employees about
possible changes in language use before and after Englishnization. In article 3, 1

investigate non-Japanese employees and possible changes in the transformation of
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their subsidiary workplaces.
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4 Methodology

In this section, I describe the data and explain my methodology and research
design, by accounting for factors such as data presentation (4.1), data analysis (4.2),

computer-assisted text analysis and topic modeling (4.3), and topic popularity (4.4).

4.1 Data presentation

Lonsmann (2015: 13) emphasizes that “what we see —or what we are allowed to see
—depends on where we stand and who we are at the moment”. In present thesis, my
data presentation is influenced by my positionality and identities that I detail below.

As a software engineer in the company, [ was considered an employee, and
therefore an insider with knowledge of the corporate language policy. As an insider,
I also had knowledge of the problems and difficulties the employees encountered.
One of the potential criticisms of the insider position is that it may be biased toward
interpretation (Brannick and Coghlan 2007).

To offset this built-in bias, I also tried to position myself as a researcher. I
am an outsider and do not have an interest that conflicts with Rakuten while doing
my PhD. I am seen as an objective observer (Bonner and Tolhurst 2002). I also
have adopted the approach of computer-assisted text analysis and topic modeling to
decrease subjective interpretation.

Finally, I also positioned myself as a non-local. I am a native Chinese
speaker. Many texts in the dataset are in Japanese. I have lived in Japan for three
years while working for Rakuten, and I have passed Japanese-Language Proficiency

Test (JLPT) level N2. The JLPT has been offered by the Japan Foundation and
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Japan Educational Exchanges and Services (formerly Association of International
Education, Japan) since 1984 as a reliable means of evaluating and certifying
the Japanese proficiency of non-native speakers (Foundation 2022b). Regarding
linguistic competence required for level N2, I can read materials written clearly on a
variety of topics, such as articles and commentaries in newspapers and magazines as
well as simple critiques, and comprehend their contents (Foundation 2022a). I can
also read written materials on general topics, follow their narratives, and understand
the intent of the writers (Foundation 2022a). It means I feel relatively comfortable
with Japanese language. Even if I am not a native Japanese speaker, I have a fair
understanding of the Japanese culture and texts.

For the first article I collected online bilingual job advertisements in 2019
from Rakuten in the tenth year of the corporate language policy mandate. A web
crawler? was used to obtain 1,109 advertisements (1,053,178 words) posted to
Rakuten’s talent section® on November 12, 2019. In total, 683 (61.5%) of these
advertisements were bilingual, 129 (11.6%) were in Japanese, and 297 (26.9%)
were only in English. The study extracted all the sentences, including English
and Japanese requirements keywords, from 150 bilingual advertisements, which
accounted for 25% of 683 bilingual advertisements.

Employee review websites contain self-initiated and anonymous
information that stands to mitigate many of the biases introduced in survey
studies (Das Swain et al. 2020). Glassdoor* and OpenWork® are examples of career

community websites where current and former employees anonymously review

2The library was installed with pip: pip install scrapy.
3available at https://japan-job-en.rakuten.careers/search-job
“https://www.glassdoor.com/

Shttps://www.vorkers.com/
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companies and their management (Luo et al. 2016). OpenWork (formerly known
as Vorkers) mainly focuses on Japan. It contains objective information such as pay,
benefits and free-form text that represents organizational culture. There are about
9,800,000 reviews and evaluated scores of 36,000 companies posted by current
and former employees at the time of writing. The website has 2,900,000 registered
users and approximately 3,000 new registrations every day. Glassdoor is one of the
largest review websites for employers worldwide. The website provides extensive
details about the latest jobs, company ratings and reviews, CEO approval ratings,
salary reports, interview reviews and questions, benefits reviews, and office photos.
At the time of the data collection (December 2019), there were approximately
70,000,000 reviews and evaluated scores of 1,300,000 employers posted by current
and former employees. The website has approximately 50,000,000 unique visitors
per month.

For article 2, the contents of the OpenWork website between 2008 and 2018
were collected by means of a customized web crawler. The website comprised
9,324 Japanese posts (1,337,652 words). As the study relied only on data written
in Japanese, it does not account for employees who speak languages other than
Japanese at the HQ or employees located in Rakuten offices outside Japan.

Forarticle 3, Iused a customized web crawler to download data on Glassdoor
from February 2009 to November 2020, resulting in 208 reviews and a corpus of
49,497 words.

The challenge that [ have experienced is data collection bias. I identify three
ways in which the data can be biased. First, users on employee review websites can

introduce demographic bias into datasets. The bias is often unintentionally caused
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by the user base of the sites. Second, malicious users can also introduce bias into
the site. Many individuals coordinate with each other to leave fake reviews and
spread negative information (Morstatter and Liu 2017). Third, online bots, software
programs that perform automated tasks, can run to change the statistics of the site.
They can make a topic to trend or misrepresent already trending topics (Cook et al.
2014).

In the present thesis, I adopt a variety of approaches to deal with bias,
such as including different data sources (job advertisements, Glassdoor, and
OpenWork), adjusting my study focus, and accepting respective limitations.
Regarding representativeness, my data collection has appropriate sampling to ensure
generalizability of the study findings. For example, in article two, for the Japanese
employees’ perspective, 9,324 posts were collected over a period of eight years.
There are 12,053 employees in Japan region in 2018. It means I got the voices of
77.4% of the entire population of the company if I assume that each of these posts
came from a different employee. A corpus of 709 posts containing terms & 35
“English”, toeic and 2> A “official” was obtained from 9,324 posts and analyzed
owing to my focus on language management. This sub-sampling method was used
in three articles. Unlike interviews, employees in the websites were not asked
about language issues in the company but they freely shared their thoughts about
the company. It provides more valuable insights into employees’ attitudes toward
the corporate language policy: employees in those 709 posts (7.6%) voluntarily
commented on the corporate language in the company. The other 8615 posts
(92.4%) were not related to these language topics. Moreover, the data sample is

also diverse and tells us about employees’ function, gender, tenures and employee
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status (see article 2). For example, (n0.673, 2018, h 7 ~X)VFEZE H¥E, (EF
5~10 4F, Z0M:) (Translated from Japanese, no. 673, 2018, female, BU, employee,
5-10 years ). Article 2 investigated the temporal topic variation for the different
profiles of employees. The study found that there is a link between their profile and
the views they have (e.g., male vs. female, business unit vs. development unit, and
different tenures at Rakuten). It would have been interesting if I had explored more
profiles in article 3. However, since the anonymous comments miss a lot of profile
information such as employment status and staff levels, it is still unknown whether
the trend differs at these levels.

Further, the reviews are not uniformly distributed over time as half of
the reviews were written after 2014, which biases our findings toward the recent
periods-for example, in article 2, the early years vs. more recent years: 2010 (7),
2011 (25), 2012 (42), 2013 (37), 2014 (64) ---2018 (157). The overall trend of the
sample size is increasing comparatively fast. There are three reasons why the data
sample are different across time. First, as mentioned before, these data are extracted
from the larger dataset by using key words. It means at the time point the number of
those commenting on language issues, while the rest of the comments are pertinent
to other topics that this thesis does not focus on. Second, the number of employees is
growing over time. In 2010 the company had 5,810 employees, compared to 17,214
employees in 2018. The number of employees has nearly tripled. Third, the number
of employees using the employee review website is also growing. According to
Software Advice’s survey, 48 percent of respondents had used an employee review
website at some point in their job search in 2017.

Finally, since the anonymous comments cover only data from employees
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who are active on the employee review websites, the generalizability of our findings
is limited to the perceptions of this group. However, the purpose of my application
examples in article 2 and 3 is to illustrate the general use of dynamic topic
modeling for language management research and provide insights into the factors
that influence employees’ perception of corporate language policy. Thus, despite
these limitations, I decided to proceed.

The details of the procedures and the data collected in the three papers are

shown in the table below (see Table 1).
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4.2 Data analysis

On the basis of the data collected and described in section 4.1, the data analysis
proceeded in three steps, as shown in Fig. 2 below: corpus construction, pattern
detection using human-centered computational exploratory analysis, and pattern
refinement using guided deep reading.

In Step 1, data were collected from the websites. As I explain in article
3, the data included upper- and lower-case letters, different parts of speech, and
commonly used stop words. Therefore, the following preprocessing steps were
taken: converting the text data to lower-case, eliminating punctuation, removing
certain stop words, and lemmatizing the words. Modules in the gensim library®
written in Python’ language such as gensim.parsing.preprocessing and gensim.utils
were used to perform these tasks.

In Step 2, the examination of lists of topic words formed the foundational
part of the analysis. After data collection and preprocessing, the Idaseqmodel
function in the gensim package was used to implement DTM analysis and generate
topics. To decide the number of topic models generated objectively from the corpus,
this study adopted the selection method proposed by Tanimoto (1958), which checks
the difference between the coherence and stability per number of topics. A general
rule of the method is to create LDA models across different topic numbers, and
then check the Tanimoto coefficient and coherence for each topic. The Tanimoto
coefficient, also known as the Tanimoto index, is a statistic used for measuring the

similarity and diversity of sample sets (Chung et al. 2019). The coherence measure

%The library was installed with pip: pip install gensim.
"Downloaded from https://www.python.org/downloads.
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defines a single topic by the degree of semantic similarity between high-scoring
words which co-occur across the text corpus. The ideal number of topics will
maximize coherence and minimize the topic overlap based on Tanimoto coefficient.
I detail the procedure in article 3.

In Step 3, a computationally guided in-depth reading was also applied to
the top five texts in each time slice that showed the highest proportion of that
topic, as evaluated by the topic modeling algorithm. After topics are discovered
by topic modeling, these topics are conventionally represented by their world lists.
It is sometimes not easy for users to understand each topic based on the words. In
order to make topic representations more interpretable and make the topics easier to
understand, I adopt a close reading approach and focus on the representative texts
in each topic. The texts in each time slice of that topic are ranked based on the
conditional probability judged by the topic modeling algorithm. This close reading
analysis is qualitative and topics are presented with manual labeling. Following
Labov and Waletzky (1997: 370), I am sensitive to “the possibility for the texts in
our data to contain one or more of the following narrative components: abstract
(what the comment is about), orientation (who,when, what, where?), complicating
action (then what happened?), evaluation (so what?), result or resolution (what
finally happened?) and coda (how do the events relate to the present time and
place?).” My awareness of these narrative mechanisms and their potential discourse
functions aided my interpretation of the topics and evaluations of the data (Brookes
and McEnery 2019). The topic explanations are based on the top five texts in each
time slice rather than a single word or sentence.

To better illustrate the importance of the words used to discuss each topic,
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I use the visualization tool pyLDAvis® to explore the relations between the topics
and their most relevant terms. In article 1 and 3, the visualization tool helps me
interpret the topics in a topic model that has been fit to a corpus of text data. The
package extracts information from a fitted LDA topic model to inform an interactive
web-based visualization. The visualization can also be saved to a stand-alone HTML
file for easy sharing. This analysis was a blended approach using topic modeling as
a reference for a close reading of sub-sample documents. This framework is similar
to what Gkotsis et al. (2017) applied to online health-related texts. The process and

framework are detailed in articles 2 and 3.

8The library was installed with pip: pip install pyLDAvis.
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Figure 2: Data-driven analysis

4.3 Computer-assisted text analysis and topic modeling

Computer-assisted text analysis techniques belong to three main categories:
lexical-based (Monroe et al. 2008; Lee and Martin 2015), text classification (Chuang
et al. 2012; DiMaggio 2015), and natural language processing (Nelson 2020).
Lexical-based techniques are done at the word level and aim to identify the
important content words in a corpus (Monroe et al. 2008). Computer-assisted text

classification can be divided into supervised machine learning and unsupervised
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machine learning algorithms. In text analysis, supervised machine learning
categorizes text into predetermined categories. Unsupervised text classification
is a more sophisticated way to identify patterns across texts than simple word
frequencies, enabling researchers to reproduce the classification results every
time (Lancichinetti et al. 2015). Natural language processing incorporates
language structures, such as grammar or syntax, into text analysis (Nelson 2020).
Computational techniques mitigate the shortcomings of purely qualitative research
by realistically and credibly incorporating large-scale data into theory-generating
research (Nelson 2020). The combination of interpretive and computational
approaches allows the interpretation of the output from computational methods,
delivering quality and quantity, depth, and breadth (Franzosi 2010). It also allows
researchers to better measure meaning by weighing the choice of close and distant
reading (Moretti 2013).

As an unsupervised text classification method, topic modeling is used to
identify patterns in text and is an effective tool for understanding and managing
a sequential collection of documents (Blei and Lafferty 2006). It provides an
overview of the corpus, complements content analysis (Nelson 2020), reveals
hidden themes, and helps model the evolution of topics over time. The most
commonly used algorithm for topic modeling (Blei et al. 2003) is Latent Dirichlet
Allocation (LDA). The output from the algorithm is a list of the words which
are highest-weighted per document. This list of words forms the basis of a
human researcher’s interpretation of the estimated categories. It is also common
to integrate visualization as a means to summarize the corpus. Topic modeling is

now increasingly applied to many social science fields to automatically categorize
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large datasets and capture theoretical concepts (DiMaggio et al. 2013; DiMaggio
2015; Grimmer and Stewart 2013; Tornberg and Térnberg 2016). Because of its
features, topic modeling can serve as a bridge in the social sciences, as it lies at the
interface between case studies and big data, unstructured and structured analysis,
and induction and deduction (DiMaggio et al. 2013; Grimmer and Stewart 2013;
Miitzel 2015; Hannigan et al. 2019).

However, a word of caution is warranted. Brookes and McEnery (2019:
18) question “the thematic coherence of the topic generated using topic modeling
methods” and “the topics intended to exhibit limited thematic consistency.” They
demonstrate that “the usefulness of topic word lists alone as basis is unlikely to
be sufficient for accurately inferring the themes present in the texts grouped into a
given topic” (Brookes and McEnery 2019: 18). They conclude that topic modeling
methods lack an adequate theoretical basis for defining the topic (Brookes and
McEnery 2019). Tornberg and Toérnberg (2016) also claim that people must be
careful about over-interpreting the information gleaned by the method because its
theoretical implications are still not fully understood. In this thesis, I attempt to
remedy this by analyzing the topics extensively, and employ content analysis that
provides elaborate analytical techniques and theoretical depths for interpretation.

This method was used successfully in articles 1, 2 and 3.

4.4 Topic popularity

There are three approaches by which topic models consider the time dimension:
jointly modeling word occurrence and time, pre-discretized analysis, and

post-discretized analysis (Wang and McCallum 2006). Post-discretized analysis
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involves fitting a time-unaware topic model, slicing time-ordering documents into
discrete subsets, and reviewing the topic distributions in each time-slice (Wang
and McCallum 2006). An example of this type is identifying hot and cold topics
based on LDA model analysis (Griffiths and Steyvers 2004). The joint modeling
of word occurrence and time introduces time as an observed continuous variable
and relies on the topics as a constant, as topic co-occurrence patterns change over
time. The topic over time model is a typical example of joint modeling and analyzes
documents with timestamps to discover topics. However, this approach fails to
identify evolving topics.

In the DTM as a pre-discretized analysis, time is discretized into several
periods, and time within each LDA is used to analyze documents (Blei and Lafferty
2006). The continuous time DTM (cDTM) uses the Brownian motion to model
latent topics (Wang et al. 2012). DTM leverages the knowledge of different
documents belonging to different time-slices to map how words in a topic change
over time (Blei and Lafferty 2006). In the DTM method, documents are divided into
sequential groups, assumed to be exchangeable within a group, and topics of each
slice evolve from the topics in the previous slice (Wang et al. 2012). In contrast
to DTM, the cDTM method is more suitable for analyzing text with dense time
stamps and high sparsity (Wang et al. 2012). Topic evolution has been extended
and applied to email (Wang and McCallum 2006), news (Wang et al. 2012), bulletin
board systems (Lina and Xijin 2014), scientific literature (Alsumait et al. 2008), and
movie reviews (Meng et al. 2012).

Topic popularity is calculated using the occurrence of topics in the

documents (Griffiths and Steyvers 2004; Sun and Yin 2017). Combining DTM
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with content analysis allows consideration of the context for a better understanding
of the dynamics of social representations in a comparative and diachronic view
(Chandelier et al. 2018). However, few studies have analyzed topic evolution
to examine changes in employee perceptions over time. In the present thesis,
I investigate the representation of corporate language policy in social media by
identifying topics at a particular point and examining their evolutionary nature. I
further analyze shifts in the opinions of employees on each topic. Article 2 considers
the posterior document-topic distribution and shows how information in each post
can be used to explicitly quantify the dynamics of the inferred topics that evolve

over time at the levels of gender, function and tenure with Rakuten.

64



5 Overall contributions and implications

5.1 Key findings and theoretical contributions

This section highlights key findings and theoretical contributions in the present
thesis.

First, the present study contributes to filling a gap in language issues in
the Japanese business context by focusing on a micro level of analysis that has
largely been overlooked in the existing literature on international business and
management. This thesis has demonstrated the manner in which actual recruitment
needs, the English-only policy, and employees’ attitudes toward corporate language
policy affect the internationalization of a Japanese MNC. The main contribution
of this work therefore lies in generating knowledge on the interplay between
Englishnization and organizational culture in the study of language management.

Second, one of the most profound findings is related to corporate
language policy. While previous studies have emphasized the role of corporate
language policy in large corporations, the empirical study in article 2 explored
the trends in employees’ perception of such policy in social media texts. In
my thesis, | have identified inconsistency between expectations and reality in
terms of Englishnization. The results not only reflect employees’ emotions
and dissatisfaction regarding the corporate language policy but also reveal that
employees’ motivation to learn English gradually declines. The findings raise
questions regarding one argument in the previous research on whether Rakuten
would achieve the intended outcomes associated with Englishnization (Neeley 2017:

171).
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Third, the thesis contributes to language management in the field of
language-sensitive recruitment implementation under corporate language policy.
The findings reveal a discrepancy between recruitment needs and corporate
language policy. There is also a misalignment between corporate language policy
and functional skill requirements in job advertisements. This is in line with the
existing literature on language-sensitive recruitment (Grin et al. 2011; Brandt and
Chancellor 2011; Peltokorpi and Vaara 2014). The thesis also contributes to the
ongoing discussion on the implementation of language-sensitive recruitment by
examining a shortage of potential employees with sufficient English skills in the
Japanese labor market (Peltokorpi 2010).

Fourth, the thesis nuances previous theories in linguistic instrumentalism
(Kubota 2011). The study demonstrates that the TOEIC score, as used by
Japanese MNCs, can be misleading if not considered carefully. Clearly, the
TOEIC score satisfies a commercial need for a practical, objective, and fair test
of receptive language skills. However, an overreliance on TOEIC scores has
negative implications for viewing language as a social practice rather than a neutral,
mechanical instrument. At the same time, this study suggests that test results cannot
be used as a simple measure of the English skills employees must develop, because
the excessive use of the multiple-choice format in the test cannot simulate real-world
language use for business communication purposes. Given this result, the findings
are in line with existing research on the significant impact of the TOEIC test as
a high-stakes test on the lives of the test takers and other stakeholders (Chapman
2006).

Fifth, another contribution of this thesis lies in reconceptualizing English as
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a commodifiable skill. The findings of articles 1 and 2 allow for participation in
the ongoing theoretical discussion on the neoliberal employment system. Piller and
Cho (2013) argue that internationalization is tied to English as an index of global
competitiveness. The spread of English is a result not of the free linguistic market
but of a “systematic, organized, and orchestrated policy” (Piller and Cho 2013:
38). The results described in article 2 demonstrate that the power of English and
the neoliberal employment system affect employees in complex ways, with gender,
units and types of employment playing significant roles. Further, the data (Article 1)
reveals that bilinguals are still in high demand. Consequently, the findings of article
2 are in line with Urciuoli (2008), who shows that language is a commodifiable skill
in the neoliberal employment system.

Finally, the present thesis contributes to the literature on cultural expatriates
in MNCs, both in terms of the wide use of Japanese, counter to official
organizational language policy, as a symbol of discontent and ethnic loyalty (article
2), and by examining cultural expatriates’ linguistic ethnocentrism and perceptions
of Japanese work practices and values transmitted by the English-only policy over

time (article 3).

5.2 Methodological contributions and applied perspectives

The present thesis exemplifies how computer-assisted text analysis can be carried
out and how it may contribute to an interdisciplinary study of language and
communication practices in international business and management.

First, while there has been extensive study of social media including Twitter,

Facebook, blogs and discussion boards, the data sources in this thesis have not
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been as thoroughly investigated: online bilingual job advertisements, as represented
by OpenWork, and Glassdoor. I have found that analysis of these professionally
oriented data sources offered complementary insights into employees’ thoughts and
concerns about corporate language policy and in other respects.

Second, the thesis has developed a computer-assisted analytical framework.
Through anonymous posts, employees freely post their activities, feelings, and
thoughts about their company. This framework could be used by researchers
or human resources departments to leverage these data to monitor and promote
employees’ motivation. It could also help human resources departments design and
plan English training programs to improve corporate language policy in the long
term.

Finally, the thesis discussed, developed, and implemented data-driven
content analysis to gain understanding of trends in the reactions of employees as
suggested by language patterns, thus gathering insight for further investigation.
This method of using language as a feature is attractive and often easily interpreted.
For example, word clouds in articles 2 and 3 provide a useful method for visually

communicating how users orientation to different topics evolves over time.

5.3 Managerial implications

Two different concepts of English as corporate language in job advertisements and
social media have repercussions for a MNC'’s language policy regarding recruitment
needs and language instrumentalism.

First, to address the disparity between recruitment needs and the official

language, a language policy must align with the language requirements in Japanese

68



and English job advertisements. “Business level English” in job advertisements
has been defined by using TOEIC scores. However, the required scores of TOEIC
in job advertisements can differ significantly depending on what role has to be
fulfilled in the organization. For example, most of the advertisements require an 800
TOEIC score or more for new hires, whereas some have a lower-score requirement.
Moreover, Japanese-only advertisements present hegemony in professional skills
and defy the corporate language policy. In my view, increasing recruitment and
compensation budgets for employing candidates who possess the required language
and professional skills could solve the mismatch between corporate policy and
recruitment practice.

Second, to provide employees with an incentive to increase their
“commodity value” in communication, I call for adopting the idea of competence in
working language other than using the TOEIC score. 1 would like to emphasize
the limitations and weaknesses of using the TOEIC to measure competence
in “working” language, as discussed in the previous chapter.  Although I
understand that the TOEIC as a standard test is widely used in Japan, the current
trend of over-emphasizing the TOEIC scores may mislead MNCs into thinking
that employees with high scores can be an automatic guarantee of successful
communication in a particular job-related situation. The present study illustrates
clearly that the policy should encourage employees to communicate at work instead
of depending on various formats of language tests.

Third, to bypass some of these challenges on using the TOEIC score in the

recruitment, | argue that a job simulation assessment in speaking and listening skills

should be implemented as part of the recruitment process. Job simulations, or work
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simulations, can be defined as a type of assessment used during the hiring process.
When designing this practically oriented job simulation assessment, one should
make sure to present job applicants with a realistic scenario similar to what they will
experience while they are in their actual work. For instance, for a MNC is looking
to hire a software engineer, a comprehension and speaking task might involve
playing the candidate a snippet of a conversation, in which the applicant then has to
explain his previous work to a non-technical employee. An alternative assessment
might involve the candidate having to confirm what they heard in lecture snippets
from international tech conferences where the dominant language is English. I
strongly suggest that such job simulation tasks must represent typical on-the-job
communication situations in a realistic way. For example, if a candidate need to
communicate with customers with specific vocabularies, that should be included in
the simulation.

Last but not the least, this study and previous research have shown that
managers need to consider the significance of language and communication skills
for staff motivation and job satisfaction in a multilingual organization (Charles
2007). Anonymous feedback encourages employees to bring up tough topics in
a safe environment. Once MNCs collect data from anonymous employee review
websites, one of the most effective ways to enhance employees’ job satisfaction is
implementing a feedback loop, a management mechanism that facilitates continuous
improvement. For example, Glassdoor supports “Adding an employer response”
function. An organization can give continuous feedback to any company review
posted on its company profile. Within an organization, encouraging regular,

two-way communication between management and employees, such feedback loops
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could considerably help to address potential language policy challenges at an early

stage.

5.4 Limitations and suggestions for future research

Undoubtedly, the present thesis has some limitations. In order to increase the
validity of these results, I have used various data (bilingual advertisements, Japanese
and non-Japanese employees’ posts), which review the Japanese MNC’s adoption
of English into its organization from both a macro and micro perspective. However,
it is challenging to generalize this study’s results because all the data were collected
from the same company. More case studies are needed to support these results.

One may claim that the posts may not be representative of language
management in other Japanese MNCs. However, the computer-assisted text
analysis framework that I have adopted is valuable and may be applied to
other companies that make the choice to use English as a corporate language.
Additionally, the method looks at longitudinal data, which is suitable for
investigating before-and-after scenarios (e.g., how do Japanese employees’ attitudes
change before and after Englishnization). It may help language policy makers to
make more informed decisions in implementing HR practices that promote language
learning.

One may also argue that the data-driven analysis reveals correlation but not
causality. Sampling from a single social media platform may be considered biased.
Moreover, although the data collection period is long, the dataset is not particularly
large. A larger sample size is one way to mitigate errors and bias in future research.

Social media platforms are gradually being used by broader demographic segments
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(Schwartz and Ungar 2015). Articles 2 and 3 clearly demonstrate that career
community websites have gained in popularity and trend toward increased usage
by employees.

Finally, future research could combine DTM with other techniques such as
sentiment analysis, which could demonstrate the changes in employee sentiment
related to Japanese work practices and values. For a broader view, there is a need
for future studies to investigate the questions posed in this thesis from different data

sources and companies in different locations.
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Abstract

Language-sensitive recruitment is a language management tool frequently used by corporate organizations. However, its
relationship with corporate policy is lacking; hence, this study aims to consider language-sensitive job advertisements
from a computational text analysis perspective and explore the match (or mismatch) between language-sensitive
recruitment (English, Japanese, or bilingual) and corporate language policy. This study uses corpus methods combined
with topic modeling and text analysis to investigate the influence of corporate language policy on the textual practice
of language-sensitive recruitment in a Japanese multinational corporation (MNC). This study finds a considerable
discrepancy between recruitment needs and corporate language policy. It also finds that bilinguals still play a key
role in crossing language boundaries 10 years post-mandate of the English language policy in this Japanese MNC.
The study contributes to business language by exploring an additional scenario for linking language competency with
actual recruitment needs. Thus, this study sheds light on the implementation of language-sensitive recruitment in a
multilingual corporate context, affecting the communication patterns and recruitment tactics.

Keywords

language management; language-sensitive recruitment; computer-assisted text analysis; topic modeling; bilingual job
advertisements

1. Introduction

Language management is a practice-oriented approach to language, focusing on the management
of language users (Sanden 2015). Recent research within language management finds that
English-only policies may lead to ‘selective recruitment’, also known as language-sensitive
recruitment, which refers to ‘practices in which a certain proficiency in the corporate language is
used as a precondition for employment’ (Peltokorpi/Vaara 2014). Language-sensitive recruitment
appears to be a frequently used language management tool, which may appear relatively easy to
implement in practice (Lester 1994; Brandt/Chancellor 2011). However, it is a time-consuming
solution with higher recruiting and compensation costs (Grin et al. 2011; Peltokorpi/Vaara 2014).
Despite this significant research, an analysis of the complex relationship between language-
sensitive recruitment and corporate language policy is lacking. Research is also needed to better
understand the role of language management in large international corporations. This study aims
to fill the research gap by examining the influence of corporate language policy on the practice
of language-sensitive recruitment. More specifically, the study aims to address the following
research questions:

1. How is corporate language policy implemented in language-sensitive recruitment?

2. What are the recruitment needs for bilinguals in job advertisements?

This study focuses on Rakuten, one of the world’s largest internet companies with businesses
based in 30 countries and regions. The company’s headquarters in Tokyo employs over 10,000
employees, 80% of whom are Japanese. This multinational corporation (MNC) decided to
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change its corporate language from Japanese to English in 2010. This policy, referred to as
‘Englishnization’, was seen by CEO and Chairman Hiroshi Mikitani as a means to dismantle
cultural and linguistic barriers (Neeley 2011). The CEO proposed the Test of English for
International Communication (TOEIC) listening and reading test to improve employees’ English
language proficiency, prepare them for global competition, and enable them to meet the English
language proficiency requirements of the workplace.

This study uses quantitative and qualitative methods to investigate this case of language policy
at both macro and micro levels of language management. In particular, the study is based on a
corpus of online bilingual job advertisements from 2019. It uses corpus methods combined with
topic modeling and text analysis to investigate the implementation of a corporate language policy
ten years after its mandate. This study considers language-sensitive job advertisements from a
computational text analysis perspective and explores the match (or mismatch) between language-
sensitive recruitment (English, Japanese, or bilingual) and corporate language policy.

This article continues with related literature; it considers language management and language-
sensitivity recruitment. Subsequently, it presents methodological and data procedures and findings,
and then presents the discussion and conclusion in the last section.

2. Theoretical considerations

2.1 Language Management

Recently, language management has received considerable attention in international business
studies. A business strategy tool or language-sensitive approach implies that language management
relates to the strategic use of language by management to deliberately control the linguistic-
communicative arena of a firm or business unit based on the assumption that it will benefit
the company (Sanden 2015). Language needs to be considered a key element in strategically
managing a multinational company (Sanden 2015; Marschan-Piekkari et al. 1999b).

Corporate language policy is a type of language management for a company or business
organization (Sanden 2015). Many studies, such as that of Lensmann (2011), Neeley (2017), and
Piekkari (2006), posit that using English as a corporate language medium may attract global talent.
Lonsmann (2011) claims that the lack of a language policy document has led to different definitions
and expectations among employees who experience a discrepancy between their interpretations
and the company’s reality. In the case of Rakuten, Englishnization is a strict corporate language
policy from Neeley’s perspective; it was required for every employee irrespective of rank,
job role, or tenure at the company (Neeley 2017). Current Rakuten employees would face the
consequences if they failed to obtain an ideal score on the TOEIC (Neeley 2017). For instance, if
an employee fails the test within 2 years, then they might be demoted.

However, the policy is not based on a formal language policy document that explains the
Englishnization policy that includes guidelines and recommendations for appropriate language
use. Instead, it is based on a mandate from the CEO’s regulatory documents (Neeley 2011). Based
on the previous literature, the implementation of Englishnization is divided into three phases.
First, after the program was launched in 2010, Rakuten employees had two years to obtain a
score above 650 in the TOEIC or face demotion (Neeley 2017). Second, the proficiency bar rose
gradually to reach a score of 800 and the points became the mandatory requirement for all new
hires (Neeley 2017). The 800-point phase is still underway and emphasizes speaking. Finally, the
implementation will focus on global understanding.

2.2 Language-Sensitive Recruitment

A job advertisement is one way to attract the desired applicants to an organization (Blackman
2006). Organizations create job advertisements as a routine activity in the recruitment process
(Rafaeli/Oliver 1998). Job advertisements are potential sites where ideology is naturalized
(Fairclough 2013). Walters/Fage-Butler (2014) illustrate how the genre of the job advertisement
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has developed over time, as well as indicate the features of the genre that characterize the richer
job advertisements written today. Backhaus (2004) assesses the importance of word choice in
producing recruitment materials. The author advocates that ‘the task of business communicators is
to find the appropriate words to pique the curiosity of the desired potential workers and encourage
them to continue through the application process’ (Backhaus 2004: 116). Lester (1994: 43) has
proposed that ‘the easiest and cheapest way to approach the language problem’ is to hire people
with sufficient language skills.

In the business world, a foreign language capability is strictly an ancillary skill (Inman
1980). MNCs can remove language barriers by recruiting employees with the required language
proficiency (Reeves/Wright 1996). However, language-sensitive recruitment is not always an ap-
propriate choice and may face many challenges. One challenge is to find qualified candidates due
to a shortage of potential employees with sufficient English skills in the local labor market, for
example, in Japan (Peltokorpi 2010) and South Korea (Park et al. 1996). If native citizens with
insufficient skills are employed while there is a language requirement, they may not perform
effectively (Peltokorpi/Vaara 2014). Another challenge is the higher recruitment and compensation
costs (Grin et al. 2011; Peltokorpi/Vaara 2014).

Bilinguals in the context of this study, also known as ‘language intermediates’, ‘language
brokers’, or ‘bridge individuals’, refer to the employees who become communication channels
for people who have difficulty understanding each other (Harzing et al. 2011). Brannen (2004)
defines language skills as an individual’s ability to manipulate the linguistic and semantic signals,
that together constitute a particular language, to transfer meaning in that language. Barner-
Rasmussen et al. (2014) argue that language skills can, in principle, refer to the language of a
country, a corporate language, a professional or functional language, a regional lingua franca, and/
or ‘company speak’ (Vecchi 2014). Language intermediates are obliged to assist other employees
who have insufficient language competency as ‘language nodes’ (Harzing et al. 2011; Marschan-
Piekkari et al. 1999a), ‘parallel information networks’ (Harzing et al. 2011) or an emergent
language management tool (Sanden, 2015). Takino (2016) states that Japanese Business English
as a lingua franca (BELF) users use Japanese as a system in their business community or as an
effective strategy, to deal with the challenges in the use of English as a lingua franca in global
business. After the lingua franca mandate emerged and people’s language fluency evolved, the
demand for bilinguals lessened and then became nearly nonexistent because they were no longer
unique (Neeley 2017). However, Neeley (2017) fails to capture sufficient data to focus on this
group because she believes demands for bilinguals reduced dramatically, and they represent a
miniscule portion of the total employee population.

3. Methodology: Computer-Assisted Text Analysis

Computer-assisted text analysis techniques fall into three main categories: lexical-based (Monroe
etal. 2008; Lee/Martin 2015), text classification (Chuang et al. 2012; DiMaggio 2015), and natural
language processing (Nelson 2020). Content analysis uses variables to represent the counts (or
proportions) of keywords encountered within or across the records of text (Sodhi/Son 2010), and it
can be effectively complemented with topic modeling techniques (Nelson 2020). Topic modeling
is a generative model for a document: a topic is modeled as a probability distribution over words,
and a document as a distribution over topics (Blei et al. 2003; Griffiths/Steyvers 2004; Hofmann
1999; Concannon et al. 2018). The latent Dirichlet allocation (LDA) is the most common form
of topic modeling that automatically discovers topics within a large collection of text. The model
seeks to automatically discover thematically coherent topics, extracted from a large collection of
texts based on word co-occurrence (Brookes/McEnery 2019). Topic modeling has been applied
to study various themes in different text types, such as political science (Grimmer/Stewart 2013),
academic English papers (Murakami et al. 2017), and online forums (Tdrnberg/Tornberg 2016).
Isoaho et al. (2019) argue that content, thematic, and vocabulary analyses can be combined with
topic modeling through embedded design, as a predominant method that guides the analysis and
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an auxiliary methods, to enhance this process (Creswell and Creswell, 2017). Tornberg/Tornberg
(2016) combine critical discourse analysis with topic modeling to automatically and inductively
structure the text to find recurrent patterns and then analyze the resulting topics to discern what
they are about, by focusing both on the terms most closely associated with each topic and the
related documents. The objective of the combination approach is not to merge text analysis and
topic modeling into a single synthesis but to use them as complementing steps in the analysis.
Content analysis can utilize topic modeling at the exploratory stage, deep reading at the pattern
refinement stage, and supervised machine learning approaches at the pattern confirmation stage to
provide a robust, rigorous, and reproducible methodological framework (Nelson 2020).

This study’s analytical procedure broadly mirrors the approach, including corpus construction,
pattern detection using human-centered computational exploratory analysis, and pattern refinement
using guided deep reading. Applying the framework to advertisements, the study can identify the
important content words in the corpus, reduce complicated text to informative groups of words,
and interpret text without the burden of reading the full text.

4. Data and Procedure

This study collected online bilingual job advertisements in 2019 from a Japanese multinational
company in its tenth year of the mandate. The study used web crawler to obtain 1,109 advertisements
(1,053,178 words) posted to Rakuten’s talent section available at (https://japan-job- en.rakuten.
careers/search-jobs) on November 12, 2019. In total, 683 (61.5%) of these advertisements are
bilingual, 129 (11.6%) are in Japanese, and 297 (26.9%) are only in English. The bilingual
advertisements can be displayed in the English or Japanese versions, and users can change the
display language by clicking the upper right button (Fig. 1).

English version Japanese version

Figure 1: English and Japanese versions of a bilingual advertisement.

The analysis consisted of three steps. First, the study assessed frequency and occurrence by using
the eight most relevant language requirement terms: TOEIC, English, Japanese, English and
Japanese, #5&(English), B A& (Japanese), Z & (English) and B A& (Japanese), and Japanese
Language Proficiency Test (JLPT). This study compared specific language requirement words
used for the English and Japanese versions of bilingual advertisements to further explore the
differences in the language requirement for bilingual positions. Second, the study extracted all the



sentences, including English and Japanese requirements, from 150 bilingual advertisements. Five
main topics were extracted from LDA using the subjective analysis of iterative results.

This study also analyzed 60 job advertisements only in Japanese without any language
requirement keywords, which accounts for 50% of the total Japanese-only advertisements. It
aimed to dissect texts about misalignment between corporate language and functional skill
requirement.

The study used pyLDAvis as the visualization tool (refer to Figs. 3 and 4). The circle area in
the left panel represents the importance of each topic over the entire corpus. The distance between
the centers of the circles indicates the similarity between topics. For each topic, one should click
a circle in the left panel to select a topic; the bar chart on the right side displays the top 30 most
relevant terms for the selected topic. When a given term is highlighted, the default areas of circles
change to the circles for the term. The red bars indicate the frequency of a term in a given topic,
and the blue bars indicate the term’s frequency in the entire corpus. Sievert/Shirley (2014) define
the relevance for ranking terms within topics. The relevance metric A determines the weight given
to the probability of term w under topic k relative to its lift (Sievert/Shirley 2014). One can
change the value of A to modify the term rankings — small values of A highlight potentially rare
but exclusive terms for the selected topic, and large values of A (near 1) highlight frequent but not
necessarily exclusive terms for the selected topic (Sievert/Shirley, 2014). By default, the terms
related to a topic are ranked in decreasing order, according to their topic-specific probability (A
= 1) and the suggested ‘optimal’ value of A is 0.6 (Sievert/Shirley 2014). Changing A from 1 to 0
allows adjustment of the ranking of the terms based on more relevant terms for the specific topic.

5. Findings
In the following analysis, this article provides insights into how language-sensitive recruitment
is implemented in the Rakuten corporation; it explores the construction of candidates in the job
advertisements.

5.1 Notion of Corporate Language Policy

The use of the ‘official language’, ‘English’, and ‘TOEIC’ in both Japanese and English in job
advertisements reveals that the language-sensitive recruitment of Rakuten considers language
policy from three overarching perspectives. First, only 14 job advertisements in Japanese mention
language policy as ‘X NZEEE/AFEE1E (the introduction of the company’s official language as
English)’, reflected in the following job description as a supplementary condition of employment,
which relates to the employment type: regular employee or contract employee.

The two types of texts below reveal that the TOEIC score is mentioned as a recommendation
rather than a mandatory requirement for regular employees. Potential candidates could achieve it
after entering the company or taking the TOEIC test during the selection process, and there are no
TOEIC requirements for contract employees.

#HREFFARFEICHEL, TOEICS00 mAE#EE L TORAMEZRHE T AL TOEIC800
RAGCELEHBTERAT I CELIETVET, EHBEERADIEZES. A#L#%IZTOEIC800
RZEBHELTEEFET., ZHHERADHSE. T0EIC ORIA7RIBESEVFELA, BE
KR T 800 RAED TOEIC RaFZEATHIIET UREEFELTHLAITDONTIE,
BEEBETHEMEE © TOEIC IP 7R~ (BH) #2REZET.

After the introduction of English as the company’s official language, the company required TOEIC
score of 800 points from its regular employees. Nonetheless, employees would still be hired even if
their TOEIC of 800 points are not available. Regarding the employment of regular employees, you
will be expected to aim for a TOEIC score of 800 after joining the company. TOEIC scores are not
required for contract employees. If you do not have evidence to prove a TOEIC score of 800 or higher
at the time of application, you will be required to take the TOEIC IP test sponsored by the company
during the selection process. (Translated from Japanese)



(ERME] E#HE& e [ERBEOME (TOEIC Ra7I2>01T) ] HREEL
FAZBEIZ Ly, TOEIC800 RONEHEE LTORAERELYET, RaT7AH 800 =
LEDBERFEHEE LTORBAMNAIREE A Y ET, TOEIC800 RmDHEITRHHE &
LTHAELBRYFET, HHEBAT 800 ALl Ed TOEIC RaAT7EHAATHIIETURES
BFHTHRVWAIZOVTIE, EZBETHAIMEODIOEIC P TR (EBH) EZRIEE
i’a—o

Employment type: Regular employees / Contract employees [Supplementary information on
employment types (about TOEIC score)] With the introduction of the company’s official language
as English, the TOEIC score of 800 is a requirement for regular employees. If the score is over
800, you can be hired as a regular employee. If your TOEIC is less than 800, you will be hired as
a contract employee. If you do not have evidence of a TOEIC score of 800 or higher at the time of
application, please take the TOEIC IP test (free) sponsored by our company during the selection
process. (Translated from Japanese)

Second, TOEIC is a key index for the lingua franca mandate in Rakuten and represents an
‘entity’ that implements corporate language policy — this is a dominant perspective. However, the
requirement for the TOEIC score is not uniform in the 337 advertisements with the term ‘“TOEIC’.
Most of the advertisements require an 800 score or more for new hires, whereas some have lower
requirements for TOEIC, such as ‘TOEIC over 800 (or same English level)’, “TOEIC score over
650, “TOEIC over 600 (or related skill)’, and “TOEIC score of 800+ is required after entering’,
‘(TOEIC 800+) or a desire to reach a similar level’, “TOEIC higher than 800 (acceptable to mark
800+ during job-interview process)’, ‘(better) over TOEIC score 800°, ‘over 800 TOEIC score
at present, or candidate who can score more than 800 within 2 years’, and ‘TOEIC score is not
required’.

5.2 Prevalent Terminology

Table 1 presents the results of the analysis. The proficiency TOEIC score bar has become 800 for
all new hires in Rakuten. However, only 18.81% of the 1,792 advertisements mentioned the term
‘TOEIC’. The term ‘English’ was used in 292 advertisements, and this figure rose to 317 for the
term ‘ZEE (English)’, an increase of 25. By contrast, the term ‘Japanese’ is mentioned in 317
advertisements, almost half of this figure (167) used the term ‘HAE& (Japanese)’, as shown in
the table.

Keywords Frequency of Number of Occurrence by % of
Occurrence Advertisments with | 1792 Advertisements
Words
TOEIC 511 337 18.81
English 387 292 16.29
Japanese 423 317 17.69
English and Japanese 810 207 11.55
K EE (English) 498 317 17.69
HAEE (Japanese) 210 167 9.32
BLEE (English) and B AEE (Japanese) 708 146 8.15
JLPT 6 6 0.33

Table 1: Language requirement keywords and their frequency of occurrence.

Table 2 presents the statistics for the three types of advertisements: the English version of bilingual
advertisements, the Japanese version of bilingual advertisements, and advertisements only in
Japanese. Interestingly, for bilingual jobs, the average number of words used in the Japanese
version (403.70) is much greater than the English version’s average number (265.71); linguistic
differences may have played a role. However, the average number of words used in the Japanese-
only advertisements (455.03) is more than the average number in the Japanese version of bilingual
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jobs (403.70). This might reflect more information about Japanese-only advertisements compared
to the Japanese version of bilingual advertisements.

Language Num. of Ads Statistics
English version 683 Average number of words per advertisement: 265.70
bilir(éual Number of advertisements with no language requirement keywords/phrases: 357
advertisements Number of advertisements with language requirement keywords/phrases: 326
Number of advertisements in Japanese: 20
Japanese version 683 Average number of words per advertisement: 403.71
bilil(igt;ual Number of advertisements with no language requirement keywords/phrases: 393
advertisements Number of advertisements with language requirement keywords/phrases: 290
Only 129 Average number of words per advertisement: 455.03
Japanese Number of advertisements with no language requirement keywords/phrases: 60
Number of advertisements with language requirement keywords/phrases: 69

Table 2: Overview of the breakdown for each language.

English Subsample

Language requirement keywords Frequency of Number of Occurrence by % of
Occurrence Advertisments with 683 Advertisements
Words

TOEIC 173 119 17.42

English 271 205 30.01

Japanese 322 231 33.82

English and Japanese 593 149 21.82

HEE (English) 52 20 2.93

B AEE (Japanese) 19 1.02

BEE (English) and B ZAEE (Japanese) 71 1.02

JLPT 2 2 0.29
Japanese Subsample

Language requirement keywords Frequency of Number of Occurrence by % of
Occurrence Advertisments with 683 Advertisements
Words

TOEIC 253 148 21.67

English 25 16 2.34

Japanese 7 6 0.88

English and Japanese 32 6 0.88

HEE (English) 363 239 34.99

B ZA:E (Japanese) 171 141 20.64

BLEE (English) and HAEE (Japanese) 534 120 17.57

JLPT 1 1 0.15

Table 3: Language requirement keywords for bilingual subsamples.

5.3 High Demand for Bilinguals

The study extracted 150 job advertisement texts of bilingual (English and Japanese) requirements,
which accounted for 25% of 683 bilingual advertisements. In the Japanese version of bilingual
job advertisements, there were further explanations for TOEIC scores in 54 such advertisements.
If candidates had the same level of English as the required TOEIC score (800), they could apply
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for the position. By contrast, only the TOEIC score requirement was written without further
explanation in the English version. The same requirement for the TOEIC score (800) could
be described as different levels of English skills by using terms such as ‘proficient’, ‘fluent’,
‘business’, ‘proactive’, and ‘conversational’. Moreover, some bilingual advertisements in the
English version had the requirement for Japanese skills using terms such as ‘proficient’, ‘fluency’,
‘business’, or ‘native’. By contrast, their Japanese versions do not mention any requirement for
Japanese skills. The content explicitly shows a misalignment between the Japanese version and
the English version.

By further analyzing the advertisements, the study found that the job category was widely
distributed in both technical positions (e.g., ‘Software Engineer’, ‘Engineering’, ‘R&D scientist’,
‘Architect’, ‘System Engineer’, and ‘QA Engineer’) and business positions (e.g., ‘Marketing’,
‘Legal’, ‘Sales & Business Development’, ‘Business Planning & Strategy’, ‘Service Planner’,
and ‘HR & Admin’; Figure 2). Surprisingly, the location has a narrow distribution in Japan,
ranging from the Tokyo headquarters to Japanese subsidiaries, and Tokyo headquarters accounts
for more than 80% (Fig. 2).

Job category Job location

Figure 2: Bilingual advertisements.

The data show that bilingual employees who can speak English and Japanese are in high demand
in different roles across different departments in the Japanese headquarters. As can be observed in
Table 4, the LDA model presents five separate topics for bilingual requirements.



Num Topic Keywords (. =1) Keywords (L =0.2)
1 Business English, Japanese, business, level, | business, toeic, English, Japanese,
level toeic, communication, skills, native, | level, requirement, communication,
skill, required proficient, speaking, required
2 Management English, level, Japanese, ability, | ability, —management, intermediate,
skills communication, business, native, | advanced, overseas, conversational,
skill, language, conversational subsidiaries, web, conference, mtg
3 Speaking, reading | Japanese, level, business, English, | reading, written, spoken, excellent,
and writing written, skills, fluent, native, skill, | fluent, position, essential, welcome,
abilities spoken subtitles, years
4 Customer-first | Japanese, English, skills, commu- | comfortable, looking, logic, customer,
mindset nication, language, native, fluent, | mindset, communicating, talented,
experience, excellent, comfortable | Korean, recruiting, interpersonal
5 Working Japanese, English, language, skills, | working, professional, role, proficiency,
proficiency proficiency, speaking, working, | issues, convincing, presentation,
native, preferred, presentation discuss, language, preferred

Table 4: Five topics for bilingual requirements.

The screenshot of the pyLDAvis result is shown in Figure 3.

Figure 3: Visualized topic models for bilingual requirements.

For topic one (business level), the top 10 most relevant terms, given that A = 1 (setting results in
the ranking of terms in decreasing order by probability), are {‘English’, ‘Japanese’, ‘business’,
‘level’, ‘toeic’, ‘communication’, ‘skills’, ‘native’, ‘skill’, ‘required’}, and setting A = 0 ranks
terms solely by lift, which is the ratio of a term’s probability within a topic to its marginal
probability across the corpus. The top 10 most relevant terms given A = 0.2 are {‘business’,
‘toeic’, ‘English’, ‘level’, ‘requirement’, ‘communication’, ‘proficient’, ‘speaking’, ‘required’
and ‘skills’}. The second set of terms is much more descriptive of the topic being discussed
than the first. A set of topics (one and three) together, contains a topic category of bilingual
requirements for recruitment. Topic one (business level) focuses on the business level, which is
a necessary demand for English and Japanese, adding that TOEIC is required for English, but
Japanese does not have a specific requirement for a standard test. Topic three (speaking, reading
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and writing abilities) focuses on the description of specific important skills by using terms, such
as reading, written, spoken, and verbal, which are suggestive of this requirement.

Hence, topics one and three are interpreted as being about the business level and speaking, and
reading and writing abilities, respectively. The presence of these terms in the text suggests that
at least a business level of English and Japanese in reading, writing, and speaking are necessary
requirements for these 150 jobs.

Excellent communication skills (written, verbal and presentational) in English (Spoken Japanese is

highly welcomed) with the ability to communicate issues effectively and comprehensively. (job
description 45)

Topic two (management skills) was interpreted as a bilingual ability with management experience
and overseas subsidiaries. Systematically linking bilingual ability to terms such as ‘comfortable’,
‘logic’, ‘customer’, ‘mindset’, and ‘communicating’, topic four (customer-first mindset) indicates
that candidates should have a customer-first mindset.

We are looking for someone with a customer-first mindset who is comfortable com- municating his
logic both in English and in Japanese. (job_description 58)

The keywords ‘working’, ‘email’, ‘presentation’, and ‘telephone’ that characterize topic five
(working proficiency) suggest that good presentation skills and the ability to interact effectively
in English and Japanese should be a capability. The discourse of job advertisements shows that
the demand for these bilinguals does not reduce but still widely exists in Japan because they are
still needed after ten years of the post-mandate era:

First, communication with some branch offices in Japan requires Japanese. This is well
illustrated in this job advertisement:

Fluent communication using Japanese or English. Producers often need to discuss with members who
work at other branch offices in Japan or in other countries. (job_description 64)

Then, one works with internal and external clients to identify their business issues and opportunities
in Japan, as two job advertisements detail:

This position also requires the candidate to possess business-level or higher skills in Japanese and
English, both written and spoken. (job_description 74)

No fear approach to new business development through cold calling and networking. (job_description
126)

Finally, Japanese is mainly used at work, and English is only as a regulation rule for some
positions, such as consultant and producer, which is illustrated in these bilingual advertisements.

ESRALALDIAZIa=r—2avh (BRERD, REFHHREIZET D) (ob_
description 126, Japanese version)

Business-level communication skills (mainly Japanese, English conforms to our reg- ulations) (job
description 126, English version)

CAHBECHEEZEOFERFICTVELANEBSTHEELES, 2EHED2~3%| (job_

description 321, Japanese version)

Immediately after joining the company, there is no use of English, but it will occur later in 20 to 30%
of all operations (job_description 321, English version)

5.4 No Demand for English

The result also shows that English is not in demand, but can be used as a professional skill, such
as business and Japanese language skills, for hiring contract employees in some advertisements
from the Rakuten travel, e-commerce, and fintech departments. This study ran an LDA set to five
topics on this subsample only in Japanese without any language requirement keywords (Table 5).
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Num Topic Keywords (.=1) Keywords (A= 0.6)
1 Sales ZX (Rakuten), #%B% (experience), | Z#X (Rakuten), ##E& (experience),
experience S AJL (travel), #  (suffix), | FT NI (travel), EZE (sales),
EE (sales), MEER (facilities), | #  (suffix), HMEE&  (facilities),
{ABR (holiday), 78H  (lodging), | #ABR (holiday), T&;H  (lodging),
R Z (proposal), web 122 (proposal), web
2 Business #2ER (experience), ZX (Rakuten), | #2ER (experience), ZX (Rakuten),
skills ¥ (suffix), 8B (lodging), 3 | EZ (business), *# (work), F
(business), ¥KBR (holiday), k5 )L | (year), 858 (lodging), H4E (goal),
(travel), £ (year), 322 (proposal), | AL (above), FlIE (system), 1ZZE
%75 (work) (proposal)
3 Travel #2BX (experience), #X (Rakuten), | #28% (experience), kI NJL (tra-
business kS ANJL  (travel), HEER (facili- | vel), #X (Rakuten), #EZ& (facili-
ties), {RBR (insurance), B (month), | ties), fRIR (insurance), B (modifier),
{RER (holiday), 7838 (lodging), web, | B (month), X% (work),
B9 (modifier) KB (holiday), web
4 Experience #2BR (experience), ZEX (Rakuten), | #2858 (experience), &  (year),
requirement & (year), % (suffix), | #X (Rakuten), H—E X (service),
kS5 ARJU (travel), fRBR (insurance), | fRER  (insurance), #k (suffix),
{RBR (holiday), 3RZE (proposal), | {2E (proposal), {KER (holiday),
B2 (sales), LLE (above) k5 ARJL (travel), ELE (above)
5 Benefits ZX (Rakuten), #ZB&® (experience), | #X (Rakuten), #ZB&% (experience),
kS ANJL (travel), #k  (suffix), IKBR | kS5 ~NJL (travel), {KBR (holiday),
(holiday), fEE% (facilities), &£ (at- | # (suffix), &£% (attracting custo-
tracting customers), fRB& (insurance), | mers), fRBR (insurance), #EE% (facili-
838 (lodging), £ (year) ties), & (year), B (modifier)

Table 5: Japanese-only ads without keywords.

As observed in Figure 4 generated by pyLDAvis, the five topics capturing Japanese-only texts
present a hegemony in professional and Japanese language skills. For example, the keywords
“#2B& (experience)’ and ¢ b T )L (travel)’ that characterize all topics show that professional
experience is a primary demand in Rakuten Travel. An optimal value of A = 0.6 is set to interpret
the topics. Topic one (sales experience), two (business skills), three (travel business), and four
(experience requirement) were interpreted as highlighting the importance of sales experience and
work experience in travel business by linking to terms such as ‘E 3 (sales)’, ‘S5 3 (business)’,
‘FSARJL (travel)’, and ‘EFE (work)’. Topic five (benefits) includes content of employee
benefits, bonus, paid time off, and insurance explicitly presented by terms such as ‘& (year)’,
“{RBEZ (holiday)’, and ‘#RB& (insurance)’. The topics here focus on how the organization wishes to
hire persons who possess ‘primary’ skills, rather than English to serve as their main occupation,
which is well illustrated in this Japanese-only advertisement:

B seo fRER (2FLILE) / web REREBREFENEN: LEHEREETOHKRER/
web H—E XBIFEZERUI/ux

Minimum qualifications: SEO experience (2 years or more) / Web production experience Preferred
qualifications: Work experience at an advertising agency / Web service development experience ui /
ux (Translated from Japanese)
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Figure 4: Visualized topic models for Japanese advertisements without language requirement
keywords.

6. Discussion and Conclusion

The study aimed to consider language-sensitive job advertisements from a content analysis
perspective and explore the match (or mismatch) between language-sensitive recruitment (English,
Japanese, or bilingual) and corporate language policy and finally to examine the recruitment needs
for bilinguals.

In response to the first research question ‘How is corporate language policy implemented in
the language-sensitive recruitment?’, the study found a discrepancy between recruitment needs
and corporate language policy. Rakuten’s English policy is strict: any employee contravening the
policy would be demoted (Neeley 2017). To ensure the seriousness of the policy, the company
requires an 800 TOEIC score for all recruits (Neeley 2017). However, only 337 (18.81%) of the
1,792 advertisements that mentioned the term ‘TOEIC’, 129 advertisements are written solely
in Japanese. Japanese and English Rakuten job advertisements’ coverage of corporate language
policy differs, contrary to the corporate language policy.

Furthermore, there is a misalignment between the corporate language policy and functional
skill requirements in the job advertisements. As previously mentioned, Inman (1980) concludes
that there is no demand for foreign language majors unless those individuals also possess another
primary skill to serve as their main occupation. Conversely, Japanese-only advertisements present
hegemony in professional skills and defy the corporate language policy.

Data reveals that hiring managers prefer potential candidates with a particular proficiency in
Japanese and professional ability that satisfies business needs over English skills, corroborating
the extant literature on language-sensitive recruitment (Grin et al. 2011; Brandt/Chancellor
2011; Peltokorpi/Vaara 2014). This study can also contribute to the ongoing discussion on the
implementation of language-sensitive recruitment. Grin et al. (2011) conclude that English
skills are associated with sizeable wage premiums, indicating higher recruitment costs. Another
problem with language-sensitive recruitment is a shortage of potential employees with sufficient
English skills in the Japanese labor market (Peltokorpi 2010). Hence, increasing recruitment
and compensation budgets for employing candidates who possess the required language and
professional skills could solve the mismatch between corporate policy and recruitment practice.

The present study can also contribute to the ongoing discussion on recruitment needs for
bilinguals. As previously mentioned, Takino (2016) concludes that the Japanese language
resource is often used to make English communication more effective in their bilingual business
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communication. In contrast to Neeley’s (2017) conclusion that negates the need for bilinguals
because of employees’ improvement in their English level, this study finds that bilinguals are still
in high demand. Job advertisements lower the TOEIC score requirements for regular employees,
and contract employees are not covered by the corporate language policy. Possible reasons are the
shortage of potential employees with sufficient English skills in the Japanese labor market and
Japanese still being a required language for business in Japan.

Moreover, the study shows that Japanese is still widely used at work, while English remains a
regulation rule for certain professionals, such as consultants and producers. This study also shows
that bilinguals act as communication channels to connect internal and external clients to identify
their business issues and opportunities in Japan and play a key role in communicating with some
branch offices, including domestic and overseas offices.

However, the limitations of the study point to areas for future research. The bilingual
advertisements were collected only from a single company. Hence, one cannot generalize the
findings to job advertisements in other companies and industries. Future comparative studies are
needed to confirm or nuance these results. Furthermore, there needs to be continued research into
bilingual advertisements to follow up on on-going changes.

In summary, this study sheds light on the implementation of language-sensitive recruitment in
a multilingual corporate context, affecting communication patterns and recruitment tactics. The
Rakuten context introduces an additional scenario for linking language competency with actual
recruitment needs.
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perspective on language management.
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Introduction

Today, many companies intend to enter the international market and hence, pay considerable
attention to global trends. However, language barriers seem to be presenting challenges for
many corporations in their internationalisation efforts. English has been promoted as the lingua
franca of international business by political, economic, and technological power over the last
three decades (Tsedal Neeley 2017, 2). Corporate language policy improves internal and external
communication because it acts as a common language medium for all organisational members
and offers easy access to official information channels (Tange and Lauring 2009). Language is
reconceptualised as a commodifiable skill under neoliberalism (Urciuoli 2008; De Costa, Park,
and Wee 2019). Adopting English as the default corporate language can serve as the foundation
for corporate global expansion, since fast and direct communication ensures effective business inte-
gration globally.

Corporate language policy involves language usage in business (Sanden 2015). According to
Kaplan and Baldauf (1997), language policy and planning activities comprise the linguistic ecosys-
tem. The extant literature has investigated language policy challenges, which include the impli-
cations for employees. Relating to Japanese MNCs’ efforts to increase internationalisation, their
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Japanse employees are encouraged to acquire English skills and a high-stake test has been
implemented in the companies (Sekiguchi, Froese, and Iguchi 2016). Piller and Cho (2013)
argue that internationalisation is tied to English as an index of global competitiveness. “The spread
of English’ is not a result of the free linguistic market but of a ‘systematic, organized, and orche-
strated policy’ (Piller and Cho 2013, 38). Tsedal B. Neeley’s (2013) qualitative study of a French
high-tech company showed that non-native English-speaking employees experienced status loss
regardless of their English fluency level. Charles (2007) argues that language choice has implications
for management, human resource (HR), and employee satisfaction. Vaara et al. (2005) illustrate the
long-term implications of the language policy issue in terms of the reality of career segregation. The
choice of a non-native corporate language could frustrate employees as they might feel deprived of
their ability to communicate and express themselves adequately, resulting in dissatisfaction with the
job and the company as well as lower performance levels (Charles 2007).

Social media has emerged as a significant platform that reflects public opinions (Alomari 2017).
Compared to traditional media such as newspapers and television, social media has unique features
such as anonymity and the speed of information dispersion (Anstead and O’Loughlin 2015). Thus,
the abundance of social media data makes it possible to study employee satisfaction and corporate
value, provides new insight into employee perceptions (Huang et al. 2015; Moniz 2016), and
becomes an important source for the reproduction of discursive power in society (Térnberg and
Tornberg 2016). Glassdoor (https://www.glassdoor.com/) and OpenWork (https://www.vorkers.
com/) are examples of career community websites where current and former employees anon-
ymously review companies and their management (Ning Luo, Zhou, and Shon 2016). However,
few studies use such anonymous media platforms as data sources to examine employees’ percep-
tions of corporate language policy. It also remains unclear how these perceptions change over
time. This study employs dynamic topic modelling (DTM) and social media datasets to examine
these corporate language policy perceptions.

The study focuses on Rakuten, a Japanese company. Rakuten is one of the world’s largest Inter-
net companies; it is present in 30 countries and regions. The corporation decided to change its cor-
porate language from Japanese to English in 2010. This policy, referred to as ‘Englishnization’, was
promoted by the CEO and Chairman Hiroshi Mikitani to dismantle cultural and linguistic barriers
(Tsedal Neeley 2011). Rakuten’s challenges with language and cultural diversity are germane to
other global organisations (Tsedal Neeley 2017, 3).

In Rakuten, a transgression of the ‘Englishnization’ policy was associated with potential demo-
tion; any employee who failed to comply with the policy, or more specifically, who failed to pass the
Test of English for International Communication (TOEIC) within two years, would be demoted.
This study investigates topics relating to the ‘Englishnization’ policy and the associated trends to
understand employees’ perceptions of corporate language policy through social media. The study
aims to (1) better understand corporate language policy by employing a comparative and diachro-
nic view, and (2) provide a valuable method for researchers and language policy makers to make
more informed decisions in implementing HR practices that promote language learning.

Employee perceptions of corporate language policy

Corporate language policy is used specifically by a company, a unit within the company, or business
organisations (Sanden 2015). The abundant literature on corporate language policies focuses on the
role of English as a common corporate language (Piekkari et al. 2005; Yadong Luo and Shenkar
2006; Thomas 2008; Tietze 2010). Language standardisation offers promising avenues for sociolin-
guistic and international business researchers to engage in collaborative interdisciplinary theoreti-
cal and empirical research (Linn, Sanden, and Piekkari 2018). English is used as the lingua franca
because of its global use (Nickerson 2005; Ammon 2010; Ferguson 2012). Emphasis on communi-
cative competence in English is presented in the name of enhancing the value of human capital and
national competitiveness (Park and Wee 2013). Companies with international aspirations try to
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adopt the English language to increase their probability of success (Sanden 2015). However, if Eng-
lish is not the native language, the official decision may be undermined by employees’ preference for
the local language (Feely 2004). Lonsmann (2017) focussed on employees’ reaction to the
implementation of a new corporate policy from the top and found three stances among employees:
resisting English, embracing English, or a middle position. Many employees must invest heavily in
learning the corporate language and ultimately accept in-built inequality or seek to escape the cor-
porate language through internal mobility or leaving the company (Vaara et al. 2005). Lensmann
(2011) concludes that employees may also experience a discrepancy between their definition of
language policy and the company’s reality. Therefore, managers need to consider the significance
of language and communication skills for staff motivation and job satisfaction in a multilingual
organisation (Charles 2007).

For a quantitative analysis of CEO leadership and employee confidence, Tsedal Neeley (2017,
155) collected data from 4,000 eligible employees in Rakuten and studied employee perceptions
of how the impact of the corporate language policy on their productivity is influenced by leadership.
Neeley administered two surveys, at 14 months (Time 1) and 20 months (Time 2) after Englishni-
zation. Tsedal Neeley (2017, 107) then compared the responses in the two time periods to observe
the changes in leadership, beliefs, and attitudes from Time 1 to Time 2 and performed a quantitative
analysis of CEO leadership and employee confidence. However, the survey, which relied on
measurements taken only in two points of time, failed to prove how employees’ beliefs and job atti-
tudes toward language management change over time. Here, language means the lingua franca
(common language), and management refers to the mandate of ‘Englishnization’. Although the
study collected employee data in terms of designation, age, gender, and tenure, no comparison
analysis was conducted at the level of business units (BUs) and technical units (DUs), gender,
and varying tenures. Studies that seek to capture existing employees’ perceptions of corporate
language policy and rely on surveys suffer from selection bias, and have limitations with regard
to drawing inferences and generalising the results (Ning Luo, Zhou, and Shon 2016). A few studies
examine employee perceptions of corporate language policy using qualitative methods such as
interviews and focus groups (Lensmann 2017; Sanden and Lensmann 2018); however, these studies
fail to illustrate the temporal trends in employees’ opinions regarding corporate language policy.

Context of the study: Rakuten

TOEIC was launched in Japan in 1979 and is now one of the most popular English-language profi-
ciency tests worldwide (Chapman 2006). On March 1, 2010, Hiroshi Mikitani, the CEO of Rakuten,
the leading Japanese e-commerce company, introduced an English-only policy known as ‘English-
nization’ to the 7000 Japanese staff gathered for his weekly address and the 3000 overseas employees
watching online. ‘From now on’, he said, ‘everything at Rakuten, from meetings to the canteen
menus, would be in English’ (Skapinker 2017). His objective was to improve employees’ English
language proficiency, prepare them to better deal with global competition, and enable them to
meet the English language proficiency requirements of the workplace. The CEO advocated the
use of the TOEIC listening and reading test to meet this objective, by requiring all employees to
achieve a satisfactory score. The implementation of Englishnization was divided into different
phases: (1) After the programme was launched in 2010, Rakuten employees had two years to obtain
TOEIC scores above 650 to avoid demotion (Tsedal Neeley 2017, 15). (2) The proficiency cutoff
rose gradually to 800, also becoming mandatory for all new recruits (Tsedal Neeley 2017, 53).
Under neoliberalism, the previous life-long regular employment in Japan has been replaced by
more flexible contract employment to reduce labour costs (Kubota 2011). In Rakuten’s case, a regu-
lar employee should achieve a TOEIC score of above 800.

TOEIC scores are used internationally to make HR decisions related to hiring, promotion, train-
ing, and on-the-job performance (Anthony 2003; Stahl et al. 2007; Peltokorpi and Vaara 2014; Oli-
veri and Tannenbaum 2017). However, if TOEIC scores are used as a criterion for recruitment and
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promotion, the stakes are high, meaning the test scores will significantly affect the test-taker’s life
(Chapman 2006).

TOEIC has been criticised because some of the test preparation strategies are unrelated to Eng-
lish proficiency. The test-takers may focus less on language skills unrelated to the TOEIC (Newfields
2005). The test may misjudge the test-taker’s communication competency based on a specific con-
text of language usage (Pilcher and Richards 2017). Then there is the danger that people may take a
high score as conferring an automatic guarantee of successful communication in Business English
as a Lingua Franca (BELF) (Takino 2016). In language learning, motivation is also an important
factor and those who score low may be discouraged (Newfields 2005). Based on Gardner and Lam-
bert’s theory, there are two types of motivation: integrative and instrumental motivation (Gardner
1985). In addition to Gardner’s motivation model, motivation in self-determination theory is
divided into two types: intrinsic and extrinsic motivation (Ryan and Deci 2000). Extrinsic motiv-
ation is based on external outcomes such as promotion and punishment, while intrinsic motivation
encourages the employee to learn without expectation of reward (Newfields 2005). The most impor-
tant factor affecting employees’ motivation to learn English was the perceived need for self-
improvement regarding language ability (Nantakaew 2012). In the context of the corporate
language policy in Rakuten, employees’ opinions regarding the implementation of the policy and
its impact warrant further investigation.

Methodology
Computer-assisted text analysis

Computer-assisted text analysis techniques belong to three main categories: lexical-based (Monroe,
Colaresi, and Quinn 2008; Lee and Martin 2015), text classification (Chuang et al. 2012; DiMaggio
2015), and natural language processing (Nelson 2020). As an unsupervised text classification
method, topic modelling is used to identify patterns in text, and is as an effective tool for under-
standing and managing a sequential collection of documents (Blei and Lafferty 2006). It provides
an overview of the corpus, complements content analysis (Nelson 2020), reveals hidden themes,
and helps model the evolution of topics over time. However, Brookes and McEnery (2019, 18)
have questioned ‘the thematic coherence of the topic generated using topic modelling methods’
and ‘the topics intended to exhibit limited thematic consistency’. They demonstrate that ‘the use-
fulness of topic word-lists alone as basis is unlikely to be sufficient for accurately inferring the
themes present in the texts grouped into a given topic’ (Brookes and McEnery 2019, 18). They con-
clude that topic modelling methods lack an adequate theoretical basis for defining the topic
(Brookes and McEnery 2019). There are three approaches by which topic models consider time:
jointly modelling word occurrence and time, pre-discretised analysis, and post-discretised analysis.
Post-discretised analysis involves fitting a time-unaware topic model, slicing time-ordering docu-
ments into discrete subsets, and reviewing the topic distributions in each time-slice (Wang and
McCallum 2006). An example of this type is identifying hot and cold topics based on Latent Dirich-
let Allocation (LDA) model analysis (Griffiths and Steyvers 2004).

The joint modelling of word occurrence and time introduces time as an observed continuous
variable and relies on the topics as the constant, as topic co-occurrence patterns change over
time. The topics over time model is a typical example of joint modelling and analyses documents
with timestamps to discover topics. However, this approach fails to identify evolving topics. In the
DTM as a pre-discretised analysis, time is discretised into several periods, and time within each
LDA is used to analyse documents (Blei and Lafferty 2006). The continuous time dynamic topic
model(cDTM) uses the Brownian motion to model latent topics (Wang, Blei, and Heckerman
2012). DTM leverages the knowledge of different documents belonging to different time-slices to
map how the words in a topic change over time (Blei and Lafferty 2006). In the DTM, documents
are divided into sequential groups, assumed to be exchangeable within a group, and topics of each



JOURNAL OF MULTILINGUAL AND MULTICULTURAL DEVELOPMENT . 5

slice evolve from the topics in the previous slice (Wang, Blei, and Heckerman 2012). In contrast to
DTM, cDTM is more suitable for analysing text with dense time stamps and high sparsity (Wang,
Blei, and Heckerman 2012). Topic evolution has been extended and applied to email (Wang and
McCallum 2006), news (Wang, Blei, and Heckerman 2012), bulletin board system (BBS) (Lina
and Xijin 2014), scientific literature (AlSumait, Barbara, and Domeniconi 2008), movie reviews
(Meng, Zhang, and Guo 2012), and so on.

Topic popularity is calculated by occurrences of topics in the documents (Griffiths and Steyvers
2004; Sun and Yin 2017). 6, is the distribution of topics in document d at year t and 6, is the
popularity of topic k at year t that shows the proportion of topic k at year t. The change in 6,
reflects the trend of the focus of employees’ opinions on the topic k. The posterior document-
topic distribution and employees” information (i.e. gender, function, positions and tenures with
Rakuten) of each post can explicitly quantify the dynamics about the inferred topics that evolve
over time at the levels of gender, function and tenures with Rakuten.

Combining DTM with content analysis enables one to consider the context for a better under-
standing of the dynamics of social representations in a comparative and diachronic view (Chan-
delier et al. 2018). In this case, this study reveals the evolutionary nature of topics and then
analyses the topics extensively. Topic modelling can be employed with other methods that pro-
vide elaborate analytical techniques and theoretical depth for interpretation (Térnberg and Térn-
berg 2016). Because of its features, topic modelling can serve as a bridge in the social sciences, for
it sits at the interfaces between case studies and big data, unstructured and structured analysis,
and induction and deduction (DiMaggio, Nag, and Blei 2013; Grimmer and Stewart 2013; Miitzel
2015; Hannigan et al. 2019). However, few studies have used an analysis of topic evolution to
examine changes in employee perceptions over time. Identifying topics at a particular point pro-
vides quantitative measures that may help investigate the representation of corporate language
policy in social media.

Data and procedure

Employee review websites contain self-initiated and anonymous information that stands to mitigate
many of the biases introduced by survey studies (Das Swain et al. 2020). OpenWork (formerly
known as Vorkers) is one such review and job website in Japan. It contains objective information
such as pay, benefits and the free-form text that encapsulates organisational culture. There are about
9,800,000 reviews and evaluated scores of 36,000 companies posted by current and former employ-
ees at the time of writing. The website has 2,900,000 registered users and about 3000 new regis-
trations every day.

The analysis proceeded in three steps (see Figure 1). In Step 1, the contents of the OpenWork
website between 2008 and 2018 were crawled by using a customised web crawler. The website com-
prised 9324 Japanese posts (1,337,652 words). Since the study only relied on data written in Japa-
nese, it does not account for employees who speak languages other than Japanese at the HQ or
employees located in Rakuten offices outside Japan. Furthermore, several stop words from the
analysis were excluded by using a comprehensive collection for Japanese. To build the corpus for
the analysis, the study extracted all posts containing terms JiiE ‘English’, toeic and A H
‘official’, which are chosen by their relevance and frequency in the database. A corpus of 704
posts (about 66,141 words) over time (from 2010 to 2018) was obtained. In this study, five topics
were selected given subjective analysis of iterative results.

A significant input for DTM to work is the time slice input that contains the number of docu-
ments in each time slice (Blei and Lafferty 2006). In this case, the first year (2010) had 7 articles, the
second (2011) 25, the third (2012) 42, the fourth (2013) 37, the fifth (2014) 64, the sixth (2015) 96,
the seventh (2016) 141, the eighth (2017) 135 and the last year (2018) had 157 articles. In Step 2, the
examination of lists of topic words formed the fundamental part of the analysis. In Step 3, a com-
putationally guided in-depth reading was also applied to the top five texts in each time slice that
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Figure 1. Data and procedure.

shows the highest proportion of that topic as evaluated by the topic modelling algorithm. This
analysis was a blended approach that used topic modelling as reference to a close reading of
sub-sample documents. This framework is similar to what Gkotsis et al. (2017) applied in online
health-related texts. Through this analysis, the results obtained are presented in the next section.

Findings

DTM discovered five interpretable topics (Table 1). Figure 2 displays the trends in each topic, cal-
culated by the topic popularity of all topics each year. In the following paragraphs, the temporal
topics are presented separately, and changes in these topics at different levels are analysed. Figures
3-7 show wordclouds of five topics. The size of each word is based on the proportion of its prob-
ability and changes over time.

Inconsistency between expectation of the employees and reality for Englishnization

For topic one (see Figure 3), the top 20 most relevant words are {A\fl: joining company’, ik
‘Enghlish’, # ] ‘reason’, X & ‘should do’, < ‘suffix, P ‘suffix’, ¥ ‘thing’, 725 ‘perceive’, %Y
‘valid’, ¥ ‘conclusive factor’, 72\ ‘would like to’, £ “-ification’, 7" 72 —/3/L- ‘global’, /A H
‘official’, VMY ‘good’, # ‘language’, AV ‘think’, o ‘think’, HAGE Japanese’, #41 ‘overseas’}.
The top relevant words joining company and English remain highly stable throughout the period
(from 2010 to 2018). Additionally, the increasing usage of good and the decline of the use of global
are noted. Topic one focuses on ‘Englishnization’ as a motivation for joining the company. The focus
contains the content of the gap between before and after joining the company, articulating that there
is a considerable discrepancy between the motivation for joining the company and the validity of the
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Table 1. Five topics.

Num

Topic

Keywords (time = 2010)

1

Inconsistency between expectation of the
employees and reality for Englishnization

The interplay between Englishnization and
organisational leadership

The interplay between Englishnization and
organisational culture

Supremacy of TOEIC

Power of English skills

AL ‘joining company’, F£5E ‘English’, 2 i ‘reason’, ~X X ‘should
do’, < ‘suffix, #4 ‘suffix’, 3F ‘thing’, 58 ‘perceive’, % ‘valid',
¥ ‘conclusive factor, 72\ ‘would like to’, 1, *-ification’, 77" 17 —
7NJL ‘global’, A H ‘official’, VM ‘good’, #E ‘language’, E
‘think’, 15 ‘think, HAGE ‘Japanese’, #47) ‘overseas’

FLHE ‘English’, 1L -ification’, A H ‘official’, 5% ‘language’, 1/
‘office’, #1 & ‘employee’, [ ‘suffix’, f158 ‘study’, R fH] ‘time’, 21>
‘many’, #E4b ‘overseas’, 3£ ‘business’, 77 ‘skill’, {12 ‘work’, /& U
% ‘feel, 223 ‘learn’, 5 ‘and so on’, & ‘system’, \ > < ‘will be
..ing’, 2= “association’

HEHE ‘English’, 1k -ification’, A ‘people’, #ME “foreign’, 71—/ )L
‘global’, #: P4 ‘office’, 43 ‘company’, Z > 'many’, A H ‘official’,
% < 'much’, 58 ‘language’, LA ‘culture’, 77 ‘the one’s side’, #E4T
‘overseas’, IZ3% ‘environment’, 2> ‘opportunity’, 34 % ‘increase’,
L5 ‘work’, J\> ‘think’, 241 ‘company’

toeic, FLEE ‘English’, & ‘point’, #45 ‘salary’, ¥ ‘system’, mi%l
‘point’, A 27 ‘score’, K ‘features’, A4t ‘joining company’, 5E
¥ ‘annual income’, Ll I ‘the above’, 4% ‘necessarily’, %8
‘required’, 7Tl ‘assessment’, /3 ‘ten thousand’, 5-#% ‘promotion’,
721730 If not!, 354 ‘case’, F4 ‘example’, £E ‘year’

FLHE ‘English’, 77 ‘skill’, {158 ‘work’, A % /L ‘skill’, 27% ‘meeting’,
1k, *ification’, JEH ‘extremely’, & ‘the person’, Hi 3K ‘result’, . 5
‘think’, 37 ‘business’, A ‘people’, 1 5 ‘use’, 5% ‘language
study’, ¥235% ‘environment’, & % U 7 ‘career’, % ‘now’, 45k}
‘salary’, 7~ 7 ‘up’, & ‘position’

reason. Five posts were each extracted from 2010 to 2018, which exhibited the highest proportion of
topic one. Interestingly, the top texts exhibited similarities over time. Employees discussed the inconsis-
tency, including their reason for joining the company: Rakuten is a global company, and English is the
official language. However, they found that the frequency of using English appeared quite low after join-
ing the company, especially in domestic BUs. The discussion here focuses on how Englishnization falls
below their expectations starting from 2014 to 2018, which is well illustrated in this post:

Extract 1
A ZRDZHE: 7o — NLHQE LTE VR AZEH L ENAHENHEA T, AtEHE o
ZUM LRI TR A_NEH: WFEAMMEZLINE D LR ARYIIHEFERE T, (No.583, =1—

ANl — NPT, fEEE3~55E, ik, 2018)

Reasons for deciding to join the company: developing a business as the global HQ and English is the official
language ‘Reason for joining the company’ and ‘Things to be aware of: It is really up to the assigned depart-
ment to determine whether English can be used. (Translated from Japanese, no. 583, 2018, male, BU,
employee, 3-5 years)

Figure 2. Topic popularity over time. (a) heatmap and (b) trends.
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Other similar expressions, such as ‘the frequency of using English is quite low depending on the
departments’ in 2014, ‘people who can speak English are limited to new graduates, and many
senjors still rely on translation’ in 2015, ‘there are not so many BUs that can use English’ in
2016 and ‘when you are assigned to domestic departments mainly for Japanese clients, you almost
have no chance to use English’ in 2017, are represented in this topic. The word 2" = —/3/L ‘global’,
which appears seven times across five comments, was used in texts to explain that globalisation is
the main reason for employees to choose the company. The word %3 ‘English’, which appears ten
times across five comments, was used in texts to complain that English is used sparingly. For
example, as Extract 1 demonstrates, although global and English attract more potential employees
to join the company, they find that the reality is different after joining the company. This trend is
maintained from 2014 to 2018. Moreover, there is an increased focus on Topic 1, and a rising ten-
dency is apparent between 2010 and 2018 (see Figure 2). In the last nine years, the focus of this topic
has grown significantly from 0.00098 to 0.18.

Figure 3. Wordcloud of Topic 1 from 2010 to 2018.

The interplay between Englishnization and organisational leadership

Topic two focuses explicitly on the interplay between Englishnization and organisational leadership
(see Figure 4). There is a dominating tendency to focus on the leadership in the organisation system
that heavily influences corporate language policy. In each of the top texts in 2015, 2016, 2017 and
2018, the keywords f1:4=% ‘president’, & > 7" % 7 ‘topdown’, /A H £ & ‘sports-minded’, 7 >~
> ‘dictatorial leader’, 5% ‘religion’ and J# W7 ‘arbitrary decision’ characterise the topic category. It
suggests that the company follows a top-down structure led by CEO Mikitani. Englishnization is
also the result of his mandate and gradually becomes a corporate brand in the public sphere.
Although the company’s size has grown, it is still a top-down company led by what is described
in the text as a dictatorial leader. As shown in Figure 2, Topic 2 is particularly popular in 2012
but seems to decline from 2012 to 2018.
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Figure 4. Wordcloud of Topic 2 from 2010 to 2018.

The interplay between Englishnization and organisational culture

By systematically linking to words such as English, official, time, employee, many and study, this topic
represents the trends in the impact of Englishnization on organisational culture (see Figure 5). In
2012, the texts on organisational culture showed that employees who are not good at English
study English regardless of weekdays and holidays. A close reading of the texts reveals that the cor-
porate culture retains the same culture as a traditional Japanese company until 2017. The focus often
lies on the alleged reasons for this, which include ‘although there are many foreign employees due to
Englishnization, the corporate culture is the same as a traditional Japanese company in the aspects of
middle-class leaders and work contents’ in 2014, ‘there is no need for English in some services that
have only Japanese users’ in 2015 and ‘employees from experienced hire have difficulty in getting
accustomed to internal culture such as Englishnization and will quit immediately’ in 2016. However,
the focus has changed from 2017. As illustrated in Extract 2, corporate culture is portrayed as a
mixed culture. The diversity of employees increased sharply at the Tokyo headquarters and resulted
in a corporate culture change. As one employee puts it:

Extract 2

PFEOMEIIINEFA RN L <, EFHIIFZEFEMIEROL 250 H D 905, HEMIELZHA
RRINAA D EZHNBNTY REEIT, FEPHEICL > TRESERY T, (no.647,

A VB =TI AT ¢ TR, AE, RS0, L)

The development departments have many foreign nationals and almost all of the work is in English, but the
business side still use Japanese language widely. The corporate culture varies greatly depending on the
business and departments. (Translated from Japanese, no. 647, 2018, female, BU, employee, 5-10 years)

In contrast, many discussions here also focus on the impact of Englishnization on the organisation
system. As we can see, with the implementation of Englishnization, the number of global talents
including native English employees in the company is increasing and globalisation is in progress.
However, Japanese employees’ turnover rate is high because they worry about their limited English
level and decreased productivity. Apart from these two, several posts in 2014 and 2015 explicitly
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show that Englishnization attracts more female employees to return to work after childbirth. One of
the reasons is an in-house daycare center that provides English education. Topic 3 peaks in 2011
(Figure 2), driven by discussions regarding how corporate culture changes over time.

Figure 5. Wordcloud of Topic 3 from 2010 to 2018.

Supremacy of TOEIC

This topic focuses on the supremacy of TOEIC - a requirement for promotion - as a hiring standard,
an evaluation system, and a criterion for annual income (see Figure 6). The topic is central and
remains internally consistent over time in Figure 2. The focus in the first years (2010-2015) lies fore-
most on salary deduction and the inability to receive a promotion due to TOEIC: ‘those who do not
have a TOEIC score cannot raise their salary” in 2011, ‘if the TOEIC score is below the requirement,
there is also a salary reduction (10%)’ in 2014, ‘if a certain score is not achieved, you cannot get pro-
moted’ in 2011 and ‘no matter how good your business performance is, you cannot be promoted
unless you reach the TOEIC score’ in 2012 and 2015, ‘there is a trend that many Japanese who
do not have web experience are recruited just because they have a TOEIC score’ in 2015 and
2017. While some opinions on this topic seem to be explicitly related to TOEIC as a hiring standard,
many employees also discussed consequences of adopting this standard in 2015. Experienced
employees are likely to be hired as contract workers even if their TOEIC scores are less than 800.

Moreover, HR is concerned with the TOEIC score of employees. Some employees who obtained
a high score still struggle to converse in English or construct an email. There is a trend of recruiting
Japanese employees based on the TOEIC score even though inexperienced in information technol-
ogy. Last but not least, since a TOEIC score of over 800 is used for hiring, it is difficult to recruit
qualified Japanese candidates. Some opinions in 2013 and 2016 focus on the reason for leaving the
company; they are against TOEIC and Englishnization. Parallels are frequently drawn between the
non-necessity for business, the obligation of learning English, a tool to switch jobs to foreign com-
petitors, and the inability to get a promotion. One employee said the following:
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Extract 3

APISIEA BN Z AT, FISMNE, 72 & BRI R < THTOEIC  800pi Z ML T e i B
(NHIRFIZZA T2 o T2 ) REBIZ EIC BN &, TORICIZZZbDHED | T T

YROBREEDET A—va VPR REOHERHEHNL TH OTIHARV ) BN E

To (n0.376, 2016, HIE, EFESFRI, AN L)

Evaluation is basically reasonable. The exception is that even if business performance is good, the current

employees who do not get a TOEIC 800 score will not get promotion. Experienced employees and ‘breadwin-

ners’ may be demotivated by TOEIC requirements in the company, and may also exit the company. (Trans-

lated from Japanese, no. 376, 2016, female, BU, employee, 0-3 years)

Another central issue discussed in this context is that TOEIC is useless in the domestic market in
2013 and 2017.

Figure 6. Wordcloud of Topic 4 from 2010 to 2018.

Power of English skills

This topic is somewhat connected to the previous topic but focuses on the impact of English on
individuals in the company. English is particularly used in relation to <> ‘morning meeting’, BT
JE & A% )L ‘reading and writing skills’, 235% ‘meeting’, if1& ‘study and training’, 44k} ‘salary’
and % v U 7 ‘career’ (see Figure 7). The focus in the first years (from 2010 to 2014) lies mostly
not only on English as a heavy burden on employees due to the hasty mandate in general: 1717 72
V) “‘can not keep up with’, iff& % 5t “forced to study’ and /& X % ‘exhausted’, but also on the
improvement of English skills by using terms such as [:73% ‘improve’, &(F % ‘raise’, B ‘par-
ticularly’ and 5% “definitely’. However, from around 2015, there seems to be an increased focus
on the negative impacts of English on employees’ career development such as facing the tough
decision to improve English or business skills. Some employees are neutral in comparing and dis-
cussing the power of English and Japanese in the company. This is well illustrated in this post
from 2017:



12 Z.ZHANG

Figure 7. Wordcloud of Topic 5 from 2010 to 2018.

Extract 4

PRI L TR, RERa@TT L A CHE T, HANFALOLHES A —/VZAAES VS
NTWD, (no479, 2017, fil, fEFES~104F, Zif)

Regarding Englishnization, large meetings are mostly in English, but meetings or emails with Japanese col-
leagues are in Japanese. (Translated from Japanese, no. 479, 2017, female, BU, employee, 5-10 years)

Opinions in 2018 focus on how English is associated with career development that impacts salary
and promotion, as highlighted in the next post:

Extract 5

2L, HEENPREEROTE TR LLRME SN D Z L1372V, FEEICITHEE R BHELE 72
%o (n0.673, 2018, kT UL EE EM5S~109, L)

However, English skills are the most important, so employees are not always evaluated based on their ability.
English is required for promotion. (Translated from Japanese, no. 673, 2018, female, BU, employee, 5-10 yrs )

As shown in Figure 2, this topic peaks in 2010, driven by opinions particular on language policy
shocks on the Japanese employees. however, it seems to decline dramatically from 2011 to 2012,
and it is stable from around 2013 to 2018.

Topic popularity of function/gender/tenures with Rakuten over time

Although Figure 2 shows each topic’s popularity over time, it is still unknown whether the trend
differs at the function, gender, and tenure levels. The study applied the same procedure and analysis
to investigate the temporal topic variation for each level. The temporal trend for males and females
is presented in the data set in Figure 8. This plot is interesting as it reveals the temporal variation of
popularity among different genders. For example, the results indicate that females have a particular
focus on Topic 2: The interplay between Englishnization and leadership and Topic 3: The interplay
between Englishnization and organisational culture. From 2010 to 2019, the focus of females on
Topic 2 exhibits a declining trend that is more apparent from 2013. In contrast, there is an increased
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Figure 8. Topic popularity over time for gender.

particular focus within Topic 3. The focus of males has been on Topic 2, which might be somewhat
declining in the corpus overall. These examples clearly show that Topic 2 has particular popularity
or is more important for both female and male employees.

Subsequently, the exercises are performed at the function level(see Figure 9). For BUs, Topic 2
on the interplay between Englishnization and leadership covers a much larger proportion than the
other four topics. However, the focus of DUs has been on Topic 4 on the supremacy of TOEIC,
which peaks in 2013, driven by opinions particularly on leaving the company due to TOEIC.

Extract 6

KB EDIR IR B2 BB ONRHRR,  (no.84, 2013, FELMIT, EFE3~5F. Hik)
Left the company when required to learn English that is not relevant to work. (Translated from Japanese, no. 84,
2013,male,BU,employee, 3-5 years )

Extract 7

TOEICH {68005 LA L HARI00 £ LA EAR & lFIMNER 2N T 25 Ak, DD TR ST
O, WEMET 5E, (no110, 2013, BWELEFY, fEAE3~5. B

The company will accelerate overseas expansion in the future with a minimum TOEIC score of 800 and a
target of 900 or more. If you feel you can’t keep up, you should change jobs. (Translated from Japanese,
no. 110, 2013, male, DU, employee, 10-15 years)

Extract 8

AT OT T B ROVCAMBEE DS LS, BAERICHNTAE, (no.88, 2013, HIE, L4k
3~54, Gtk

I think that it would be better for people to stop speaking English. No foreigners are required for domestic
sales. (Translated from Japanese, no. 88, 2013, male, BU, employee, 3-5 years)

The next analysis of topic popularity over time is performed at the tenure level at Rakuten,
which is shown in Figure 10. Essentially, results indicate that topic popularity of tenures at Raku-
ten during 0-3 years, 3-5 years, and 5-10 years are consistent over time. From 2010, there seems
to be an increased particular focus on Topic 1 in these three tenures — a tendency that is even
more apparent after 2013. Tenures of 0-3 years, 3-5 years and 5-10 years have been centred
on Topic 2, but they seem to decline from 2013 to 2016, and recur from 2017 to 2018. Topic
4 stands out at 10-15 years, probably because these individuals require TOEIC to get a promotion.
The category 20+ years only appears around 2012, driven by a focus on Topic 2. This is rather
interesting since it seems that after 2013, there is no category of 20+ years, probably because
these topics are not relevant to them.
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Figure 9. Topic popularity over time for function.

Figure 10. Topic popularity over time for tenures.

Discussion
Not a real global company: less intrinsically motivated employees

Based on the above findings, the online texts about ‘Englishnization’ are often associated with a dis-
crepancy between employees’ perception of corporate language policy before and after joining the
company, and dissatisfaction with the Englishnization’s status quo. From the analysis, the first topic
seems to attract growing attention. In Rakuten’s case, many employees joined the company because
they wanted to improve their English and looked forward to embracing it as a corporate policy. The
need for English competence may lead employees to seek challenges optimal for their capacities and
to maintain English skills persistently. However, the text shows that the need for autonomy, or
being the perceived origin or source of one’s behaviours (Deci and Ryan 2002, 8) is not fulfilled
when employees perceive that they do not have the opportunity to make personal choices (i.e.
they have to use Japanese). Employees highlight the negative elements of Englishnization and
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their attitudes toward corporate language policy in the above contents, which change from cynical
at the beginning to dissatisfied at present. The data showed that Englishnization makes the com-
pany increasingly attractive to Japanese employees. The company has also recognised the English-
nization policy as a brand which serves as a touchpoint to attract employees. This view is confirmed
by the statement of the CEO (Mikitani 2014):

Englishnization has already helped Rakuten. It has made us a more attractive workplace to the world’s best and
brightest employees. (Englishnization: Not Just for Rakuten Anymore, 2014)

However, employees have realised that the English-only policy is just a publicity stunt. Texts on
OpenWork not only reflect employees” emotions and dissatisfaction toward the corporate language
policy but also reveal that employees’ motivation in learning English declines because there is no
demand in their departments. Negative and aggressive language, such as dictatorial leader and reli-
gion, is utilised in the CEO leadership description. This analysis raises questions regarding one
argument in the previous research on whether groups or departments in Rakuten would achieve
the intended outcomes associated with Englishnization (Tsedal Neeley 2017, 171).

Furthermore, although English has been the official company language since 2010, trends in
inconsistency between expectation of the employees and reality for Englishnization and the
power of English skills reveal that Japanese skills are still more valuable than English skills in
many Japanese departments. Global talents are mostly placed at DUs which results in mixed cor-
porate culture (Japanese and English). These results align with existing research on the de facto vs.
de jure language policies (Feely 2004; Tange and Lauring 2009; Lonsmann 2011). As previously
mentioned, Lonsmann (2011) concludes that while English was used primarily with international
non-Danish speakers, many employees experience a discrepancy between their definition of the
language policy and the reality at the company where Danish was the default language. A deeper
analysis of the results in this study leads to a similar conclusion in the Japanese business context.
This study provides the company with a clear picture of the shortcomings that de-motivate employ-
ees to learn and use English in the workplace, encouraging the company to monitor and promote
employees’ motivation. It also helps the HR department to design and plan the English training pro-
gramme to improve corporate language policy in the long term.

It is all about TOEIC: the score is everything

This study has identified a prevailing content of the negative impact of an over-reliance on the
TOEIC scores by analysing these topics and their associated documents. The score has two
major functions: to select employees for recruitment, punishment, and promotion; and to exert
the intended washback effect on employees’ learning. Although TOEIC satisfies a commercial
environment for a practical, objective, and fair test of receptive language skills, ‘Supremacy of
TOEIC is used as a discursive strategy to criticise the corporate language policy. The score is every-
thing. Meanwhile, Englishnization is represented as “TOEICnization’ in the context. Moreover, the
representation of Englishnization in the latest corporate report focuses on the TOEIC score, show-
ing that employees’ average TOEIC score improved from 526.2 in 2010 to 839.7 in 2019 (Rakuten
Inc 2019, 38). The trend in communication and acquiring global talent is also reflected in the fol-
lowing statement:

With the commencement of Englishnization project in 2010 - Rakuten’s initiative to make English the official
company language - communication between employees regardless of nationality or place of birth has become
much smoother and easier. It has also exponentially expanded our pool of potential hires from the relatively
small number of people who speak Japanese to English speakers worldwide. Since the launch of the project,
proportion of non-Japanese employees has grown significantly; we now have over 70 nationalities represented,
making up more than 20% of our total head count at Rakuten, Inc. (Rakuten Corporate Report, 2019)

The findings match the representation and discursive construction of Englishnization in the cor-
porate report, where the TOEIC score is used to prove the policy’s success. This misuse of the
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test results pressurises managers and employees to strive for high TOEIC scores, thus impeding the
intended changes or washback effect. It seems like very few Rakuten employees take the English-
only policy seriously, and most of them only focus on passing the test.

Moreover, the study results have implications for viewing language as a social practice rather than
a neutral, mechanical instrument. When crucial decisions are made based on test results, and when
one’s interests are seriously affected, it is not surprising that employees learn for the test rather than
for using English in the workplace, which is the original intention behind the corporate language pol-
icy. Furthermore, the long-term goals of learning English are overlooked. The excessive use of the
multiple-choice format in the test fails to simulate real-world language use for communication.
This study confirms that current trends of over-emphasising TOEIC scores may mislead BELF
into thinking that the TOEIC skills are the main English skills they have to develop (Takino 2016).
The results also corroborate established research on the significant impact of the TOEIC test as a
high-stakes test on the lives of the test takers and other stakeholders (Chapman 2006).

The neoliberal employment system

The power of English and the neoliberal employment system affect employees in complex ways,
with gender, units and types of employment playing significant roles. ‘Markets of English’ consist
of linguistics, educational and employment markets, and they are too many and overlapping (Park
and Wee 2013; Price 2014).

For non-regular employment, learning English helps pursue a specific goal: to become regular
employment, more secure and more remunerated in a long run. This is compatible with language as
a commodifiable skill in the neoliberal employment system (Urciuoli 2008; De Costa, Park, and
Wee 2019). Contrary to non-regular employment, learning English in regular employment was directly
related to demotion. Exceeding the score of 800 gives regular employees an economic return. However,
both regular and non-regular employees working for domestic branches have very few opportunities to
use English at work. The low frequency of English use at BUs also indicates that language skills are not
valued. This has also been discussed in Kubota’s (2011) study where ‘the language tests such as TOEIC
work as a convenient tool to measure the level of effort rather than proficiency itself’.

Nonetheless, Englishnization attracts more female employees to return to work after childbirth,
and improves gender equality in the neoliberal socio-economic system. This corresponds with lin-
guistic instrumentalism and contradicts the finding that women with higher English proficiency
may not gain significant economic return (Kubota 2011). Overall, linguistic instrumentalism
works to keep Japanese women in regular employment, and contains hierarchies with regular
employment perched at the top as winners and non-regular employment at the bottom as losers
under the neoliberal discourse of competition.

In general, this exploratory study show that employees’ attitudes toward corporate language pol-
icy should be examined. While previous studies have shown how employees react to the introduc-
tion of a new policy of ‘English only’ (Vaara et al. 2005; Lensmann 2017), this study has focussed on
employees’ perceptions of an English-only policy as a mandate over time. The study shows the clear
implications for a society where discrete item testing (TOEIC) is an easy ‘solution’ to language
issues in the Japanese business context.

Conclusion

This study has demonstrated that DTM allows the user to take the context into account, to under-
stand better the use of English in Japanese businesses, that is, the use of English as a corporate
language. This approach provides a bottom-up and employee-centred perspective regarding the
advantages, disadvantages, and consequences of using English as a corporate language. It also
reveals the evolutionary nature of corporate language policy topics by exploring and categorising
large amounts of text.
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It is challenging to generalise this study’s results because all posts are in Japanese and from the
same company. However, the study helps understand trends in employees’ attitudes toward corpor-
ate language policy as well as other aspects. As an unsupervised learning algorithm, the DTM used
in this study inferred topics based purely on the statistical structure of the term data. The study used
statistical analysis to investigate the context of each topic and the temporal variation in topics. It
also provides insights into how TOEIC may be misused when dealing with language issues in
the Japanese business context. Future directions include integrating other data sources to quantify
temporal topic variation and predict employee attitude trends.
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1. INTRODUCTION

Several Japanese multinational corporations (MNCs) have adopted English as the official
corporate language in the past few years. Because Japanese is the dominant business language
in Japanese headquarters (HQ), language has become a major hindrance to internationalization
(Conrad and Meyer-Ohle 2019). Communicating in English directly, rather than through
bilingual employees, gives native English speakers more nuanced knowledge and facilitates
communication between HQ and subsidiaries (Neeley 2017). Neeley (2017) showed that an
organization-wide English-language mandate in a Japanese company also transferred Japanese
work practices and values to American subsidiaries. Employees in subsidiaries are compelled to
assume a foreign way of thinking and behaving. Such employees are conceptualized as
“cultural expatriates,” representing a growing and underexplored demography (Neeley 2017).

Many employees find themselves in complex cultural settings (Brannen, Garcia, and Thomas
2009). Zhang (2021a) used computer-assisted text analysis to examine employees’ perceptions of
an English-only policy over time in a Japanese company; he analyzed a corpus of 704 posts from
a social media platform from 2010 to 2018. Since his study relied only on data written in
Japanese, it did not account for employees who spoke languages other than Japanese at the HQ
or employees located in offices outside Japan. The focus of the current study is non-Japanese
employees working in foreign subsidiaries of a Japanese MNC.

Social media could provide insights into a company’s culture. Currently, social media platforms
attract more interest than alternative sources of information that reflect public opinions
(Alalwan 2018). In particular, the wealth of social media data makes it easier to study employee
satisfaction and corporate culture and provides better insight into employee perceptions (Moniz
2016). Of interest to this study is Glassdoor (https://www.glassdoor.com/), an important social
media platform where current and former employees anonymously review companies and their
management (Luo, Zhou, and Shon 2016). However, few studies have utilized Glassdoor as a
data source to examine how employees” perceptions of corporate culture change over time.

The present study uses social media datasets combined with dynamic topic modeling (DTM),
corpus methods, and text analysis to investigate these corporate cultural perceptions. Research
on cultural expatriates and the role of language as a trigger of cultural frame switching is scant;
therefore, this study addresses the gap and explores the change in cultural expatriates” attitudes
toward corporate culture over time. More specifically, the study investigates non-Japanese
employees’ perceptions of Japanese work practices and values transmitted by English-only
language policy over time. Therefore, the following research questions arise:

Q1 - How do cultural expatriates perceive changes in corporate culture?

Q2 - How could computer-assisted text analysis be exploited to help researchers and
practitioners better understand temporal trends in employees” opinions on social media?

The study focuses on Rakuten, an electronic commerce company based in Tokyo, Japan. The
company has 14,826 employees worldwide and operates across 29 countries and regions. In
February 2010, Hiroshi Mikitani—the founder and chief executive officer (CEO) of Rakuten—
mandated English as the official language of the corporation (Nixon 2015). Rakuten employees
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worldwide were required to be proficient in English (Neeley 2011). In 2005 and 2010, Rakuten
bought US-based LinkShare and Buy.com and rebranded them as Rakuten Advertising and
Rakuten.com, respectively.

This study contributes to the existing literature in four ways. First, the study analyzes the
attitudes of cultural expatriates toward “Englishnization” over time. Second, the study uses a
methodological synergy for research on cultural expatriates. Previous research has analyzed
various contexts of cultural expatriates through traditional methodologies such as interviews,
surveys, and ethnography (Brannen, Garcia, and Thomas 2009; Brannen and Thomas 2010;
Neeley 2017). Third, the study aims to identify how Englishnization, as one instrument of
internal internationalization, impacts external internationalization. Fourth, the study combines
DTM with social media datasets and provides insights into cultural expatriates” perceptions of
Japanese work practices and values from a diachronic perspective.

2. THEORETICAL BACKGROUND

2.1. Cultural Expatriates

Cultural expatriates are “people who are temporarily or permanently detached from their home
culture while still operating in their own country” (Neeley 2017, 5). Jameson (2007) makes a
similar distinction by describing cultural expatriates as people with “an individual’s sense of
self derived from formal or informal membership in groups that transmit and inculcate
knowledge, beliefs, values, attitudes, traditions, and ways of life,” and they consist of six
components: vocation, class, geography, philosophy, language, and biological traits with
cultural aspects. Cultural expatriates portray self-identity, defined as “the self as reflexively
understood by the individual in terms of his or her biography” (Giddens 1991, 244). Yagi and
Kleinberg (2011) define cultural identity as a dimension of self-identity and one’s self-concept
that concerns perceptions of “who I am” as a cultural being. Keeley (2001) acknowledges that
non-Japanese employees are considered an out-group, even when they work in subsidiaries in
their home country. Kankaanranta and Lu (2013) argue that the use of business English as a
lingua franca—or a common language—in international business can have a homogenizing
effect on the cultural identities of the speakers. Jameson (2007) argues that cultural identity is
also influenced by close relationships, and changes over time. The close relationships could
include family members, friends, and colleagues, with whom interaction occurs frequently
(Kankaanranta and Lu 2013). Some native English-speaking informants exhibit linguistic
ethnocentrism, do not understand that English is the lingua franca of international business,
and assume that “it was their country, their culture, and their market that were of interest”
(Neeley 2017, 59). This conception of language ideology, which has been defined as “shared
bodies of commonsense notions about the nature of language in the world” (Rumsey 1990, 346),
can lead to potentially discriminatory or stereotyped assumptions (Cogo and Yanaprasart 2018).
Language plays an important role in expressing cultural norms and beliefs (Ringberg et al. 2010)
and can be used as an instrument in the creation and recreation of power (Gaibrois 2015).
However, the policy of monolingualism is not a guarantee of success in interpersonal
interactions (Welch and Welch 2008). Brannen, Garcia, and Thomas (2009) propose a four-
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category framework to understand the different ways that bicultural individuals or biculturals
experience and manage their two identities (see TABLE 1). Biculturals are people who have
internalized more than one cultural profile (Brannen and Thomas 2010). In Table 1 below, a
person categorized as “Both/And” identifies with and integrates two cultures. A person typified
as “Either/Or” also identifies with both cultures but changes orientation and behavior according
to context.

Num Bicultural Definition
Types
1 One-Home One-home biculturals identify mostly with

one of their two cultures

2 Neither/Nor Although aware of—and perhaps even
participating in—both of their cultural
identities and customs, Neither/Nor
biculturals feel marginalized and are
conscious about not fitting in with either of
their cultures

3 Either/Or Either/Or biculturals identify with both of
their cultural identities, but change their
orientation and behaviors based on context

4 Both/And Both/And biculturals identify with both of
their cultures and combine them in various
ways

TABLE 1. BICULTURAL TYPES

2.2 Internationalization of Japanese MNCs

To date, several Japanese MNCs have adopted traditional Japanese human resources (HR)
practices, characterized by long-term employment and development, seniority-based
compensation and promotion, enterprise-based unions, and teamwork orientation (Tung 1984;
Morishima 1995; Jacoby 2005). They exhibit an ethnocentric management style, wherein
Japanese expatriates are delegated to control overseas operations, and HQs in Japan make
decisions for the subsidiaries (Conrad and Meyer-Ohle 2019). This Japanese style of human
resources management (HRM), along with the ethnocentric management style, is the primary
reason for the inability of Japanese MNCs to attract and retain global talent (Kopp 1994a; Keeley
2001; Froese and Kishi 2013). To counter these challenges, some Japanese companies, especially
newly emerging firms, are aggressively internationalizing their HRM practices by emphasizing
“internal internationalization” at HQs and “external internationalization” in foreign
subsidiaries. Japanese MNCs tend to enhance Japanese employees’ language and intercultural
skills to effectively manage foreign operations and hire highly skilled non-Japanese employees
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(Sekiguchi, Froese, and Iguchi 2016). Extant studies have consistently reported major issues of
“external internationalization.” The ethnocentric staffing policies and Japanese style of HRM
practices, such as seniority-based compensation, make companies unattractive to non-Japanese
employees (Froese and Kishi 2013). Japanese expatriates hold key positions in foreign
subsidiaries (Wong 1996, 2010; Black and Morrison 2010), while the local staff has limited
opportunities for promotion (Kopp 1994b). Japanese expatriates lack the language skills and
cultural background to communicate with highly skilled local employees (Shiraki 2007; Conrad
and Meyer-Ohle 2019). Neeley (2017) argues that while Englishnization enables US-based native
speakers and Japanese colleagues to have direct exchanges without a translator, the use of the
common language enables greater dissemination of Japanese cultural values.

2.3 Computational Sociolinguistics

Computational sociolinguistics is an emerging research field that integrates sociolinguistics and
computer science to study the relationship between language and society from a computational
perspective (Nguyen et al. 2016). An increasing number of computational linguists have shown
an interest in studying language in a social context. Although computational linguistics has
significantly contributed to our understanding of the informational dimension of language, it
has made little progress in modeling the social dimension (Elangovan and Eisenstein 2015).
Sociolinguists traditionally collect data using surveys and ethnographic research as main
methods (Milroy and Gordon 2008; Tagliamonte 2006).

Social media is a rich and easy-to-access source of abundant informal information, providing
the opportunity to investigate language in social contexts (Johannsen, Hovy, and Segaard 2015).
Language is an instrument used by people to construct their social identity (Bucholtz and Hall
2005); hence, some studies have focused on automatically inferring social variables—such as
gender and age—from texts (Nguyen, Trieschnigg, and Meder 2014). However, to the best of
the author’s knowledge, no study has conducted a trend analysis of cultural expatriates’
perceptions over time. Therefore, this study employed a natural language processing (NLP) tool
based on sociolinguistic insights to model and analyze data that reveal the evolutionary nature
of topics on cultural expatriates” perceptions of corporate culture.

3. METHODOLOGY

3.1 Data Collection and Preprocessing

The corpus developed for this study consisted of posts extracted from Glassdoor, one of the
largest review websites for employers in the world. The website provides extensive details
about the latest jobs, company ratings and reviews, CEO approval ratings, salary reports,
interview reviews and questions, benefits reviews, and office photos. At the time of research,
there were approximately 70,000,000 reviews and evaluated scores of 1,300,000 employers
posted by current and former employees. The website has about 50,000,000 unique visitors per
month. By using customized web crawlers, the author downloaded data on Rakuten from
February 2009 to November 2020, resulting in 208 reviews and a corpus of 49,497 words. The
posts included upper- and lower-case letters, different parts of speech, and commonly used
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stop words (such as “the,” “a,” “an,” “in”). Therefore, the following preprocessing steps were
adopted: converting the text data to lower-case, eliminating punctuation, removing certain stop
words, and lemmatizing the words. Modules in the gensim library’ written in Python? language
such as gensim.parsing.preprocessing and gensim.utils were used to perform these tasks.

3.2. Computer-assisted Text Analysis

Computer-assisted text analysis is performed using NLP as a critical technique (Nelson 2020).
NLP, together with topic modeling, was employed by this study to model and analyze data.
Topic modeling is a collection of NLP algorithms, which use the co-occurrence of words to
uncover the latent thematic structure in documents (Blei 2012). Thus, topic modeling can be
employed with critical discourse analysis that provides elaborate analytical techniques and
theoretical depth for interpretation (Tornberg and Tornberg 2016). Latent Dirichlet Allocation
(LDA) proposed by Blei et al. (2003) is a popular topic modeling tool for discovering main
themes from large datasets. LDA structures the data into words, topics, and documents, which
are generated from randomized mixtures of hidden topics (Vayansky and Kumar 2020). Thus,
LDA calculates the percentage of words in a document d that are currently assigned to topic t,
and the percentage of times the word w was assigned to topic t over all documents—or p (topic
t | document d) and p (word w | topic t), respectively. The approach is especially
recommended for studies using social media where space is often restricted (Hong and Davison
2010). DTM, the algorithm applied in this study, is used to model the evolution of topics in a
corpus over time (Blei and Lafferty 2006). In the DTM as a pre-discretized analysis, time is
discretized into several periods, and time within each LDA is used to analyze documents (Blei
and Lafferty 2006, Zhang 2021b). As an unsupervised text classification method, DTM can
reduce complicated text into more interpretable lists of words. Other topic modeling algorithms
such as the LDA do not expect time-tagged data; however, DTM leverages the knowledge of
different documents belonging to a different time-slice to map how the words in a topic change
over time. Combining DTM with content analysis provides a better understanding of the
dynamics of social representations in a comparative and diachronic view (Nguyen et al. 2016;
Zhang 2021b).

This study uses a three-step text analysis process (Zhang 2021a, 2021b): corpus construction,
pattern detection using human-centered computational exploratory analysis, and pattern
refinement using guided deep reading (FIGURE 1). In the first step, patterns were detected by
using DTM. In this case, the first year (2009) had 2 articles, the second (2010) 3, the third (2011) 2,
the fourth (2012) 11, the fifth (2013) 5, the sixth (2014) 19, the seventh (2015) 22, the eighth (2016)
30, the ninth (2017) 43, the eleventh (2018) 40, the twelfth (2019) 19, and the final year (2020) 12.
In the second step, the groups of topic words produced in the quantitative step were examined
qualitatively to gain insights into each topic. In the third step, the patterns identified in the first
step are inspected to determine if the earlier interpretation of the computational output in the
second step was valid. The patterns in the third step were identified through a computationally
guided deep reading of the top five documents for each of these topics as well as representative

1 The library was installed with pip: pip install gensim.
2 Downloaded from https://www.python.org/downloads.
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documents from the remaining topics. Computer-assisted text analysis played a key role in
processing the corpus and reducing complicated text to informative groups of words.

The highest
proportion Year
of Topic 1

[ Glassdoor ]

Document 1
Document 2

crawler 2010

Document 5

Document 1

Document 2 2011
database

Document 5

Document 1
Document 2

|

data cleansing
Document 5

The highest
proportion Year
of Topic 2

h 4

lemmatization

—

i Document 1
‘ Document 2

2010

Document 5

O

Dynamic Topic
Modeling Analysis

stop words

Computationally
Guided Deep Reading

2020 §

________________________________________________________

FIGURE 1: DATA AND PROCEDURE

4. FINDINGS

After data collection and preprocessing, the ldasegmodel function in the gensim package was used
to implement DTM analysis and generate topics. To decide the number of topic models
generated objectively from the corpus, this study adopted the selection method proposed by
Tanimoto (1958), which checks the difference between the coherence and stability per number
of topics. A general rule of the method is to create LDA models across different topic numbers,
and then check the Tanimoto coefficient and coherence for each topic. The Tanimoto coefficient,
also known as the Tanimoto index, is a statistic used for measuring the similarity and diversity
of sample sets (Chung et al. 2019). Coherence measures a single topic by the degree of semantic
similarity between high-scoring words which co-occur across the text corpus. The ideal number
of topics will maximize coherence and minimize the topic overlap based on the Tanimoto
coefficient. FIGURE 2 shows that the ideal number of topics is three. Therefore, this study
chooses three topics for the DTM model.
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The posts were clustered into three prevalent topics using DTM. The words generated for each
topic are listed in TABLE 2. FIGURE 3 displays the trends in each topic, calculated by the topic

popularity of all topics for each year.

Num Topic Keywords (time = 2020)
1 The threat of a “work,” “company,” “great,” “person,”
foreign corporate “employee,” “good,” “management,”
culture “lot,” “team,” “office,” “culture,”
“benefit,” “lunch,” “leadership,” “time,”
“place,” “free,” “environment,”
“manager,” “project”
2 Embracing the “company,” “work,” ““team,” “employee,”
Rakuten way “rakuten,” “great,” “person,” “office,”
“opportunity,” “good,” “place,” “sale,”
“management,” “culture,” “client,” “job,”

s

“environment,” “business,” “time,” “best”

3 Employees’
perceptions of
leadership and

marginalized status

s as

“company,
/Iperson,,, “"

management,” “employee”,

rakuten,” “manager,” “work,”

“japan,” “business,”
“leave,” “hr,” “good,

time,” /IIOW,” Ilhigh,” Ilcomll

problem,” “lack,”
14 /Iteamlll

aws

“promote,

TABLE 2: THREE TOPICS AND THEIR RELEVANT KEYWORDS
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A. HEATMAP

B. TRENDS
FIGURE 3: TOPIC POPULARITY OVER TIME

To better illustrate the importance of the words used for discussing the evolution of each topic,
a visualization of these topics is presented below, with word clouds that highlight core words
and phrases using size and color depth. A topic modeling exploration tool, pyLDAvis? is used
to explore the relationships between the three topics and their most relevant terms. FIGURE 4
presents the spatial distance between the interactions and the three topics among the top 30
most relevant terms for each topic. The pie charts on the left, which represent the proportions of
each topic in the corpus, indicate three topics. The presence of an interaction between two topics
means they are connected. If there is no interaction, then they are mutually independent. The
right bar represents the 30 most relevant terms for the selected topic. FIGURE 4 shows that all

3 The library was installed with pip: pip install pyLDAvis.

9



Ziyuan Zhang

three topics are independent of each other. The right blue bars represent the overall frequency
of individual words in the corpus. These proportions are significant because they indicate the
level of importance of a term in the corpus. For example, the words “Englishnization,”
“English,” and “policy” do not appear in the three topics in the corpus. Therefore, these words
are not representative of the three topics. The identified topics are the threat of a foreign
corporate culture, embracing the Rakuten way, and perception of leadership and marginalized
status. FIGURES 5, 6, and 7 show word clouds of three topics. The size of each word is based on
the proportion of its probability of occurrence and changes over time.

a. EMBRACING THE RAKUTEN WAY

10
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b. THE THREAT OF A FOREIGN CORPORATE CULTURE

c. EMPLOYEES PERCEPTIONS OF LEADERSHIP AND MARGINALIZED STATUS
FIGURE 4: INTER-TOPIC DISTANCE MAP OF TOPICS

11
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4.1 The Threat of a Foreign Corporate Culture

The first topic—related to Rakuten’s organizational culture changes in daily work practices—is
rather broad, and has remained central to the discussions over the years. Discussions generally
focus on how non-Japanese employees adjusted their perceptions and their place in the
company. As shown in FIGURE 5, the most frequently used words in Topic 1 were “company,”
“work,” “team,” and “employee,” and these remained highly stable from 2009 to 2020. The
focus in the first years of Englishnization (2010 to 2013) was primarily on the subsidiary
employees” adaption to the organizational change due to the acquisition by Rakuten: “lots of
work, competition with other companies is fierce” in 2010; “fast-paced (learned more here in 1
year than at other places in 2-3 years)” in 2011; “a lot of pressure and unrealistic expectations
(goals, work hours, tasks, etc.) put on employees. Hearing the same feedback every week/day
does not make anyone work harder” in 2012; and “Ambitious goals, supported by the parent
company Rakuten” in 2013. A close reading of the documents from 2014 revealed that some
employees discerned that Rakuten had infused the American subsidiaries with Japanese culture
four years after the mandate, which is illustrated in the following posts:

Extract 1
Post title: It's an interesting company

Content: It is a Japanese company, but expanding globally, so they welcome non-
Japanese employees. (No. 39, 2014, San Francisco, Former Employee, Positive
Outlook)

Extract 2
Post title: Good place to learn and move on

Content: Weird culture. The company is a mix of OC culture (pretty fair on work/life
balance) and Japanese culture (late hours, put in your face-time, don’t leave till your
boss leaves, etc.). It partially depends on which group you're in. (No. 35, 2014, New
York, Current Employee, Positive Outlook)

Extract 3
Post title: Lack of leadership!

Content: Japanese militaristic management which means management through fear
and intimidation. This is NOT a modern US workplace with a sharing flat structure.
It is top-down and managed by Japanese account managers elevated to all C level
positions including the CEO. Leadership is weak and only knows how to emulate
their Japanese counterpart which doesn’t seem to work in the US. Leadership knows
little of the US market and competition which makes it difficult for this company to
compete in the US. It's not a happy place to be especially for account managers or if
you are female. (No. 56, 2015, Aliso Viejo, Former Employee, Negative Outlook)
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Some clearly expressed their desire to “stay away” from the company from 2018. The superficial
change in corporate language did not westernize work practices and work values. Instead, it
transformed the company into a more hierarchical organizational structure, making it less
attractive to non-Japanese employees. For example, employees were forced to watch the Asakai
meeting, held in the HQ every Monday morning, due to Englishnization. Excerpts below
provide more detailed reasons and highlight the threat:

Extract 4
Post title: Stay away

Content: * It's difficult to communicate with coworkers in other locations or
departments since tools aren’t standardized * Constant meaningless meetings where
attendance is required and monitored working from home is treated suspiciously *
Meetings are scheduled outside working hours regularly * Act on employee feedback
and stop trying to force the Japanese working style on American workers * Also
invest in training for employees. (No. 128, 2017, San Mateo, Former Employee,
Negative Outlook)

Extract 5
Post title: Run away as fast as you can

Content: * Tons of red tape when working with the teams and process in Tokyo *
Forced to sit through a 45-minute presentation at 9 a.m. every Monday morning
where you're force-fed the latest company propaganda * HR is really lackluster, not
enough training available * Lots of office politics and insane matrixed management
structure * If you are not Japanese, prepare to hit the “bamboo ceiling” at some point
(No. 144, 2018, San Mateo, Current Employee, Negative Outlook)

All the excerpts above elucidate that the source of the threat was Japanese work ethics and
social customs. With the implementation of Englishnization, local employees continued to have
limited opportunities for promotion and faced difficulties communicating with the staff in the
Japanese HQ. It seemed these concerns were not rare. Thus, the topic highlighted that
Englishnization helped Japanese HQ to promote Japanese work practices and values and turn
the American subsidiaries into a cultural mix.

Before the implementation of Englishnization, it appeared that the frequency of Topic 1 might
be decreasing dramatically in the corpus overall. However, one year after the mandate, there
seemed to be an increase in the popularity of the topic, which is particularly central from 2012
to 2020 (see FIGURE 3). In the last seven years, the focus of this topic remained at around 0.5,
and it was also consistently the most frequent of the three topics.
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FIGURE 5: WORD CLOUD OF TOPIC 1 FROM 2009 TO 2020

4.2 Embracing the Rakuten Way

In contrast to the interpretation of threat, the second topic focuses on embracing the Rakuten
way (see FIGURE 6). As shown in FIGURE 6, words such as “company,” “employee,” “team,”
and “work” stand out since they were used more frequently in the original text. “Company”
and “employee” remained major words, but “good,” “great,” and “opportunity” became more
prominent after 2012. Some employees appeared to be optimistic about Rakuten’s status quo
and the future, and took pride in Rakuten’s culture. Therefore, “Rakuten’s success here will be a

model for other high growth and successful companies.” Below are some typical fragments:

Extract 6

Post title: Getting better all the time

Content: To the local guys: Keep it up! Overall, everything is great, and the issues I
mentioned almost feel like nitpicking. To the heads in Japan: Maybe be a little more
forward focused for internal software, and really evaluate the cost of those
transitions more closely in advance of making decisions that impact our daily life as
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severely as mission-critical software. (No. 45, 2015)

Extract 7

Content: The Rakuten One strategy is not for everyone. Some employees of acquired
companies wish to keep their old ways, resist change, dig in. Hence natural conflict
takes a high degree of collaboration to resolve. As a company born in Japan, Rakuten
has certain cultural ways that are not for everyone (or new to the Valley). Some
employees make fun of our weekly all-hands meetings (conducted globally), our
inspirational comments from the CEO and other founders, the respect and care for
our workplace, and our willingness to give non-performing employees a chance to
hang-on a little longer and try to improve rather than your too-typical Valley
company cut-and-run approach. The Rakuten One strategy also means changes,
reorganizations, consolidations, new training programs, new ways of recruiting,
common ways of paying and measuring performance. Change is sometimes difficult
for some people. And some people are afraid they will be passed by with this
movement. Our coworkers from Japan are sometimes slow to adapt to Valley/US
tech norms, and often break the rules with side-bar conversations in Japanese (we're
an English-speaking/writing company). This makes some people uncomfortable,
especially those with less experience working in culturally diverse environments.
(No. 162, 2018, Salt Lake City, Current Employee, Positive Outlook).

The two excerpts above illustrate that some employees adapted to the cultural change and
embraced the mixed working method. Some cultural expatriates, the most skilled in the lingua
franca, perceived the “Japanese way” as a change in a culturally diverse environment rather
than an “identity threat”. Other comments highlight the pride more directly: “Nothing negative
from me. I love this company,” “Hats off to the management for making this sudden and
unexpected transition for all of our team to work remotely. We have been given wonderful
support and care for the wellbeing of all of our employees. Thank you, Rakuten.”

As shown in FIGURE 3, the popularity of the topic seems to decline from 2009 to 2010, but
increases significantly from 2010 to 2011, then declines gradually from 2011 to 2015, and
increases again from 2015.

2009 2010 2011 2012
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2017 2018 2019 2020

FIGURE 6: WORD CLOUD OF TOPIC 2 FROM 2009 TO 2020

4.3 Employees’ Perception of Leadership and Feeling of Marginalized Status

The third topic—employees” perception of leadership—is somewhat connected to the first topic
but focuses on the marginalized status resulting from leadership. The marginalized status can
be expressed as “Your employees work hard and love the company, but once they feel like they
are being left in the dark about changes in directions for the company, they lose faith in
management.” Those who resist the leadership are therefore falling into the category of
“marginalized people.” In other words, they need to do something to get rid of the
marginalized status, such as job-hopping to another “real” American company. The focus in the
tirst years (2010 to 2013) was on terms relating to leadership in general, such as “management,”
“employee,” “Japan,” “manager,” and “HR,” but also on negative terms such as “opaque,”
“inability,” and “limited” (see FIGURE 7). The following fragments show the perceptions of the
changes in leadership from 2009 to 2012:

s

Extract 8

With the departure of the founders and original top management, after a buyout by a
Japanese firm, management objectives and metrics are increasingly opaque. (No. 1,
2009, New York)

Extract 9

I don’t believe that Rakuten truly views their employees as people or has respect for
them. People are boiled down to KPIs, and this reflects in the compensation and
morale at the company. Please treat the US employees at Linkshare with respect and
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continue to provide the morale-boosting activities that used to happen. (No. 2, 2010,
New York)

Extract 10

I found it to be the poorer side of how management treat[s] their staff. This includes
the infiltration of the parent company Rakuten and their pawns that run the show.
(No. 6, 2011, Client Development Manager, New York)

Extract 11

Inability of the management to guide and bring employees together under the parent
company’s (Rakuten) vision (No. 10, 2012, Aliso Viejo)

Extract 12

New Rakuten (Japanese Amazon) management and lack of job security. (No. 17, 2012,
Aliso Viejo, Former Employee, Negative Outlook)

The above excerpts from 2009 to 2012 show that local employees criticized the insufficient
understanding of the leadership teams about the work ethics of the US subsidiaries. The
changes in daily work practices, including key performance indicators (KPIs) and Asakai
meetings, decided employees’ perceptions of the status quo and future. The feelings of
marginalization expressed by employees implied that in Rakuten, many US-based employees
were prompted to leave the company due to a lack of leadership direction: “job growth is
limited; good amount of turnover” in 2013; “Lots of turnover. Plenty of people [are] moving on
to greener pastures” in 2014; “Upper level management lacks direction and vision that could
align this company with tech progression. High-employee turnover. Lots of employees leaving”
in 2015; “Due to the high turnover of employees, people from other departments get put into
marketing positions, when they clearly have no marketing experience. Even with the new CEQO,
CTO, COQO...etc. announcements, if you don’t change or at least reevaluate your current
management and leadership... this company is still bound to fail from these same individuals...
a big ‘restructuring’ is in progress” in 2016; and “Ton of layoffs and also heard [a] bunch of
sales guys left” in 2017.

Employees also compared their situations with Japanese expatriates who could rent luxurious
houses and will never get fired:

Extract 13

In case you don’t do what they tell you to do: a) If you were assigned from Japan,
probably you will be assigned back to Japan and never again assigned to [the] US
again. b) If you are [a] US employee, you will be fired or invited to leave very quickly.
After you leave the company, all the current problems will be assigned to you. It is
how they survive and hide the problem. So, they are always hiring new employees.
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P.S.: Japan Rakuten Card is [the] worst. They are the source of current management
in Card US. It means the source of [the] issue may be on the Japanese side. Those
problems [explain] the high turnover of very good employees and also why US
employees have low [salaries]. It also explain[s] why the president thinks the US
employees are lazy. But I don’t know if the president does not know it. (If he knows,
then something is very wrong). My advice to the president would be: I think you
need to solve these problems as soon as possible. Please, fix Japan and US
management. Only permitting managers from one team to another does not solve the
problems only hides because the current team managers, group managers and
department managers are the ones causing all these problems. This is my last review
in this company. (No. 150, 2018, Software Engineer, San Mateo, Former Employee,
Negative Outlook)

Extract 14
Post title: Ethnocentric in their management style

Content: No one gets fired, low performing, problematic employees are moved to
other departments or shipped back to Japan. [The] overall company strategy is a
shotgun approach. It literally changes on [a] quarterly basis, and it's mainly driven
by the CEO and passed down to his Yes-men! (No. 186, 2019, Product, San Mateo,
Current Employee, Negative Outlook)

The above fragments show strong claims: after an eight-year mandate, the company increased
expatriation and adopted a more ethnocentric staffing policy. Employees expressed their
perceptions of leadership and sense of dissatisfaction with the organizational hierarchy through
remarks such as “Shake off the Yes-men, from IT to HR to Facilities, to all business groups. Stop
bending backward to please the CEO” and “Moving to California is useless if you keep the rigid,
hierarchical mindset that prevents creativity from thriving.”

The topic of employees’ perceptions of leadership and feelings of being marginalized emerged
in 2009 and was spurred by the announcement of Englishnization in 2010. It decreases
significantly from 2010 to 2012 but increases again from 2012 to 2014 and appears to remain
relatively stable from 2014 to 2020. As shown in FIGURE 7, words such as “management,”
company,” and “work” stand out from 2009 to 2014. However, after 2015

awr

4 ‘“

“employee,
“management” and “company” were still major words, but “lack,” “low,
became more prominent.

Japan,” and “leave”
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FIGURE 7: WORD CLOUD OF TOPIC 3 FROM 2009 TO 2020

5. DISCUSSION AND CONCLUSION

Social media platforms make it feasible to analyze the opinions of key stakeholders (Xiang et al.
2015; Kwok and Yu 2013). By examining posts on Glassdoor, this study provides some new
insights on the interconnection between language and culture.

First, it is interesting to see that the frequency of occurrence of keywords related to
Englishnization from 2009 to 2020 was zero, whereas the term “Japanese” was used 66 times.
Cultural expatriates expected the language mandate to lead to an open-ended and enduring
source of opportunities for career advancement (Neeley 2017). This study, however, shows that
American employees cannot actively identify with the English-only policy. They never mention
the policy in their posts.

Adopting English in HQ was found to have no direct relevance to work practices in American
subsidiaries. While Japanese employees in HQ had to adopt English, speaking English should
be natural to American employees. Thus, one can hypothesize that an American employee
might be aware of the English-only policy without identifying with it. Those expectations of
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career advancement on the part of cultural expatriates should be ascribed to global expansion
rather than linguistic ethnocentrism. This study can contribute to the ongoing discussion on
monolingual solutions, which constitute a conventional and simplistic style of thinking (Martin
2009).

Second, this study has proposed automatic content analysis using DTM and social media data
to measure perceptions of Japanese work practices and values transmitted by the English-only
policy over time. These results align with the literature on DTM, which enables one to develop a
better understanding of the dynamics of social representations from a comparative and
diachronic perspective within a contextual framework (Chandelier et al. 2018).

Extant studies of biculturals have provided topic categories, including the following: One-
Home, Neither/Nor, Either/Or, and Both/And (Brannen, Garcia, and Thomas 2009; Brannen and
Thomas 2010). Topic 1 (The threat of a foreign corporate culture) was the most popular topic
between 2012 and 2020. This topic draws attention to the Either/Or type of cultural expatriates,
suggesting that cultural expatriates started to identify with their American and Japanese
identities around 2014; however, they perceived the forcible imposition of Japanese work
practices and values at the workplace as a threat.

Neeley (2017) also observed that the Japanese way, described pejoratively as “isolationist” or
“pre-global” in mindset, was a threat to the cultural expatriates’” sense of their own American
identity. The results of this study are consistent with previous findings, which suggest that
while cultural expatriates” perceptions of the contrast between their two cultures are
strengthened, they resist the “Japanese way” and link “stay away from the company” to
“getting rid of the threat.” Japanese work practices and values are seen as posing a threat to the
status of English as the corporate language and symbol of American identity.

Topic 2 (embracing the Rakuten way) was the second most popular topic, and its popularity
remained stable between 2011 and 2020. The prevalence of this topic shows the popularity of
Both/And cultural expatriates. The literature suggested these Both/And individuals identify
with both of their cultures and leverage various cultural identities in a unique and idiosyncratic
way (Brannen, Garcia, and Thomas 2009). The data show that these cultural expatriates disagree
with other employees who resist the cultural change. They think “the change is not for
everyone,” and even persuade people not to believe those negative reviews on Glassdoor and
“come and see for yourself.”

Topic 3 (perception of leadership and marginalized status) was the least popular. The data
show that the posts are often connected to cultural expatriates” perceptions and portray them as
a marginalized group. Arrival at the Neither/Nor type happens in several ways. For example,
these cultural expatriates choose not to identify with the American or Japanese operating styles
because of leadership headed in the wrong direction. The study results have sinister
implications for the adoption of a common corporate language, which often introduces new
barriers (Welch and Welch 2008). Cultural expatriates with a strong competence in the company
language may still feel excluded if they are not comfortable with the Japanese work culture they
must adopt.
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Finally, another relevant insight drawn from the findings is related to the traditional emphasis
of employing local staff to fill the positions formerly dominated by Japanese expatriates to
attract and retain valuable non-Japanese talent (Sekiguchi, Froese, and Iguchi 2016). Researchers
have argued that changing from an ethnocentric toward a polycentric or geocentric staffing
policy could potentially help overcome obstacles for the external internationalization of
Japanese MNCs (Beamish and Inkpen 1998; Schaaper et al. 2013). Conversely, this study
suggests that setting English as the official corporate language could generate unintended
consequences of increasing expatriation and impeding localization. When translators, “bridge
individuals” or bilingual employees who facilitate communication between HQ and
subsidiaries, became obsolete at Rakuten with the implementation of Englishnization, the
Japanese HQ, sent more expatriates to fill senior positions in the American subsidiaries. Neeley
(2017) also highlighted this in her study and explained that the superficial change in language
patterns to become more direct did not necessarily translate cross-company into a less
hierarchical organizational culture.

Thus, the present study contributes to the ongoing discussion on the interplay between
Englishnization and organizational culture. As previously mentioned, Zhang (2021a) concluded
that an English-only corporate language policy results in a mixed corporate culture at the
Japanese HQ. However, the present study found that the organizational culture of overseas
subsidiaries has become more hierarchical due to Englishnization. These results align with
existing research on the internationalization of Japanese MNCs (Wong 1996, 2010; Black and
Morrison 2010). A close analysis of the dynamics of Englishnization reveals a pressing issue
facing Rakuten and other Japanese MNCs with regard to the balance of multinational cohesion
with monolingualism and multiculturalism.

Based on the Glassdoor analytics data of 208 reviews from 2009 to 2020, this study reveals key
insights into the analysis of cultural expatriates. The DTM and content analysis elucidate the
cultural expatriates’ perceptions of Japanese work practices and values from a diachronic
perspective. Moreover, the study results have implications for viewing Englishnization as one
instrument of internal internationalization, which could have a negative impact on the external
internationalization of Japanese MNCs.

This study is a small step toward using the computational text analysis method to examine the
experiences of cultural expatriates. However, the study has some limitations. First, the data
collection was limited to a single company and social media platform. Second, although the
data collection period was long (2009-2020), the data size was not particularly large. Taking a
broader view, future studies could collect data from various companies and data sources. Last
but not least, future research could combine DTM with other techniques, such as sentiment
analysis, to examine changes in cultural expatriates’ sentiments regarding Japanese work
practices and values.
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