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Within talent management, the concepts of diversity and inclusion have received 
increased attention during the last couple of years (Trittin & Schoeneborn, 2017), 
and the phenomenon of paternity leave may be considered a means towards this 
end (e.g. Brandth & Kvande, 2019).  

The corporate issue in focus here is global paternity leave, a policy that a few 
multinational corporations (MNCs) have recently implemented as part of their 
talent management strategy. As a consequence, employees worldwide, who 
become fathers, are now entitled to a standardised paid leave.  

The contribution presents a small-scale study involving four corporate texts with 
a view to illustrate how strategic considerations may be traced in company 
discourse. More specifically, I study how the introduction of a global policy on 
paternity leave was strategically communicated and justified by two British and 
two Norwegian MNCs.  

In a social perspective, paternity leave can be perceived as double emancipation 
(e.g. Johansson & Klinth, 2008), which implies empowering men to be involved 
fathers, and simultaneously empowering women to pursue careers.  

Norwegian and British MNCs operating in countries with various fatherhood 
models have recently introduced parental leave applicable to both fathers and 
mothers, with the intention of attracting and retaining talent across gender 
boundaries. This represents a new direction for HR policies in MNCs, in contrast 
to Wiß and Greve (2019), who found that family support in corporations has 
mainly been adapted to local legislation and communicated separately in each 
country.  

Communication of global family related policy, a culturally sensitive corporate 
issue, has so far received little attention from linguists and discourse analysts. 
More specifically, the study aims to add new knowledge of the communication of 
diversity and inclusion in MNCs, by furthering the cross-fertilisation of linguistic 
and strategic communication.  


