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A distributional analysis of English-only job ads in the Low Countries 

Abstract 

This paper presents a multifactorial quantitative corpus-based analysis of the distribution of 

English-only ads in the Low Countries. The dataset consists of approximately one thousand job 

ads that have been published in Vacature (a Belgian Dutch job ad magazine) or Intermediair (a 

Netherlandic Dutch job ad magazine) in 2007 and 2008. About one in six of these are written 

entirely in English. Studying a variety of extra-linguistic factors, we aim to assess what 

characteristics are shared by companies that publish these English-only job ads, i.e. which 

types of future employees impose Dutch-English bilingualism on their future work-force. 

Specifically, we use logistic regression analysis to tease apart the impact of source-based 

variables (contrasting ads from Vacature with ads from Intermediair), ad-based variables (e.g. 

the type of job recruited for) and corporate identity variables (e.g. the companies' online 

language policy and Wikipedia presence). Results reveal that presumed bilingualism is typical 

of companies with headquarters located outside of the Low Countries with an English-only 

online language policy that are recruiting for IT and technical staff. Moreover, we see that 

more English-only ads are published in Flanders than in The Netherlands.  

keywords: English as a Foreign Language; bilingualism; job ads; Dutch; English as a Lingua 

Franca; recruitment 

 

1 Presumed bilingualism in recruiting 

The global rise and spread of the English language has become an integral part of a number of 

linguistic frameworks. To name just a few, discourse analytical studies have focused on 



patterns of glocalization (e.g. Machin & Van Leeuwen 2003), variationists study probabilistic 

grammars in varieties of English (e.g. Grafmiller et al. 2014) and applied linguists have 

discussed ways of integrating the world-wide use of English as a lingua franca by non-native 

speakers in EFL teaching programs (e.g. Kuo 2006). Most important for our present purposes is 

the vast body of research on the use of English in advertising (e.g. Piller 2001, Gerritsen et al. 

2007, Martin 2007). Specifically job advertising provides us with an interesting perspective on 

the increasing use of English in Europe, as the genre is positioned at the cross-section of two 

highly English-prone domains, namely external business communication and marketing (cp. 

Louhiala-Salminen & Charles 2006 on Business English as a Lingua Franca). Hence, we can 

expect job ads to offer a fertile testing-ground for research on the use and spread of English. 

Additionally, job ads form an intriguing field of inquiry given that the rise of English is 

manifested here at two different levels of analysis (cp. Zenner et al. 2013). On the macro-level, 

the occurrence of English-only ads in job ad magazines that target non-native English speakers 

provides proof for the spread of English as a lingua franca in international business settings. 

On the micro-level, the impact of English on the European lexicon (cp. Görlach 2001) is 

reflected in the high frequency of English terms in occupational titles of non-English ads (e.g. 

senior manager voor de verkoopsafdeling). 

So far, research on the use of English in job ads has mainly focused on the micro-level of 

analysis. More specifically, studies have provided semantic descriptions of English job titles 

(e.g. Seitz 2008, Pulcini & Andreani 2014) and have paid attention to semantic and pragmatic 

differences between English job titles and receptor language equivalents (cf. Van Meurs et al.  

2013). Additionally, lexicographical works aim to supply job hunters and recruiters with 

overviews of English or anglicized function titles (Schreiner 1990). Next, there are a number of 

distributional analyses that verify the prototypical contexts of English inclusions in 



occupational titles. Amongst others, Korzilius et al. (2006) look for the impact of job content 

and mono- or multinational orientation of the recruiting company, Van Meurs & Hermans 

(2006) scrutinize whether the educational level of the participants has an impact on the 

occurrence of English in occupational titles, and Zenner et al. (2013) and Seitz (2008) look for 

diachronic evolution in the use of English. Another focal topic in existing micro-level research 

concerns the reasons why English lexemes and phrases are introduced in job ads. Generally, 

the same reasoning is applied as in product advertising (cf. Piller 2001), stating that English is 

used to make jobs come across as more modern, more global and (hence) as more desirable 

(De Koning 1989, and cf. Watts 2002 on a Bourdieuan analysis of symbolic power). Gerritsen 

(2001) discusses the neutralization of gender as motivation for using English in job titles and 

Zenner et al. (2014) take a broader perspective by linking linguistic patterns in the job title to 

the general economic development. These corpus-based analyses of motivations behind the 

use of English have been nuanced by research on perception and attitudes (Van Meurs et al. 

2006, Van Meurs et al. 2007, Van Meurs 2010).  

The use of macro-level English in job ads has received far less attention (but see Gerritsen et 

al. 2007 for research on product advertising). Watts (2002) briefly looks into the macro-level, 

providing reasons why English-only ads should be considered as acts of "symbolic violence", 

and Van Meurs et al. (2006) include English-only ads, mixed ads and Netherlandic Dutch1 ads 

in their experiment. In corpus-based studies researchers however generally stick to a succinct 

overview of the basic proportion of English-only ads before proceeding to the in-depth 

analyses of the occurrence of English on the micro-level (e.g. Korzilius et al. 2006).  

1 to avoid confusing, we use Netherlandic Dutch and Belgian Dutch to refer to the varieties of Dutch 
spoken in The Netherlands and Flanders (the northern part of Belgium respectively. We use Dutch in the 
meaning "from the Netherlands", not as referring to a language. 

                                                 



Yet, there are a number of reasons to study the distribution of English-only ads more closely, 

looking into the attributes of companies that write out these ads. First of all, from a 

variationist perspective, we see that the regression models discussed in Zenner et al. (2013) 

indicate that parameters that attain predictive power for micro-level language choice (job 

content, branch of industry, external HR consultancy etc.) are not necessarily very strong 

predictors for macro-level language choice. Secondly, from a more applied perspective, macro-

level English has a stronger impact than micro-level use of English: publishing English-only ads 

forms a very strong signal from recruiters towards future employees concerning the latter's 

expected proficiency and hence has more direct consequences for language training. It is 

interesting to find out what features are typical of the companies that impose a command of 

English on their future employees, for what types of jobs this presumed bilingualism mainly 

occurs and what regional variation we can find, both concerning the location where the ad is 

published (Flanders are The Netherlands), as concerning the location of the headquarters of 

the recruiting company. 

The main research question we aim to address in this paper is: what is the impact of source-

based variables (the magazine the ad is published in), ad-based variables (e.g. the type of job 

recruited for) and corporate identity variables (e.g. the companies' online language policy and 

Wikipedia presence) on the choice for English-only job advertising in the Low Countries? 

2 Data: Vacature and Intermediair 

The data selected for this study are drawn from a large diachronic database of job ads that 

were published in print in two freely available job ad magazines in the Low Countries. This 

initial database  contains all job ads published in one randomly selected issue from July and 

April of the Flemish job ad magazine Vacature for the period 1989-2008, complemented with 

all job ads published in one randomly selected July issue from the Dutch job ad magazine 



Intermediair for the period 1970-2008. In total, the database contains over 16000 job ads, 

approximately 1200 of which are published entirely in English (cf. Zenner et al. 2013, Zenner et 

al. 2014 and Zenner 2014 for a more detailed description).  

As we want to include additional information on the online presence and identity of the 

recruiting companies, the present analysis zooms in on the most recent part of the corpus. 

Because the older companies in our website often no longer exist, it is hard to acquire this 

additional information2. The loss of information that arises from excluding the older job ads is 

limited, given that the bulk of English-only ads has been published in the more recent period of 

the corpus (from 2.8% English-only ads in 1989-1995 to 12.5% in 2005-2008). 

For Vacature, we selected all ads from the database that were published in 2008: 438 ads for 

April and 473 ads for July3. These 911 ads were published by 298 different companies, and 140 

of them (15.4% or one out of seven) were drafted entirely in English. The 2008 data for 

Intermediair consisted of only 143 job ads. Hence, this set was complemented with the 210 

ads found in the database for 20074. In total, the Intermediair data consists of 362 ads 

published by 242 different companies, 43 of which (12% or one out of nine) were published 

exclusively in English. 

Three types of job ads were deleted from this initial collection. First, we deleted 153 ads for 

which we either have no information on the company name (e.g. ads published by external HR 

agencies with phrases such as "for our client X we are looking for a Y") or for which we find no 

information on the company online: as we are interested in companies' online corporate 

2 To a certain extent, this problem also occurs for the more recent data, but the percentage of ads that 
have to be deleted from the analyses is not very high (cf. infra). 
3 No statistically significant differences were found in the use of English-only ads between the two 
months (Chi-square test). 
4 No statistically significant differences were found in the use of English-only ads between the two years 
((Chi-square test). 

                                                 



identity, only companies that have a website are fit for the analyses. Second, there are 25 ads 

in our database that are published by companies that have apparently ceased to exist since 

2008. Finally, a number of companies have fused with other corporations since the time of 

data collection. Given that this fusion presumably has some impact on the corporate identity 

management of the companies (and hence on language choice), the 41 job ads from such 

fused companies have been discarded from the analyses. 

 

  companies English ads Dutch ads proportion English 

no  website or info on company NA 5 148 0.034 

bankrupt 4 0 25 0.000 

fused 18 5 36 0.122 

others 444 173 881 0.164 

Table 1 - Trimming the database 

 

As can be seen in Table 1, this leaves us with 1054 ads for 444 companies, 173 of which are 

published entirely in English. Of these, 309 ads appeared in Intermediair and 745 were 

published in Vacature. Below, we describe in more detail which information we gathered for 

these ads and companies in order to explain the choice for English or Dutch as matrix language 

of the ad (cp. Myers-Scotton 2002). 

3 Factors triggering presumed bilingualism 

We collected information for eight different factors that might influence the choice for English-

only advertising. As will be explained below, we conflate some of these factors into one 

encompassing variable as a way to avoid multicollinearity, i.e. the occurrence of strong 



associations between different predictors that can harm the goodness of fit of the inferential 

statistical models. These eight predictors can be classified and grouped in different ways. Here, 

we present them in three groups: source-based variables, ad-based variables and variables 

related to the (online) corporate identity of the recruiting companies. Where the first two 

groups consist of variables that were (in a different form) already included in Zenner et al. 

(2013), the latter contain additions to these initial analyses. 

3.1 Source-based variable: regional variation 

Given that we collected job ads from two different and regionally dispersed sources (Vacature 

for Flanders, Intermediair for the Netherlands), it is self-evident that we look for variation in 

the use of English between these two sources.  Specifically, we are interested in the tension 

between the generally purist tradition of Flanders that resulted from its complex 

standardisation history on the one hand (Zenner et al. 2012) and the practical convenience of 

using English to avoid French-Dutch bilingual publishing5 on the other hand (compare Schaller-

Schwaner 2003, Bonhomme 2003 and Gerritsen et al. 2007). By comparing the frequency of 

English-only advertising in Vacature and Intermediair, we can find out in favor of what end the 

scales tip. 

3.2 Ad-based variables 

Our next two predictors contain information on the vacant job and on the recruiting company 

that is visible in the ad itself. For both predictors, we work with a simplification of the 

operationalization presented in Zenner et al. (2013). 

5 In contrast to the Netherlands, where Dutch is the only official national language, Belgium has three 
official languages: Dutch, French and German. 

                                                 



3.2.1 Job content 

First, we are interested to see whether we can find an impact of the type of job recruited for. 

Given that we work with a smaller database than Zenner et al. (2013) we are forced to work 

with a less granular coding. After taking the distribution of the eight categories used in Zenner 

et al. (2013) over the other predictors into account as a way to minimize the risk of 

datasparseness, multicollinearity and overfitting, we end up with a binary distinction. 

Specifically, we contrast ads recruiting for IT and technical staff (e.g. software engineer) with 

all other ads (e.g. investment manager). The first category contains 462 ads published by 172 

different companies, the latter contains 628 ads published by 347 companies. The basic 

hypothesis is that more English-only ads will appear for IT-related and technical jobs, as these 

are located within the sphere of Anglo-Saxon development and industry. 

3.2.2 Branch of industry 

Concerning the branch of industry of the company recruiting for new work forces, we again 

work with a simplification of the operationalization in Zenner et al. (2013), going from twelve 

branches of industry to a binary distinction. On the one hand, we have companies from the 

soft sector: (IT) consultancy and HR, finance, public companies, government and social profit 

(598 ads for 251 companies). On the other hand, we look at industrial companies, the 

pharmaceutical and food industry and construction firms (465 ads for 193 companies). Given 

that we assume that the link to world economy, globalization and the Anglo-Saxon sphere of 

influence might be higher in the former branches of industry, we expect to find more English 

there than in the more industrialized branches.  

3.3  (Online) corporate identity 

The next group of predictors concerns the extent to which a company has a globalized and 

anglicized corporate identity. Corporate identity refers to "the set of meanings by which a 



company allows itself to be known and through which it allows people to describe, remember 

and relate to it" (Topalian 1984: 56 in Melewar 2003, and cf. Bhatia & Lung 2006). Corporate 

identity as such pertains to brand names, slogans, company colors, but also to a company's 

(internal and external) corporate communication and the language(s) in which this 

communication takes place. 

3.3.1 Company name 

A first predictor found on the cross-section of language-choice and corporate identity concerns 

the use of English in the company name. Using English elements in a brand or company name 

provides a strong signal of the desire that a company has to be associated with a global and 

international atmosphere, with youth and modernity (Friedrich 2002, Piller 2001). Our 

database contains 236 ads for 112 companies with English items in the company name (e.g. 

ICOS Vision Systems), when defining English as items that are recognizable as such due to a 

non-Dutch grapheme-phoneme mapping (cf. Zenner et al. 2012 for more details). Another 818 

ads for 332 companies do not contain English items (e.g. Klaverblad). 

3.3.2 Online communication policy 

Next, we look at the online communication policy of the different companies (cp. Kelly-Holmes 

2006)6. In the age of globalization, the language choices a company makes for its computer-

mediated commercial communication  are indicative of the level of centralization of the 

company structure. A more monolithic global company that operates "within a highly 

centralized structure usually denies autonomy for its subsidiary units and controls all the key 

functions at the centre" (Melewar 2003: 207) can be expected to impose an English-only 

6 The use of the word 'policy' might not always be in place: we have no indication of the level of 
conscious planning involved concerning the available languages on company websites. Nevertheless, it 
seems safe to presume that some level of consideration concerning language choice comes into play 
when creating a website. 

                                                 



language policy and – hence – English proficiency on its future employees. Companies that 

allow for more autonomy of subbranches will in contrast probably have a more open language 

policy and a more multilingual online presence (cp. Kelly-Holmes 2006). For more localized 

companies, an English-only online presence forms an indication of the desire to expand, and – 

again – to associate the company and its products to modernity and a global lifestyle. Here 

too, this might lead to more English-only advertising. 

To assess a company's online communication policy we take three different predictors into 

account: (1) the available extensions of the company websites; (2) the available languages on 

those websites; (3) the geographic location of the headquarters of the company. Below, we 

discuss each of these predictors in some more detail. Then, we have a look at the associations 

between the predictors. Finally, we conflate the predictors into one encompassing variable 

that provides us with an indication of the corporate identity of globalized and local companies. 

As concerns the extensions of the company website, we work with a ternary distinction. First, 

we find 172 ads in the database that were published by 74 companies that only have a global 

website (.com, .org or .net7). Next, 223 companies (recruiting for 505 jobs in the database) 

only have local Dutch or Belgian sites (.nl and/or .be extensions). Finally, the database contains 

377 ads published by 147 companies that have both global and local websites. 

Focusing on languages offered on the company websites, we again work with three classes. 

First, there are ads from companies that have a Dutch website but no English website (293 ads 

for 137 companies)8. This situations is mirrored by companies that have an English but no 

Dutch website (148 ads for 65 companies). Finally, we see that the majority of our ads are 

posted by companies that have both English and Dutch websites (613 ads for 243 companies). 

7 companies with a Dutch-only .com-website (which are rare) were not included in this category 
8 for Belgium, such companies often do have a French website. The tension between English and French 
is in itself an interesting research topic, but it falls outside the scope of our present study. 

                                                 



To interpret the impact of these two predictors on corporate identity, globalization and 

presumed bilingualism correctly, it is necessary to frame them against the background of the 

geographic location of the company. More specifically, we study the history statements, about 

statements and contact information on the company websites to find out the location of the 

headquarters of the company. 

  n ads n companies 

Belgium 437 157 

Netherlands 213 150 

UK, Ireland 43 11 

USA 100 41 

Other 261 85 

 

Table 2 –  Geographic location 

As can be seen in Table 2, we have grouped the different locations in five classes. First, we 

have businesses with headquarters in the Low Countries (in Belgium or the Netherlands). 

Second, we have companies with headquarters in traditional Inner Circle regions with English 

as L1 (USA or UK/Ireland) (cp. Kachru 1985). Finally, we have other companies dispersed across 

the globe (with a majority of companies from Germany, Japan and France). A more fine-

grained classification of this rest-group would be very interesting, but data sparseness would 

lead to unreliable results. 

It is not hard to appreciate that these three web-based variables are highly associated (p-value 

< 0.0001 for Cochran-Mantel Haenszel, and significant Chi-square tests for all pair-wise 

combinations). Hence, it is impossible to add all three as independent predictors in a 

regression model without creating issues with overdispersion and multicollinearity. To 

illustrate this, Table 3 shows us the combinations of website extension and website language 



that occur for companies with headquarters in the US. We see that only four of the possible 

nine combinations  occur, and that only two of these occur with a reasonable frequency. 

Website extension Website language Headquarter Number of ads 

global and local English and Dutch USA 36 

global and local English, no Dutch USA 5 

only global English and Dutch USA 1 

only global English, no Dutch USA 58 

 

Table 3 – Associations between web-based predictors 

To tackle this issue, we conflate the variables into one predictor. The occurring website 

extensions are most strongly associated with the languages provided on the site. Additionally 

it is the weaker of the two variables in predicting the use of English (according to Cramer's V 

tests). Hence, this parameter is excluded from the analyses. We proceed with a conflation of 

the website languages and the company headquarters. The levels of this new variable are 

listed in Table 4.  

 

new levels 

Low Countries, Dutch website, no English 

Low Countries, Dutch and English website 

Low Countries, only English website 

UK/Ireland, (only) English website 

USA, Dutch and English website 



USA, only English website 

Other country, Dutch and English website 

Other country, only English website 

Table 4 – online corporate identity 

 

For all regions except UK/Ireland, we make a distinction between English-only websites and 

websites that are provided both in Dutch and in English. For the UK/Ireland-based companies, 

we have too few observations to make the distinction between these two classes.  

 

  English-only ad Dutch matrix-language ad 

Dutch and English website 1 19 

only English website 23 0 

Table 5 – impact languages website for UK/Ireland-based companies 

  

Nevertheless, as can be seen in Table 5, there is a large difference in the use of English in the 

two classes: more data is needed to corroborate these preliminary findings. For the Low 

Countries, we also have a category for Dutch-only websites (which does not apply to the other 

regions). Note that data sparseness prevents us from contrasting ads from companies 

headquartered in Belgium with ads from Dutch companies. 



3.3.3 Wikipedia presence 

A final factor pertaining to a company's online corporate identity concerns its presence on 

Wikipedia. Initially, we worked with three classes of ads and companies: corporations with a 

Dutch Wikipedia page, corporations without a Dutch but with an English Wikipedia page, and 

companies that do not have an entry on Wikipedia. However, this ternary distinction causes 

multicollinearity with the online identity predictor described in the previous paragraph. Hence, 

for now, we work with a binary classification, contrasting ads from companies with a Dutch or 

English Wikipedia page (728 ads for 265 companies) with ads from companies without one 

(326 ads for 179 companies). The idea is that companies with entries on the web-based 

encyclopaedia are more aware of the importance of a strong online (and hence global) 

presence, which can in itself be indicative of a higher use of English and of English-only ads. 

4 Analysis 

To assess the impact of the different predictors we defined above on the choice for English-

only advertising (cf. summary in Table 6), we conduct a fixed-effects only logistic regression 

analysis9. The model was constructed using an automatic forward stepwise algorithm for 

variable selection. No interactions were included, as this would lead to overfitting. 

    n ads n companies 

region Vacature 745 244 

  Intermediair 309 206 

job content it.techn 426 172 

  other 628 347 

branch industr.pharm.food 465 193 

9 given that we have different ads per company, it is theoretically possible to introduce the company as 
random effect in a mixed effect model. However, given that the database contains a high proportion of 
companies with only one observation, this is technically not possible. 

                                                 



  it.servicing.public 598 251 

comp name contains English 236 112 

  does not contain English 818 332 

profile lowctr.onlyDu 291 135 

 lowctr.du-eng 322 148 

 lowctr.onlyEng 37 25 

 other.eng-du 236 69 

 other.onlyEng 25 16 

 uk.(excl)eng 43 11 

 usa.du-eng 37 20 

 usa.onlyEng 63 21 

wiki English or Dutch entry 728 265 

  no English/Dutch entry 326 179 

Table 6 – overview of predictors 

For the final model, all diagnostic tests reveal that there are no issues with the goodness of fit, 

and no outliers were found. Moreover, the model explains 55.2% of the attested variation 

(pseudo-R2) and has predictive power (C-measure of 0.912). Below, we discuss the output of 

the model. 

5 Results 

Table 7 contains the output of the regression model. The variables are listed according to their 

importance in an anova test. This test reveals that the company's online profile has a sizeably 

stronger impact than the other predictors in explaining the choice for English-only advertising. 

  Estimate Std. Error z value Pr(>|z|)   

(Intercept) -3.455 0.407 -8.483 <0.0001 *** 



companyProfile - lowctr.onlyDu -1.646 0.783 -2.102 0.036 * 

companyProfile - lowctr.onlyEng 2.385 0.577 4.135 <0.0001 *** 

companyProfile - other.eng-du 2.058 0.374 5.497 <0.0001 *** 

companyProfile - other.onlyEng 2.336 0.583 4.010 <0.0001 *** 

companyProfile - uk.(excl)eng 3.720 0.481 7.733 <0.0001 *** 

companyProfile - usa.du-eng 4.558 0.517 8.825 <0.0001 *** 

companyProfile - usa.onlyEng 5.986 0.531 11.275 <0.0001 *** 

branch - it.servicing.public 1.213 0.263 4.611 <0.0001 *** 

job content – other -0.960 0.233 -4.126 <0.0001 *** 

source – Intermediair -0.722 0.273 -2.643 0.008 ** 

wiki - noDu.noEng -0.636 0.347 -1.834 0.067 . 

Table 7 – results 

 

To grasp the specific effect of the predictor, we need to have a look at the second and final 

column of Table 7. The second column shows the estimates, which capture the behavior of the 

predictors. As we are dealing with categorical variables (variables whose value is one of a fixed 

number of nominal categories, e.g. “Vacature” or “Intermediair” for source), the behavior of 

one of these levels is captured in the intercept as reference value (in this case “Vacature”). The 

behavior of the other levels (“Intermediair”) is compared to this intercept. A negative estimate 

means that there is less chance of finding English-only advertising than in the intercept. A 

positive estimate means that there is more chance of finding English than in the intercept. The 



final column indicates the significance of the pattern: the more stars, the more significant the 

effect (*** for p < 0.001; ** for p < 0.01; * for p < 0.05). 

As concerns the effect of company's online profile, we see that companies from the Low 

Countries with both Dutch and English websites are captured in the intercept. The results for 

the other levels seem highly intuitive. First, we see that the chance of English-only advertising 

is higher for all other types of company profile, except for companies from the Low Countries 

that only have  a Dutch website. These are highly local companies that apparently do not 

experience the need to communicate to a non-Dutch audience. Hence, they only very rarely 

impose English-Dutch bilingualism on their future employees.  For the remaining levels of the 

predictor, we see a steady rise in the estimates: the difference with the intercept is stronger 

for companies headquartered outside the Low Countries. Additionally, both for US-based 

countries and for those that do not have English as L1, we see that the chance for English-only 

advertising is higher when the company website is only offered in English. Finally, the model 

indicates that these latter companies use less English-only advertising than the UK and the US, 

with US-based companies appearing to be most English-prone.  

In all, it only seems logical that companies headquartered outside the Low Countries have a 

higher practical need for English-Dutch bilinguals. The leading position of the USA as concerns 

English-only advertising ties in with observations from Kelly-Holmes (2006): USA-based 

companies appear most monolithic and are less open to glocalization and multilingual 

subsidiaries. Of course, attitudinal research is needed to verify the reasons behind English-only 

recruiting policies. 

Though the companies' online language policies and regional position explains the bulk of the 

variation in language choice in job advertising, the other predictors that we have defined also 

play a role. First, as we expected, there is more English-only advertising in the softer industries 



(servicing and HR, social profit etc.) than in the industrial and pharmaceutical sector. Next, we 

see that English advertising is more frequent for companies recruiting new IT and technical 

staff than for companies recruiting any other type of work force. This result can easily be 

linked to the degree of globalization and to the Anglo-Saxon orientation of specific jobs and 

industries (cp. Zenner et al. 2013). The same accounts for the higher use of English by 

companies that have a Dutch or English Wikipedia page: these companies are more aware of 

the need for a strong online (and hence global) presence, which can be expected to trigger a 

higher use of English in all forms of (external) business communication, including job 

advertising. 

 

  English-only ads other ads proportion English-only  

monolingual website 18 113 0.137 

bilingual website 25 310 0.075 

trilingual website 11 191 0.054 

Table 8 – bilingualism vs. trilingualism 

 

The final significant result, then, concerns regional variation in the Low Countries. Table 7 

reveals that English-only advertising is less frequent in Intermediair (and hence in the 

Netherlands) than in Vacature (for Flanders). This result supports previous findings (cp. Zenner 

et al. 2013) and is indicative of the fact that the practical benefits of publishing an English ad 

for a Dutch-French community outweigh possible purist traditions in Flanders. Of course, more 

attitudinal research is needed to support this hypothesis, but also corpus-based studies can dig 



deeper in the regional dispersion of English-only ads (e.g. comparing Brussels-based 

companies to other Belgian companies), or they can consider French-Dutch-English language 

policies on company websites to further develop the issue. Concerning the latter suggestion, 

preliminary results indicate that this is indeed a direction that leads to promising insights: 

companies with (at least) English-Dutch-French trilingual websites are clearly less inclined to 

impose bilingualism through English-only advertising than companies with monolingual 

(English or Dutch) websites or bilingual (English-Dutch or Dutch-French) websites (Table 8, p 

for Chi-square 0.02). 

6 Conclusion 

Our analyses have revealed a number of parameters that influence the likelihood of English-

only job advertising in the Low Countries. Besides an impact of job content, branch of industry 

and region, we mainly saw an effect for the company's online corporate identity and language 

policy. Specifically, we found that it is mainly US-based companies that have a tendency to 

impose English bilingualism on their future employees. However, other companies also seem 

to increase the pressure on future employees to possess a reasonable command of English 

when applying for jobs in the Low Countries. As such, our results tie in with Phillipson's 

description of English as the lingua economica, the 'globalisation imperative'. At least as far as 

English-only job advertising in Flanders is concerned, Phillipson seems to be right in stating 

that "we need to debunk myhts of 'choice'" as concerns the English language (Phillipson 2006). 

One important question that remains then, is to what extent the current English proficiency of 

job hunters in the Low Countries is adequate. And if it is not, the question begs itself how this 

clash between supply and demand can be remedied.  



7 References 

Bhatia, V K, and J Lung. 2006. “Corporate Identity and Generic Integrity in Business Discourse.” 

In Intercultural and International Business Communication : Theory, Research and Teaching, 

eds. J C Palmer-Silveira, M F Ruiz-Garrido, and I Fortanet-Goméz. Bern/Berlin: Peter Lang, 

265–88. 

Bonhomme, Marc. 2003. “Les Fonctions de L’anglais Dans La Publicité Suisse.” Bulletin suisse 

de linguistique appliquée 77: 1–16. 

De Koning, Martin. 1989. “Marketing Executive.” Onze Taal 58(12): 218. 

Friedrich, P. 2002. “English in Advertising and Brand Naming: Sociolinguistic Considerations 

and the Case of Brazil.” English Today 71(18): 21–28. 

Gerritsen, Marinel. 2001. “Changes in Professional Terms in the Netherlands: Anglicisation and 

the Neutralisation of Gender.” In Linguistics in the Netherlands, eds. Ton Van der Wouden 

and Hans Broekhuis. Amsterdam: John Benjamins, 101–11. 

Gerritsen, Marinel, Catherine Nickerson, Andreu Van Hooft, Frank Van Meurs, Ulrike 

Nederstigt, Marianne Starren, and Rogier Crijns. 2007. “English in Product Advertisements 

in Belgium, France, Germany, the Netherlands and Spain.” World Englishes 26(3): 291–315. 

Görlach, Manfred. 2001. A Dictionary of European Anglicisms: A Usage Dictionary of Anglicisms 

in Sixteen European Languages. Oxford: Oxford University Press. 

Grafmiller, Jasonm Benedikt Heller, Melanie Röthlisberger, and Benedikt Szmrecsanyi (2014). 

Exploring probabilistic grammars in varieties of English. Paper at ICAME35, Nottingham 

Kachru, Braj B. 1985. “Standards, Codification and Sociolinguistic Realism: The English 

Language in the Outer Circle.” In English in the World: Teaching and Learning the Language 

and Literatures, eds. Randolph Quirk and Henry G. Widdowson. London: Cambridge 

University Press, 11–30. 



Kelly-Holmes, Helen. 2006. “Multilingualism and Commercial Language Practices on the 

Internet.” Journal of Sociolinguistics 10(4): 507–19. 

Korzilius, Hubert, Frank Van Meurs, and José Hermans. 2006. “The Use of English in Job 

Advertisements in a Dutch National Newspaper: On What Factors Does It Depend?” In 

Werbestrategien in Theorie Und Praxis. Sprachliche Aspekte von Deutschen Und 

Niederländischen Unternehmensdarstellungen Und Werbekampagnen, eds. Rogier Crijns 

and Christian Burgers. Tostedt: Attikon, 147–74. 

Kuo, I-Chun. 2006. “Addressing the Issue of Teaching English as a Lingua Franca.” ELT Journal 

60(3): 213–21. 

Louhiala-Salminen, Leena, and Mirjaliisa Charles. 2006. “English as the Lingua Franca of 

International Business Communication: Whose English? What English?” In Intercultural and 

International Business Communication. Theory, Research and Teaching, eds. Juan Carlos 

Palmer-Silveira, Miguel F. Ruiz-Garrido, and Inmaculada Fortanet-Goméz. Bern/Berlin: Peter 

Lang, 27–54. 

Machin, David, and Theo Van Leeuwen. 2003. “Global Schemas and Local Discourses in 

Cosmopolitan.” Journal of Sociolinguistics 7(4): 493–512. 

Martin, Elizabeth. 2007. “‘ Frenglish ’ for Sale : Multilingual Discourses for Addressing Today ’ S 

Global Consumer.” World Englishes 26(2): 170–88. 

Melewar, T C. 2003. “Determinants of the Corporate Identity Construct: A Review of the 

Literature.” Journal of Marketing Communications 9: 195–220. 

Myers-Scotton, Carol. 2002. Contact Linguistics : Bilingual Encounters and Grammatical 

Outcomes. Oxford: Oxford University Press. 

Phillipson, Robert. 2006. “Figuring out the Englishisation of Europe.” In Reconfiguring Europe: 

The Contribution of Applied Linguistics, eds. Constant Leung and Jennifer Jenkins. London: 

Equinox, 65–86. 



Piller, Ingrid. 2001. “Identity Constructions in Multilingual Advertising.” Language in Society 

30(2): 153–86. 

Pulcini, Virginia, and Angela Andreani. 2014. Job-hunting in Italy: Building a glossary of 

“English-inspired” job titles. Proceedings of the XVI EURALEX International Congress: The 

User in Focus, 1187-1202.  

Schaller-Schwaner, Iris. 2003. “Unpacking before Take-Off: English for Swiss Purposes in Code-

Mixed Advertisement Texts for 14-20-Year Olds.” Bulletin suisse de linguistique appliquée 

77: 17–50. 

Seitz, Ariane. 2008. English Job Titles in Germany. Doing Their Job? Saarbrücken: VDM Verlag. 

Topalian, A. 1984. Corporate identity: beyond the visual overstatements. International Journal 

of Advertising 3, 55-62. 

Van Meurs, Frank. 2010. English in Job Advertisements in the Netherlands - Reasons, Use and 

Effects. Utrecht: LOT. 

Van Meurs, Frank, Hubert Korzilius, and Adriënne den Hollander. 2006. “The Persuasive Effect 

of the Use of English in External Business Communication on Non-Native Speakers of 

English: An Experimental Case Study of the Impact of the Use of English on a Dutch Job 

Site.” In Intercultural and International Business Communication: Theory, Research and 

Teaching, eds. Juan-Carlos Palmer-Silveira, Miguel Ruiz-Garrido, and Inmaculada Fortanet-

Gomez. Bern: Lang, 139–79. 

Van Meurs, Frank, Jos Hornikx, and Gerben Bossenbroek. 2013. English loanwords and their 

counterparts in Dutch job advertisements: An experimental study in association overlap. In 

Eline Zenner and Gitte Kristiansen (eds.), New Perspectives on Lexical Borrowing, 171-190. 

Berlin/Boston: Mouton de Gruyter. 



Van Meurs, Frank, Hubert Korzilius, Brigitte Planken, and Steven Fairley. 2007. “The Effect of 

English Job Titles in Job Advertisements on Dutch Respondents.” World Englishes 26(2): 

189–205. 

Watts, Richard J. 2002. “English in Swiss Job Adverts: A Bourdieuan Perspective.” In Text Types 

and Corpora. Studies in Honour of Udo Fries., eds. A Fischer, G Tottie, and H M Lehmann. 

Tübingen: Narr, 105–22. 

Zenner, Eline. Forthcoming. Engelse invloed in externe bedrijfscommunicatie. Domeinverlies of 

lexicaal verlies? To appear in TiNT-dag 2013, resulting from the annual meeting of 

Terminologie in het Nederlandse Taalgebied (Brussels; October 2013). 

Zenner, Eline, Dirk Speelman, and Dirk Geeraerts. 2012. “Cognitive Sociolinguistics Meets 

Loanword Research: Measuring Variation in the Success of Anglicisms in Dutch.” Cognitive 

Linguistics 23(4): 749–92.  

Zenner, Eline, Dirk Speelman, and Dirk Geeraerts. 2013. “Macro and Micro Perspectives on the 

Distribution of English in Dutch. A Quantitative Usage-Based Analysis of Job Ads.” 

Linguistics 51(5): 1019–64.  

Zenner, Eline, Tom Ruette, and Freek Van de Velde. 2014. Taalkeuze in 

personeelsadvertenties: een verkennend onderzoek door drie science floor managers. 

Van de Velde Freek, Hans Smessaert, Frank Van Eynde & Sara Verbrugge (eds.). Patroon 

en argument, 771-784. Leuven: Universitaire Pers Leuven. 


	Abstract
	1 Presumed bilingualism in recruiting
	2 Data: Vacature and Intermediair
	3 Factors triggering presumed bilingualism
	3.1 Source-based variable: regional variation
	3.2 Ad-based variables
	3.2.1 Job content
	3.2.2 Branch of industry

	3.3  (Online) corporate identity
	3.3.1 Company name
	3.3.2 Online communication policy
	3.3.3 Wikipedia presence


	4 Analysis
	5 Results
	6 Conclusion
	7 References

