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Abstract

This study aims to explore the features of the Bangladeshi food vloggers’ language and how they
are using language to communicate with their audiences. This research was conducted by using a
qualitative method and the primary data was collected from YouTube food vlog. Four of the
Bangladshi food vloggers and a particular food item Kacchi biryani were selected for this
research. Afterward, the data was analyzed on CDA by Norman Fairclough’s model. The result
of this analysis shows that the food vloggers most of the time use different adjectives to enhance
the language, hedges, transglossic practices, non-standard language to communicate with their
audinences. Another feature is food vloggers do not have so much authorative power but they
provide factual information most of the time. Therefore, the target audiences are youngsters,
urban people and a particular social class. Also, food vloggers are helping the viewers by giving

detail information of a restaurant and food.
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1. Introduction

The word ‘vlog’ or ‘video blog” came at the beginning of the 21st century by uploading
a video on social media. Afterward, it expanded so rapidly that in 2006, around 65000 videos
were uploaded within one day (Maslanka, 2017). Vlog is a video format of any content which
can include any product’s place review, sharing any experiences, daily life video or it can be any
tutorial guide. Therefore, vlogging is the activity to make the video content. Vloggers record
videos by talking or give voiceover after recording the video. Indeed, they have the freedom to
speak on any subject. They try to show the creativity that audiences get more interested to view
or explore their vliogs (Ricart, 2020). Besides, those who produce and upload the videos are
known as vloggers. According to Geyser (2021), vloggers film videos of their life rather than
writing about them.

Food is one of the basic needs of human life. People cannot survive without eating food
and it impacts our health directly. In this period, people are so much interested in social media
and spend most of their time there. They communicate with each other to maintain their social
life. Although language plays an important role and there was a time when people only got
information by talking face to face but after experiencing the internet, communication has
become easy. Now, they are getting information within a second. Henceforth, they not only use
social media to communicate with friends but also look for new fashion, styles, dresses, food-
related videos, and also different places. After the introduction of YouTube, it has become one of
the most popular platforms on the internet (Watson, 2021). Nowadays, people are searching for
food-related content on social media because they want to explore more food and restaurants
from a food expert’s suggestion. For this reason, many food vlog channels have come up on

YouTube to review different restaurants from high budget to low budget.
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Also, food vloggers want to influence audiences with their language or utterance to
purchase food (Razak & Zulkifly, 2019). Despite all this, the youngsters show more interest in
food vlogs because they are more active on social media than adults (M, 2020). In Bangladeshi
context, food vlogs are also a trend because people are searching for food reviews every day.
Bangladeshi people are so fascinated with food that at any function they want to have flavored
and delicious food, whether it is a marriage ceremony, birthday party, rag day, office meeting, or
family party. Besides, they not only love to eat but also love to serve food to their loved ones.
That is why, many food vloggers have popped up to introduce different foods and restaurants to
the audiences. Food vloggers provide all food-related information to their audiences so that
audiences can find it according to their preferences. Moreover, food vlog not only entertains the
audiences but also helps the vloggers to earn money. Bangladeshi people have eating habits that
vlogs of different cuisine, ingredients, fusion food and also flavor can illustrate the taste of foods
to the audiences’ mind. The food review concept has made the viewers’ life easier and the
followers believe them based on their experiences (Tulsian, 2019). In this contemporary world,
people are tech-friendly and have a belief in social media in their daily life activities. Nowadays,
before going to any restaurant people gather information about the restaurant by watching food
vlogs. They are curious to know the ambiance, taste, and price of the food. On the contrary, the
vloggers and the audiences want to share a good bond because the vloggers try to review

according to their viewers’ suggestions or choices.

1.1 Objective and significance of the Study:
The objective of the study is to investigate the language of the Bangladeshi food vlogger
by using Norman Fairclough’s Critical Discourse Analysis model and what types of information

they are providing to their audiences. Therefore, this is a significant study because by analyzing |
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can find out which utterances they are using on YouTube to influence the viewers to purchase
the food. Moreover, nowadays vlogging has become so popular that vloggers are free to express
themselves and it is so convenient to record and upload on YouTube. From this research, readers

can find out the impact of the food vloggers’ language on our society.
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2. Literature Review
This chapter describes the food vlogger and the theoretical context of this study.
Vlogging has become so much popular all over the world with the blessing of the internet.
Among so many vlogs, food vlogs have grabbed the attention of the viewers because of their
language and expression in the whole world as well as in Bangladesh. According to the BBC,
food can connect people that they are looking for and also create opportunities for the vloggers in

our society (Finley, 2016).

2.1 Food Vlogging:

Vlogs can be found on different online platforms as recorded versions of the video in a
particular content. In the modern days making a vlog has become so convenient that people can
easily record video with their devices and can upload it to connect them with the audiences on
different online platforms like YouTube (Fedewa, 2021). According to Deshpande (2021), “Vlog
is short for “video log” or “video blog”, and it is content in video format; this can be edited or
unedited footage”. Deshpande also included, vlog, which got its popularity rapidly in 2005 after
launching YouTube and has become one of the best platforms for content creation by capturing
the attention of the viewers' mind. Importantly, among all the vlogs food vlog has become so
popular by achieving the viewers’ trust (Briliana et. al., 2020). Afterward, vloggermail.com
(2021) defined, food vlog is sharing videos of different food with explanations so that the
viewers can get the feeling of the atmosphere. Therefore, Vita, Deitiana and Ruswidiono (2021)
state, “By consulting a food vlogger, consumers feel it is easier to choose food products and the
value of these foods is increased”. As the food vloggers provide all the information about the

food and the restaurant that the customers can choose according to their taste and preferences.
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Besides, Zaman (2020) narrates, “Since, 2016, a huge number of young minds in
Bangladesh started joining YouTube, one of the top video sharing platforms, to share opinions
about the foods and environment of the restaurants”. He also shared, most young people want to
explore different restaurants for spending time and they check food vlogs to know the
environment, taste of the food, price or different offers of a particular restaurant. After that,
Rahiq (2021) added, as Bangladesh is a developing country and its food industry is also growing
which has helped the food vloggers to make a stable position in the Youtube content creation
industry. Additionally, Shayem (2021) defines, “In order to become a food vlogger, one will
need to record themselves doing chores like cooking, restaurant hopping or simply eating,
editing the video, and finally posting on social media platforms like YouTube, Instagram and
Facebook.” Here, the viewers can define the knowledge and creativity of the vlogger by
watching the food vlog. So, it is important to give a unique presentation, speak in a good manner
and edit the video that it can attract the attention of the viewer easily. To create a food vlog, a
vlogger has the freedom to talk about what he or she has found and can show it to his or her
audiences whether the bloggers have so many restrictions and rules to write about a restaurant.

Most of the vloggers claim, they are providing unbiased opinions (Kramer, 2018).

2.2 Social Media Language:

With the influence of social media, the language of communication has changed and
people are much more bothered about expression rather than correct grammar (Fadil, 2021).
Moreover, Beck (2005) added, the food vloggers deliver their language by using a particular
gesture, posture, expression and also sometimes with a dress code. Here, Razak & Zulkifly

(2020) argue, “Moreover, the script, voice tone, and music included in the video are also
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essential in the video context because it creates an atmosphere for the video”. To grab attention,
the social media influencers or YouTubers present such a language that audiences can catch it
easily which has become a trend. Also, people do not judge grammar when they are speaking.
Additionally, as English is a global language and it is easy for everyone to communicate in
English on social media and people are learning a new language every time. Moreover, people
use short and changeable words on social platforms (Hadoussa & Hafedh, 2019). Tam (2014)
stated, in this digital age people are using many abbreviations like LOL (Laugh Out Loud), TBH
(To Be Honest), TBT (Throwback Thursday) etc. and also using code-switching in social media
as well as in their daily life. Initially, Reed (2014) told that people are using some new words in
social media like; unfriend, like, share, comment, wall, subscribe, online, chat etc. helps to
connect with people.

The vloggers use different greetings to start any vlog but the most common one is ‘hey,
guys’. Dobuski (2021) also said that an eye-catching start of a vlog can connect the audiences
with the main part of the video. Accordingly, vloggers end their videos by saying to subscribe,
like and share so that audiences get notifications which can increase the view of a vlog (Ghosh,
2021). Henceforth, the vloggers can connect them with the audiences which also can help to
promote their channels. The vloggers also request to give feedback in the comment section
which can increase the engagement. On the other hand, one of the leading food vloggers, Mark
Wiens, said in an article that he always used sweet and pleasant language to the person who
made the food while shooting vlogs (Yosef, 2020). So, he tried to share that vloggers should not
use vulgar words which can hurt others. He also explained, his facial expression and body

language always describe the food’s taste which is important for better understanding.

2.3 Theoretical Framework:
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2.3.1 Norman Fairclough’s Model:

Critical Discourse Analysis (CDA) is to study any language in-depth with the influence
of social theory (Turhan & Okan, 2017). According to Vandijk, Critical Discourse Analysis is a
research of spoken and textual language which should be in a social and political context
(Schiffrin, Tannen & Hamilton, 2001, p. 352). He also explained, CDA focuses on language and
the use of language which make a bond between power and relationship. Johnson and McLean
state, “CDA scholars commonly view language as a form of social practice, and are concerned
with systematically investigating hidden power relations and ideologies embedded in discourse”
(2020). Critical Discourse Analysis refers to social changes which can impact to create social
structure (Fairclough, 2015, p. 38). Norman Fairclough has developed Critical Discourse
Analysis into three dimensions which are interrelated with each other (1995, p. 23).

e Text analysis - The first dimension is text analysis which includes the linguistic features
and attitude of the words of a text. Therefore, it is connected with the spoken or written
language and it’s features can interact with people.

o Discursive practices - This dimension refers to the analysis of the relationship between
the producer and receiver. In this research, the producer is the food vlogger and the
receiver is the audience.

e Social practices — Social practice is the last dimension which concerns the influence of
the text and also our society. Fairclough (1989) said, “Explanation is concerned with the
relationship between interaction and social context with the social determination of the
process of production and interpretation, and their social effects” (p. 26). It is concerned

with the effect of social interaction and determination (Bezar et al., 2018).



Critical Discourse Analysis of Bangladeshi Food Vlogging Language 16

2.3.2 Speech Act:

Speech Act theory has been applied for this research. J.L. Austin has introduced this
theory in his book How to do things with words in 1962. Afterward, J.R. Searle developed it in
1969 (Nordquist, 2020). Speech Act Theory is an important tool to analyze any language which
focuses on the action of any utterance. Austin classified Speech Act into three categories and
they are; locutionary, illocutionary and perlocutionary. Also, Searle classified Speech Act into
five classes (Cutting, 2002, p. 16):

o Declarative: This act can change any situation through the speaker's utterances. Here, the
authority or speaker has the power to make any decision in the context.

o Representative: This speech act carries factual information which can vary from person
to person. Here, the speaker's words may be different from others.

o Directive: This speech act makes someone else do any action by using words like;

‘ordering’, ‘commanding’, ‘advising’, ‘requesting’, ‘questioning’ etc.

e Commissive: This speech commits to take action in the future by using words like;

‘threatening’, ‘refusing’, ‘committing’, ‘pledging’ etc.

o Expressive: This speech includes a way to express the speaker’s emotion by using some
utterances such as; ‘greeting’, ‘apologizing’, ‘complementing’, ‘congratulating’ etc.
(Cutting, 2002, p.16-17)
2.3.3 Transglossic Practices: Transglossic practice has been seen in the different vlogs
frequently. In the contemporary period, linguistic diversity has been noticed because of cultural
resources. Transglossic practice is a context which is a mixture of different languages, style,
symbol etc. (Sultana, et. al., 2014). In social media the number of bilingual people is increasing

day by day. They are intentionally or unintentionally switching one language from another
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language (Emran and Qaysu, 2017). In Bangladesh the users of social media are using Bengali
and English in their conversation, both in written or spoken language. Most of the young minds
are practicing with a mixture of different languages.

2.4 Attitude Toward Food Vleggers’ Review:

Audiences have a trust on the reviewer’s words because they think reviewers have more
knowledge and give ins and outs of information (Briliana et. al., 2020). So, audiences feel
comfortable and also vloggers recommend restaurants if they had a good experience. A food
vlogger not only shows the taste of the food but also presents if there is any unhygienic
environment or crowd issue in a restaurant. On the other hand, when people read any food blog,
they cannot experience the atmosphere or outlook of the food and restaurant. Audiences may
have a doubt on the blogger’s speech delivery because people think they are portraying it
correctly or hiding something. Thus, when audiences watch any food vlog then they can find
everything what they want to know (Vebrina and Hamzah, 2019). In addition, Mumuni,
Lancendorfer, O’Reilly & Macmillan (2019) stated that vloggers encourage the consumers to
purchase a product because vloggers are giving detail information, advice and also problem-
solving information. During COVID-19 situation YouTubers spread awareness to their audiences
by informing them to maintain social distance and asking them to use precautions
(Kusumawardhany, 2021). Moreover, one of the famous food vlog channels in Bangladesh
‘Petuk Couple’ showed one of his videos, how to open the packaging of food after receiving
outside food by maintaining hygiene so that audiences can get guidance at the time of pandemic
(Rasif, 2021, 00:02:06-00:02:26). Besides, the food vlioggers announced which restaurants were
offering home delivery with precaution and also which restaurants were offering takeaway. Here,

the viewers got a positive view from them that they can order food from outside. According to
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Pinda, Halim & Gunadi (2021), “Currently, the relationship between food vloggers and their
audiences on social media is no longer a one-way relationship because audiences and food
vloggers can interact through sharing, re-posting, commenting, or discussing the content
uploaded by food vloggers, and influencers can reply comment from the audience”. Furthermore,
from a research in India, came out that around 76% of people prefer outside food to eat three
times in a month and among them, 61% are following food vlogs to choose any restaurant
(Pandey, Kumari & Chouhan, 2020). Moreover, Voicu from Gloria Food Blog stated that 94%
of people in the USA, 91% in Spain and 90% in France are following food reviews to decide

before going to a restaurant.

2.5 Reasons for Reviewing Food in Bangladesh:

From the very beginning, Bangladeshi people always considered themselves as foodies
and within the last few decades many international franchises and local brand restaurants have
come up with different food. As, the food industry is growing so fast that many food vloggers

have started vlogging to review different restaurants for various reasons.

2.5.1 Source of Entertainment: From the beginning of the 21st century in Bangladesh, many
restaurants have been introduced and people have started to go outside to explore different food.
Now people also choose restaurants for parties, family functions, office meetings, get together
etc. According to research, 42% of young people visit different restaurants per month to spend
time with friends and family (Tuttle, 2012). Afterward, a food vlogger delivers information about
the ambience of restaurants, food and different offers that viewers can understand which
restaurant they are searching for. Moreover, in an article one of the best food vlogger in

Bangladesh, Rafsan, claims, “So I want to make sure that people are entertained and I want to
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make the viewers a part of my journey” (Nayeem, 2020). Therefore, food vloggers review both
high and low-budget restaurants. Many people cannot afford five-star restaurants but they can be
entertained by watching those vlogs. Despite this, at the time of lock-down because of COVID-
19 the whole world celebrated Eid at home and food vloggers entertained people by sharing
different recipes. Adnan Faruque in his food vlog channel shared the recipe of Bangladeshi
Kacchi Biryani as they did not go to restaurants and also said they were not going to their
relatives' houses, so, he sent food (00:01:06-00:01:52). Hence, audiences got entertained sitting

at home and also got the recipe of that dish.

2.5.2 Income Source: Vloggers get a good amount of money according to the number of views
as well as subscribers of their YouTube channels. One of the renowned food vlogger of
Bangladesh, Fahim, gets more than one million taka yearly from YouTube because he crossed 1
million subscribers (Speak jr.com). In an article Rahiq (2021) claims, “Sometimes the food
vloggers get invited by the restaurant owners and get paid to showcase their restaurants to the
respective audience this is called paid review”. Moreover, when any brand or company wants to
endorse or promote their brand, they have to pay a certain amount of money to the food vloggers
(Zaman, 2020). Furthermore, there are different online food delivery facilities in Bangladesh
like; Foodpanda, Pathao, Shohoz, Hungrynaki, Uber Eats etc. (Islam, 2019). This industry is
increasing the employment facility. One of the food vlog channels in Bangladesh ‘MetroMan’
released a vlog about Foodpanda’s campaign ‘Boundaryr Baire’ which was offering a 30% flat
discount at the time of the World Cup (Tonmoy and Rabbi, 2019, 00:50-1:16). Here, the viogger

promoted Foodpanda for their marketing and also earned money from the brand.
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2.5.3 To Improve Food Quality: Many restaurants are developing but there is always a doubt
about food quality. The food vloggers taste and observe the food to give a review of it. Also,
they give ratings that viewers can imagine the taste and quality of the food (McCambridge,
2019). Furthermore, they give advice to improve the food quality or taste. If they find any flaw
then they post it as a negative review. Negative reviews of a restaurant can ruin its popularity

(Moore, 2015). Importantly, they give detailed information of every ingredient of the food.

2.5.4 To Give Recognition of the Underrated Restaurants: Among so many restaurants some
restaurants are over-hyped and some are not recognized. Also, these unrecognized restaurants
may offer different variety of tasty and healthy food. If any food vlogger gives a positive review
and feedback then people start to put the name of the restaurant on their bucket list (Moore,
2015). Furthermore, restaurant owners may offer promo codes for discounts through the food
vloggers which can help to engage more customers. On the other hand, there is a Tamil food
vlogger who visits many restaurants which the local people are not aware of (Samuel, 2019). He
also said that he selected restaurants after taking suggestions from his subscribers, friends and
also from the comment section. So that, many viewers can get information about these

unrecognized restaurants.

2.5.5 To Introduce Different Food: Restaurants are offering different varieties of food from
different cuisines. Japanese food is famous worldwide but it does not go well with Bangladeshi
taste buds. So, one of the restaurants in Bangladesh ‘Izakaya’ is offering Japanese food with
different fusions which have become so popular (Aiman, 2018). This restaurant not only offers
food but also shares its culture and tradition. Again, many fusion foods are developing like ‘Beef

Kalabhuna Pizza’ which is an Italian dish with Bangladeshi flavor (Achal, 2022). Also,
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customers are enjoying these fusion foods and some restaurants are claiming fusion food is the
best selling item of their restaurants. The food vloggers are introducing these restaurants’ food

and atmosphere to the audiences that people can get ideas.

2.6 Food Vlogger as Influencer:

Maintaining a healthy diet has become the trend in our society over the past few years.
Research shows that people of Indonesia are more influenced by social media to purchase
healthy food (Nathalia, Kansius, Felicia & Kalpikasari, 2017). Therefore, it is believed that
YouTube is more advanced to help people to consume healthy food. Different TV
advertisements focus on unhealthy food which can attract people, especially to the kids easily.
Whether people are following YouTube content creators and they have become like film stars
during this COVID-19 lockdown (Bhatt & Bureau, 2020). So, it is easy to spread awareness
among the mass community through them (Zhang, Baker, Sarah & Bissell, 2016). Furthermore,
video bloggers are creating an impact on children's food behavior. As YouTube is very popular
among children and different food vlogs frequently appear on the screen. This is a great way for
marketing nutritious food and beverages with the help of food vloggers. Therefore, people are
attracted to consume healthy food which can decrease the rate of obesity (Nair & L, 2019). That
is why food vloggers are working as social media influencers in our society. Hence, audiences
are following their daily lifestyle. Afterward, diet-conscious people usually choose restaurants to
have their cheat meal but the food they order after watching images on social media is most of
the time different from reality (Schutte, 2018). He also claimed, audiences can comment on food
videos or vlogs on social media which can contain authenticity. Also, Zaman (2018) explains
about a famous food vlogger of Bangladesh, “He brought everything back on his camera from

the famous Coffee House to famous food places around the city”. So, food vloggers are making
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contents showing different places with exact locations, how to go to the places, food details,
price, menu that people will desire to go after watching the vlogs. Therefore, audiences can

choose which place and environment they want.

22



Critical Discourse Analysis of Bangladeshi Food Vlogging Language 23

3. Research Methodology

3.1 Introduction:
This chapter clarifies the research methodology which was used to get the aim of my
study. It includes research design, data collection procedure, sampling, research tool observation,

the data analysis method, and also data analysis.

3.2 Research Design:

For discourse analysis of Bangladeshi Food Vlogger, | have used qualitative research to
collect data that | can achieve the purpose of the study. According to Creswell and Creswell
(2008), when a researcher collects data from any audiovisual document or by interviewing,
observing, understanding and analyzing any group or event is known as qualitative research.
Qualitative research illustrates descriptive or narrative data of a study but quantitative research
includes numerical data. Therefore, the purpose of this study is to find out what kind of
information the food vloggers are providing. However, by analyzing and understanding the
language of the Bangladeshi food vloggers’ from vlogs I can get the authentic result of my
research. So, this is qualitative research and | am not using any numerical data. A qualitative
study follows various dimensions of research such as, how the participants’ are responding,
differences between their opinion, types of information they are providing (Johnson &
Christensen, 2014). | have used some video recordings as my primary data and also used some

news articles, journals, books etc. as my secondary data.

3.3 Data Collection Procedure:
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As my research area is about the language of Bangladeshi food vlog so that, to collect
data I carefully selected the vlogs from YouTube to get the authentic result. Importantly, in this
COVID-19 situation, it was not possible to collect data from the food vloggers through face-to-
face conversation. So, | watched around 12 vlogs and chose four of them. Moreover, | preferred
those vlogs which were around 10 minutes long that | could easily analyze the information which
they were providing. Therefore, to get an accurate result | have selected a particular food item
which is Kacchi Biryani (a popular Bangladeshi food) from a particular restaurant (Sultan’s
Dine) that I could compare the information. After that, | have analyzed every single line which

the food vloggers provided.

3.4 Selections of vlogs:

To collect data | have selected four vioggers from YouTube who mainly visit different
restaurants and taste their food to give a review that audiences can easily decide which restaurant
is serving good quality food. Here, | have selected four different food vloggers from different
YouTube channels. The selected food vloggers are Nusrat Islam from Zoltan BD, Faiza

from Khudalagse, Rabbi and Tonmoy from Metroman and Yasir from Khadok Bhai Yasir.

3.5 Research Tool Observation and Data Analysis Procedure:

In this paper, | have collected data from YouTube vlogs by understanding and observing
the language of the food vloggers’. I had watched and carefully listened to the videos from my
laptop by pausing and repeating several times so that | could get accurate information. Then |
transcribed (Appendix) the videos in Bengali because the language was Bengali and also
translated the important sentences into English which | have used in data analysis. So that,

everyone can understand the meaning of this research which maintains its authenticity.
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L= dataset number, which | have used to analyse my data.

3.6 Data Analysis:
3.6.1 Text Analysis:

Text analysis is the exploration of both linguistic features and the visual context of a text
(Fairclough, 1992). The food vloggers explain in a descriptive style that the viewers can get all
the information in detail. Importantly, by analyzing the utterances of the food vloggers from the

dataset it is found that the languages were not scripted and the vloggers expressed all the

information very naturally. For example, L:47 <SGl XCBR NG P [IFI (This is mutton

kacchi biryani), L:53 B fST (MT42 NI 2052 (T 201 ST SBIGIG 126 (Looking at

the six pieces, it seems that it is standard size), L:153 {0 CTCET SeTOTNA IR [T

IF 3 Gl (Sultan’s Dine’s famous biryani came). The words this, looking at etc. can clarify

what the vloggers were describing by pointing at the food taking in front of them. So, these

utterances define the authenticity of the vloggers’ language.

3.6.1.1 Use of Speech Acts on Food Vlogger of Bangladesh:
Based on the research of the four different food vlogs, | have found five different speech acts
from the utterances of the food vloggers.
o Representative: After analyzing the food vlogs, | have found that the vloggers have
shared most of the factual information after experiencing the food and the restaurant’s

environment. From my dataset a few of representative speeches have been given: L:89

AT AT 265 FHCR (They used mint leaf), L:199 (JTARIWOT YfF TS (The

Borhani is very tasty), L:295 SIINTg FICR (AT BT (IITR0I Y OISR (So far |
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liked the Borhani), L:203 best firni, L:302 JwITG NN 23] (it was average), L:169
fRFAfN G *1F (Firni is a little bit hard), L:190 1T S (ASO0T 4t (IR NG
CIRIPG (The roast was so tasty with kacchi), L:392 ETETRRIC (It was okay), L:208
G2 ATCIFGIP (6 P a big 9.5 out of 10 (I will rate a big 9.5 out of 10 for this
platter), L:172 FIfSS AR (@6 ST i ROy (I will rate 9 out of 10 for
kacchi platter), L: 48 WO TR (TN BT (@6 Sifdl IR A @O (I
have ordered for example chicken roast, jali kabab, beef rezala), L:59 HICE ©IF ATRA
(R TR MG WG CIETITIED (The price of kacchi is five hundred and 99
taka), L:90 RReTTGr AL =12 (the filler is a little bit spicy), L:75 Ol SN

JRCNF AT 285 HAY (They have used so many spices).

From the above data, it is identified that the taste of the food varies from each other.
Therefore, one of the food vlogger was overwhelmed with the taste of Borhani but another food
vlogger felt, it was average. Moreover, they rated the platter according to their experiences and
taste bud. Hence, the audiences believe in the food vloggers” words that they think the vloggers
are giving honest reviews. Also there are many speeches which give information about the menu,

price etc.

« Directive: From the primary data | have found, the vloggers gave some suggestions,
advice, and request to their viewers that audiences could be benefitted from the food

vlogs. There are some directive speech acts which are given below.

L:62 & 63, (RIRIW FIFINOT WH JFG IMG® OIRCeT (G300! WH B Ol RS (The

taste would be more good if the thickness of Borhani would increase). Here, the vlogger is giving
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suggestion to increase the thickness which can enhance the taste. From the dataset, L: 56 & 57
A (QITRANOT JBG AR [P (QERIN FIG AR AN SIHHNGIRE MO (Let

me taste the Borhani because it helps to increase our appetite). The vlogger is giving advice to

the audiences to drink Borhani before starting the main course meal.
L: 174, O (G2 YSF GI2 FAEA (Try to go on off day), it explains that they are trying

to give advice to go there in a holiday that viewers can avoid the crowd.

On the other hand, at the end of the vlogs, four of the vloggers requested to like, share
and subscribe their video. For example, L:176 2% 2\ #1125 131 folG8 (GG 096 E
SRR (if you like this video do not forget to subscribe).
o Commissive: The food vloggers took some actions which refer to the future. For
example; L:43 5l (A6 /AT G0 FIRIR /47U (TG ﬁ?(We will take roast
jali kabab beef rezala), L:228 NI VIV P (We will order), L:230 '\‘aTﬁT SO A
I LT FFAfN SO 577 (We will order firni instead of jorda)
Here, R (will take), < (will do) refers to future action. The vlogger will do or take it in

future.

o Expressive: The food vlioggers expressed their feelings through emotions according to the
situation. For greetings they are used ‘assalamualaikum’ (L:17), ‘hey guys’ (L:178),
I GNAY (Hello people)’ (L:228) etc. to start any vlog. Also, they used some
particular utterances to end the vlog such as ‘take care’ (L:140), ‘thanks for watching’

(L:210), ‘signing out’ (L:141). Furthermore, the food vlogger expressed pleasure to their

audiences by uttering TN AR WP (T POEB (I am really so much grateful)

(L:319).
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o Declarative: According to dataset, it is said that L:319 PG TR ATV AN

(I FACO AN (NHO (P (2 [SGG FH (You can share on comment

section that which place should I visit in next). As the the vlogger is the producer of that

vlog and he/she has the right to tell the viewers to comment under their video. | have

analyzed the primary data very carefully and found hardly any authoritative utterance or
word.
3.6.1.2 Transglossic Practices:

Transglossic practice has been seen in the different vlogs frequently. In this
contemporary period, linguistic diversity has been noticed because of cultural resources.
Transglossic practice is a context which is a mixture of different languages, style, symbol etc.
(Sultana, et. al., 2014). After observing the vlogs, it is found that almost four of the food
vloggers have used both English and Bengali when they were speaking. As we know
Bangladeshi people are adopting the western culture so fast with the influence of globalization

and Bangladesh is going to be a bilingual country (Amin, 2020). Four of the food vloggers used

a mixture of Bengali and English words or phrases in a sentence. For example, (SR (with
gravy) and the word gravy is an English word and 3R is a Bengali word. Another example

is V7G0! (the mutton) and this word is also a mixture of Bengali and English utterances. There

is a huge transglossic practice in the food vlogs. The language of the vlogs was Bengali but they

also used English many times and again when they were speaking. Also, there is an important

observation that they were more comfortable saying the price number in English, such as; IS
O AT RO five hundred and ninety nine taka which is also a mixture of Bengali and

English language. Also, L:319 IV (TR NF AN (A0
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AN (VFHD (PN (87 [&fG 5 R (You can share on comment section that which place

should I visit in next). They were frequently saying ‘mutton’ rather than ‘khasir

mangsho’ (Bengali meaning of mutton). Moreover, they used ‘taste’ or ‘tasty’, amount, good,
mind-blowing, mouth-watering, enhance, use etc. words to describe the taste of kacchi which are
also English words. Henceforth, the food vloggers were switching their language frequently.
This practice of code-switching has been seen among teenage to university level students in
Bangladesh because they are more active in social media (Tasnim, 2018). Hence, the food
vloggers are also targeting them as they are active on social media as well as they prefer to spend
time with friends or family outside. Therefore, it is clear that the target audiences are from a
specific social class who know both Bengali and English very well. However, the vloggers have
used mixed language as their targeting audiences use in their daily life. Transglossic practice has

become a trend among the youngsters.

3.6.1.3 Lexical Choices:

o Usage of adjectives: Words can change the meaning of our utterances. The vloggers used
many satisfactory words or phrases which grabbed the attention of the audience. As the
food vloggers did not use any scripted or written language and they mentioned in the
vlogs what they have found. Hence, they used many informal words and also there were a
lot of adjectives in their spoken language. However, modifiers or adjectives can help the

listeners to understand the depth of the language. Adjective appears before the noun or

adjective to modify the speech (Nordquist, 2020). A few adjectives are: L:1 (NP NG|
(very tasty), L:56 (©fF G (very good), L:16 ST~NP ST (too much Jorda), L:69

(O STHE (very soft), L:56 CReT SHTNINGE (smells amazing), L:74 (SfF 8T
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PPY (very well cooked), L:86 E 30 VI (too good man), L:187 (NP =y (too
much), L:196 TeTTeT (spicy), L:255 «1]1 «1]T (long). To describe the taste of I
(kacchi) the words (B NG (very tasty), too good man, very well cooked, UTeTTeT

(spicy) have been used. Also, sT_1 «7RT (long) has been used to describe the texture of the

Kacchi rice. As Kacchi biryani is a famous food in Bangladesh that the above words are

used to modify the taste of Kacchi. Also, the vloggers used so many adjectives and they

are mind-blowing, tastes amazing, perfect, §(§7 (T ¥G7(so much tasty), best Firni

(Bangladeshi desert), so good, 5@'5 @/e7 (very good), joss, just awesome, nostalgic, looks

so good, well cooked, genuinely good, +perfect etc. These words can clarify that the food
vloggers are satisfied with the food. So, audiences will decide to go to the restaurant by
trusting the vlogger's words.

e Hedges: Hedges are non-verbal behavior which are intentionally or unintentionally
spoken or written to make a connection to the language. According to Rosanti and Jaelani
(2016), “Such a hedge can be found in the middle of the speakers’ conversation as the
speaker wants to switch to another topic that is different from the previous one”. Hence,
hedges are used to make a change of the meaning or to take the turn of a conversation.

After analyzing and focusing on the data, it has been found that all the vloggers used

many hedges in their utterances. For example, L:12, (G SRTGI fRITCO WMSAR Vo 772

7T SN WG (F (G OT AR 5T 267 TN AN ANGGRAG (The dress is

like going to a wedding by the way the dress | am wearing today is from Urban Outfit).

From the mentioned data it clarifies that the phrase ‘by the way’ has taken a turn in the

vlogger’s conversation. Furthermore, L: 262 & 263, AN BT AT WS (T
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(YT STRA GiIfel FIRIIGI AN Eﬁ >R (I have come and after watching let’s try the
jali kabab). Therefore, (7C© (7@ has been used to take turn the utterance into
another event. There are also many hedges for example, usually, (¥ (that), So, [CRRY

(Umm...) (it is used to express a good taste of food), I mean, BeJ (let’s go), T el (if

| say), basically etc. Therefore, hedges are important because they can change the
meaning or expression of the speaker’s language.
o Language variety: After analyzing the whole dataset it is found, the vloggers most of the

time have used a non-standard variety of language when they were speaking. For

example; 23R (has done), fNIR (taking), SRR (doing), TSR (giving), TR
(feeling), MR (was doing), 22T (had done), IR (has done), LIRS (eat), COTA
(joss), eTANTOCR (is feeling), TSR (is coming), guys etc. People use non-standard

colloquial with friends and family. Usually, the younger generation uses this language in
their daily life. They have used the word ‘joss’ time and again which is a non-standard
form of the word. People cannot use it in offices or formal workplaces. Whether food
vloggers have used non-standard forms of language frequently to connect them with their

audiences as most of the viewers are young people.

3.6.2 Discursive practices:

According to Putri (2020), “Besides, discourse is not only regarded as text but also a
discursive practice in this stage, which means apart from analyzing linguistics features and text
structure, attention should be drawn to other factors such as speech act and intertextuality”. This
dimension explains the relationship between the vloggers and audiences. The food vloggers of

Bangladesh attract the audiences with their words, style and expression to purchase food or to
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visit restaurants which they are reviewing. It maintains the relationship between the vliogger and
the audience. After analyzing the vlogs | have found out that there are some factors of discursive
practices.

3.6.2.1 Age: Age is one of the important factors that most of the food vloggers are between 18 to
28. As their target audience is the younger generation, they can easily convince them with their
language because food vloggers could understand their viewers' preferences. The vloggers used
many informal words or phrases like; hey guys, hello jonogon (people), stay hungry, joss etc.
because these words are in trend for the youngsters. Moreover, this generation has a tendency to
use foreign words when they speak. From the dataset, it is very clear that the food vloggers have
used most of the time foreign words. For example, mutton, use, average, taste, good, usually, |
mean, amazing, rating, well-cooked, smell, comment, subscribe etc. Hence, the viewers or
audiences can relate with them that they could have a feeling of the taste of the food. The
vloggers create a trustworthy place in the audiences’ minds. Henceforth, after watching those
vlogs the audiences desire to visit the restaurants.

3.6.2.2 Social class: The food vlogs also focus on a particular social class of people who can
afford the food. As Bangladesh is not a rich country that many people cannot think of eating in a
restaurant. So, the food vloggers try to connect with those people who can afford restaurant food.
In the dataset one of the vloggers mentioned, price expensive (L:173) which means everyone
cannot go there to have food. On the other hand, vlioggers have captured the interior design of the
restaurant and also the environment because audiences can have an understanding of the place.
Many people want to spend or have food outside with friends and family and the food vloggers

help them to find restaurants. So, food vlogs are for those people who can afford food in



Critical Discourse Analysis of Bangladeshi Food Vlogging Language 33

different restaurants and those who cannot afford then they can be entertained by watching those

food vlogs.

3.6.2.3 Social factor: There are some social factors which influence both food vloggers and the

audiences.

Urban society: In Bangladesh joint families are breaking down into nuclear
families especially in urban areas. As they have less family members and they can
eat outside whenever they want. Moreover, they also have a tendency to order
food from outside. In the data it is mentioned, rest of the Dhaka you can order
anything and everything from Sultan’s Dine (L: 38 & 39). Therefore, the food
vlogger is giving information that the restaurant is delivering food to their home.
This can save time and also helpful for them. Importantly, in urban society,
women are also working outside as well as men. For this reason, the food
vloggers are targeting the working women to watch their vliogs because they have
less time to prepare food everyday. On the other hand, the office going people
have also meeting in different restaurants which is common in urban society.

Also, the transglossic practice of the food vloggers has referred to the identity of

the urban society. Here are some words from the dataset; 42 C?HERFT? R4|0)
/T4 (This restaurant is so popular), OII YT 77@ FCR (They are serving

food), (Y. STV Z577 (menu analysis), (90 $<< a big 9.5 out of 10 (I will

rate a big 9.5 out of 10). The vloggers are using both Bengali and English because
the urban society is aware of both Bengali and English language. Therefore, the
food vloggers are targeting urban society because they have the intention to visit

different restaurants.
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e Culture: Bangladesh has her own tradition and culture. Food vloggers also

represent our culture. In the food vlog the vlogger said, L:110 PG RPICeT

BING [RCT 41307 (572 @ISO QT (J5T QIeT 27 [703 Y1207 ST

(Eating kacchi with spoon will not get the satisfaction that comes with hands).
Eating with hand is the culture of Bangladesh and here, the vlogger is
representing the fact that Bangladeshi people are more comfortable to eat food
with their hand.

« Entertainment sector: In Bangladesh people prefer to go to different restaurants
for entertainment in this contemporary society. People visit different restaurants

with friends and families to celebrate any function or festivals. Even they want to

get the vibe of festivals from restaurants. For example, L:10, 41(N J<PUY H]

U9 YI_ACAT RGN fNTT IR (Here | have sat with all the wedding food),

which is making the viewers to feel the wedding food. Also, the vlogger has
ordered from the Wedding Bonanza platter. This is also showing how restaurants
are giving vibes on different occasions.

e Technological advancement: As the whole world is progressing with the
advancement of technology and people have become tech savvy. Therefore, after
recording the vlog the food vloggers are editing it with different background
music, adding captions or photos and changing color format which can attract the
audiences. That is how the food vloggers are sharing their technological and
creative skills with their audiences. In the primary data the food vlogger used
some background music to enhance the vlog quality and audiences can watch it

with more interest.
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3.6.3 Social Practices:

Bangladeshi food vloggers and society are influenced by each other. In this research the
researcher identified how the food vloggers are influencing our society as well as how the
society is influencing the food vloggers. In the food vlogs, the vlioggers provided the information

of the food and the restaurants. Some of them are given below.

L:59, FITH OIF 2ATZ Z(OR FI2© MHG WIS F2N(O N2 51T (The piece of this kacchi
is five hundred and ninety nine taka), L:61, (JTI=RIWF SIS X(ER N SIHOIRG
IOICAT (The work of borhani is to increase appetite), L:94, Qe PRI AN RO, ¢0 BIpI
(The price of jail kabab is 50 taka), L:96, {3 f/57 (156 WIN RCER S 0o GIPT (The price of
one piece roast is 130 taka), L:149, AfSGI TNRGN S & BIRG AN R B

IS (Every item has made for one three five person), L:150, 3156 26 T 8 AT

V) [CRIET) MNCGY NI2N{0 N2 Bl (Kacchi platter for three person at 599 taka), L:167,
G FIRIT STNF AST A4 & (56 (The best jali kabab | have tasted so far), L:235,

PIMTE ATBIF 8THA 679 taka (The price of their jali kabab is 679 taka).

From the above example, it is found that the vloggers are providing the price of the food
so that audiences can get an idea of the price if they want to visit the place. Therefore, the food
vloggers are providing information which the audiences want to know. Furthermore, they
explained about the taste of the food so that people can easily decide whether they should visit
the restaurant or not and also which food they must order. They also give information which
food is good for health and which is not. Henceforth, they told the audiences that borhani can

increase our appetite. On the other hand, food vloggers’ are reviewing restaurants on the basis of

the viewers’ request. For example L:261, TR0l FIN0 A I WIS AMH (T ©12
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ST G2+ GI2 FCAN (There is two message or comment that brother try Sultan’s Dine).

Therefore, they always figure out what people and society are wanting from them and also the
society shares their preferences. Also, in the dataset it is mentioned, L: 201 & 202, let me know
in the comment section if you want me to review some other Kacchi or biryani. This explains,
food vloggers are influencing the society to enhance the engagement with them. Furthermore,

food vloggers share the menu so people can have an idea which restaurants are offering which

dishes. For example, L:139 (N« (MTY (Pl JTP (Let’s see the menu), L:46 l%g‘g NG A

WO AR (T fBre (@56 e 119, I (@G (From ads on | have ordered for

example chicken roast, jali kabab, beef rezala etc. It is identified that the above restaurant is
offering the traditional Mughal food. Initially, trying out Kacchi Biryani has become a trend
which has increased the rise of Kacchi restaurants. At a time there was a limited number of
Kacchi restaurants but now-a-days there are so many restaurants in Bangladesh like; Kacchi
Bhai, Pagla Baburchi, Dum Ladhidh, Salam’s Kitchen, Kacchi Wala, Kacchi Express etc. So
that, the food vloggers’ review of different food and restaurants to push the audiences to try it
which becomes hyped. Moreover, “Kacchi Biryani has become a signature dish and people
cannot be tired of eating it” (Mohsin, 2020). Importantly, Kacchi biryani is such an important
food for our society that any marriage ceremony cannot be held without it. According to a food
magazine “Without Biryani, wedding arrangements are deemed incomplete; in fact, brides and
grooms have been known to quarrel over the absence of Biryani on the wedding menu” (Reza,
2019). Initially, restaurants provide different offers, special platters, special menu etc. in
different festivals and food vloggers declare those offers so that audiences can get to know it.

Hence, food vloggers are important for our society that they are helping our society by providing
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food related information and we trust their opinion. From the above examples it shows that food

vloggers are creating a good impact in our society.

4: Discussion and Conclusion
The critical discourse analysis of Bangladeshi food vliogger explains the food vloggers'
languages and information which they are providing during the food review. After analyzing the

whole dataset, it is clear that the vlioggers are using both Bengali and English language when
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they are speaking. Also, they are more comfortable switching language rather than using
standard Bengali language. Therefore, the analysis showed, most of their utterances are
representative speech act that they provided the taste and looks of the food according to their
taste buds. Also, different vloggers have different opinions on the food. However, after analysis
it is found out that the food vloggers do not have their own authority to declare any offer or
discount. They can announce information only on behalf of the restaurant authority. They have
the right to figure out the flaws that the restaurant authority can take action to improve the
quality. Moreover, it is clear that vloggers are getting paid for the vlogs. For example, in the food
vlog a vlogger promoted her dress brand that audiences could purchase it. However, this is one
of their income sources. Furthermore, the food vloggers used so many non-linguistic features,
like; adjectives, to give more stress to their languages that audiences can get attracted and for a
better understanding. Importantly, the satisfactory words highlighted the whole vlogs that
audiences can feel the language. On the other hand, the food vloggers are using various social
media languages like; subscribe, comment, signing out, description box etc. because their target
audiences are youngsters and they are well-known with these words. Initially, their non-standard
Bengali language also refers to their audiences for better understanding because the target
audiences are more comfortable with this language. Furthermore, the food vloggers share
information which the audiences want to know like; the price, time, location, taste of food,
ambience etc. Although, food vlogger reviews different restaurants and food after taking
suggestions from their audiences which is influencing our society. For this reason, a good
relationship between food vlogger and the audiences is growing. At the time of lockdown
audiences were benefited with the information of home delivery systems of different restaurants.

Also, for the working women it is necessary to know that food home delivery is beneficial for
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them. Audiences believe that vloggers are giving them authentic information. Indeed, food vlog

is not only getting information but also a sector of entertainment.

This study has identified how the Bangladeshi food vloggers speak to interact with
people to maintain social relationships and also how they provide different food-related
information. Here, the food vloggers have shared their opinion about the restaurant and also food
that their target audiences can have a better understanding of the information. They have a good
feeling and gesture toward most of the food which represents a positive review of a restaurant.
Moreover, the food vloggers have recorded vlogs by showing the food and also tasting the food
which maintains the authenticity of the review. They took the mutton and tore it by saying ‘so
soft’. This is so authentic and attractive to audiences. Also to attract audiences they have used
background music. Mainly the satisfactory words are enhancing the attraction of those foods. On
the other hand, as Bangladeshi people are interested in having outside food, food vlogs have
impressed the audiences. Also, the audiences show interest to visit the restaurant after watching
the food vlogs because the food vloggers’ language attracts them. Moreover, they represent
themselves in such a way that audiences can believe in them. On the other hand, Bangladesh is a
developing country and the food industry is also growing with it. Here, the food vloggers are
helping the restaurant’s owners to develop their businesses. Therefore, this is also impacting our
country’s economic growth. Furthermore, the international franchise restaurants are developing
and for this reason, people from different countries have started to know this country.
Importantly, Bangladeshi food vloggers are representing our country all over the world. People
from abroad can know the food, culture and beauty of this country. So, this helps to give
recognition to a country all over the world. There is less research on the language of food

vlogger, though this research is beneficial for our social life. This can help us to better
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understand the language of the food vlog and a restaurant’s reputation depends on a vlogger

language. Indeed, food vloggers’ languages influence their followers to choose restaurants.
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Appendix

Transcription Notation

Falling tone - v

Rising tone - N

Pause less than one second - <.>

Pause between one or two second - <..>
Timed pause - <time number>

Laugh - @

Unclear word - X

Phrase - XX
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Question - ?

Language switching - English language

52



10

11

12

13

14

15

16

17

18

19

20

21

22
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NI (IP00 W(NF WG <.> (AOAR (gravy) WNP WO <..> G <..> AWK MR
W T fF<..> FIMON WON (nutton) MOT ABTF T (T THOI ST <.> 6T
WA (FI06F S AT W NN W2 (AFE PO O WO AW W (@16 <>
(I prefer kacchi with mutton rather than roast <..>) N[N WGPHF AT

(V2N (mainly) (T SR ST GO (T <.> O QU F @oig (@fafe

(V2024 (quality maintain) PAR fF FAR A <.> SN IMS FIE ASAE Gy
AN BING SIS (R <.> 6 FICE WSl 5 T AR (1R OfE6I AT w1
<> YN IO AN JP0I GHNFR AR WL W(NdmN & Y7 R wewrs
YIOE B 26T WA DR FIRCT (O AR g4 [{ITS AR N W8T AR(©
AAOR N <.> A6 JUMN JFMN K [T ARG RGN N7 PR <. > JFuN

TN O R <.> WH GG HfR 4PN Y161 RO WIR W&l <.> AR AN
8T NN WG (I (YA AR@®R M G Y WG AGOP6 (this is from

Urban Outfit) WIHNEI M TPV (U (MATO BN OR(A (1R HLg WAL

(O @HNAN I(F (description box) OIRA (2 fFsF (A SR SN BIRCA
PN (G (MY NI AN <. .> PP Wo TIPIR (O AR01 W(WF Gl <. . >
QPERIERPN WG A JolK8T ST 3G PiRro DN TN (Gero [
(and hello everyone this is Nusrat Islam from Zoltan BD) WGP SN
AN GFCI (IIOECG (restaurant) AR (FROE WHREEAE (actually) (PN
R([IOIFAY (introduction) AN N WR N« AfHSAW oI (WAL PG (I mean
everyone loves their food) d2 (PIQIT IO AN O3 W JLUMCN (A
AR W6 Wi fRTPG (FITTHIBN 262 <.> (thats the biggest question right

<.>) ¥ I PR IRT 4@ ORI YR SY (serve) PAR A6 <.> W FONEA
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44
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20 (but <.> the concern is) ORI AN (T (FIAMAGO! (VNG IO IS
fF ORI (T (FIAEGET (VRNCHIN LI ? (261 G G2 WOLF SN (N2AfeT
YN ST <> WIS W (NN OF W (BRET 20 NN SR N ST’ S Tf o8
B4 (and the name of the restaurant is none other than Sultan’s Dine) (I
fOOI WA P <background music> GO SN <.> (Ve WINERT (step 1
<.> menu analysis) SeTO’> GRINT W S WEAM FCH (e IR
FAF Vo [Fg W12 [RIG G o1 Q@ 48T 2/R (T ORI (V6! (Noryfo

QNME SRR NN R (T B A8 I AU <. > A6 AN JP6I @
EHICPI G A W6 3G Ao’ T TR 39 WHHEE (Gelds $C § Sadl
WING; 8T <.> (that is Sultan’s Dine is actually delivering food to

Uttora as well <.>) J¥MN STAGE (FNOT (wedding bonanza) (I6T WY BT

QO W7 e 37 Fg FE WA <.> WEF (order) IR (WS AR GBS

W (@5 WF W OB 38 FN WO AR TG Jofifk TN SFETo-’ S Tay

(rest of the Dhaka you can order anything and everything from Sultan’s

Dine) WIF OIRNGI SJeTol’ S O~ F@ NGF JF0I N WMy AN IM (572

I ARIF WER FEN <.> PG PG WAL NAF IFNT THRE TG

OTPNGH WO (discount avail) PO AKEN <.> O QY (P A
WG PICHOI AT <.> WE AN (GFAEGE (definitely) PR WG &N AHE <. >
TG 3G fore @6 7 <> T 3R A7 <> A7 @O {7 <>

(GG (deserts) (AP GBI AR <.> WE (QOIEG (beverage) (AF QAR
<> WIS 2B B2V § 8(IC ®F W I (now its time to wait for the
kacchi) <18> 461 X(BR Wow 66 RN MY WY ARE FR T T AGH
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AR <.> (INF fBlFF (@0 <.> TIfel RN <.> AT @G <.> WK (GAG RO
oI O SR FER WG ([OES [@RRE <..> O @2 B3 56 53y Bty
RN $P6 (so 1711 start with kacchi biryani first) QYN (AT TR (T
O Ity [RFe 27 99 Wo~ v Mg R 309 (usually) 6\ dF
(G WO G 17 (R SHICNG <.> WH AN BN 15 (MTAR N (R (T A2010
S SBIONG SRS <.> AR AT 8T J206T [FG 1:2 @IS (ration) 6 WNE
PR (MY NN AR (T <.> J200 WBHAFC <> (actually) O G Y 2Gle
(easily) (4TS 2EE <3> 20 3 (O BT <.> WG AT WG <.> (it
looks very good and smells amazing) (1 Q4N SN ol N2 FIHO FF
SIS O], JIOT G o1 <..> 8@ Off ¥+ W <.> (636 IAWEM<..> AR 1:2
@AM8T (T I O AR (R FIRG AMHG WG A2NO N2 BT <.> (T
PO GIR FAE W W ([@RRMWE JPE 4R [TFG @RS oy U6- WNIHS
SHBIE0  (appetite) JACNA<6> (@RS 6F A NE SNERH FHAN JFWN
TAES [F8 AR PR WA 23R IM @RI RIS W I <.> AT
O (G360 WE JPp O T 0 WME W= W6 ([IKRAG! A8[F S Yy
GF6I GG (FOR (tangy flavor) WIS WG (Off BT <.> NG AF § I

(that’s very good <..> now back to kacchi) (1 MY WIS JFG Wo~GI (A
WONGIA FETFAOT IM (AN 26 G35 (e BTG <. > 35 qd5 ST FIY G
8T (it looks so good <.> it looks well cooked as well) WIF WIGOIL®
M (AN (MARN O 2MGifel (easily) WONGI WM RATO (AWR G 26 2q (©fF
SH6 (so it is very soft) O QYN IPTNG (Y JIHOI @MY YN AN T01
AT WBNGI B2 $949 <8> M <.> 2307: (G N\3Hfe1 W <> (this is genuinely
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good) {T®I WO <3> W 3 TG O T <.> oA B2 W WG <.> (man
this is so good starting with the mutton) WIGNOIY (Y (RAF AN AN <.>
R R WG \ W WOA 29 (OfF 8T PG (that the mutton is very well
cooked) UMW O W(NP TRCNG WFell 285 (use) PAR ST WOGANGI JOIGIR
P06 (T AWM AN ARG JFE MAR (TGP Y (MR S S NGO
PN SN [ IR N 269 W6 WG Wi« PN § W A2A (its that good
man then coming to the rice) FRAGI fBF MIAN (¥ IR FE AT 8TE
38 201 [T W T WA W <> NN G2 VA (T (G300T JIRNANGI 6T
P8 AN Ty (FIAE AR N (YN WeAQel [FF (P20 OfGe wmgy ST

(quiet visible as well) NN (MY JMR (F O FRIF IRNT AT AN
B0 (use) DA <> W W JPE 6] (N2 W08 B AN JB6 (soft)
e 61 AT G0 (T (Y NN : V2GS e FECEHN (mind blowing
combination) WX = (M f&C W (56 FIE 2N BIGN (I mean they did the
best kacchi in town) NN ATOIGIR WG SHF P § BT WA (too good

man) <..> OF T MY W GIfe] FRIFET (F2 J6T WM WA SN TG[
RN <> O GPF GIfdl FRK TR FE (Y TN : fooE (T RFe=or amyg
QYN O[T (OfFNBE (definitely) AN Aol 28H FA(R TH FAN B (GXHOI
W el PRI (AF I, (G0 ool fFARe! GFG N <> JFG WY
<> SRR (FOROS FE @ AT (prominent) WF TANF (T G FIfoe

|ﬁC51. T é]’@f (OIGIR PNV WEWI] \NFU] HF(J wiGR T PN ﬁTQS RICIENG
(GSG01 (overall taste) APAN WS O Qe 92 W 8T <> (by the way) Gilfel

PRI AN (OR ¢o BIFl ¥ WY WEAm P (T (@6 WO MR <> 83
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(@APB0I <.> UH Q4N <.> JF T (JI06d WIN Z(BR HY9o BBl <.> Je1f5: (PN (212
(why) 6 NN N g0 G T SR N (T W (TOMP NG FCE N (6!
IR Ol FMR2R WA JFAE O (A6 NI dA16 WA (R G JB6]

G WM 4RI (MUt IM ™ o W O (5@ of® otd 9 W 4_1[ W

MYC® SI9E RY O [BF OSSOl WS AT O 92 @O0 B (MUCS (@ STw
<> O 94« SIf] qo1 GG P My FR M MfY <4> FN: (@O0 NS NGl
<> (O TS TG <.> TG AW MY WA Y F <> PICHOI WMo~ My
BT AN (TR AGIGT WA <.> (61 N1 WBICel (ACGI S WA T SR
W2 (AP P B2 WG M WIN (@6 <.> (I prefer kacchi with mutton

rather than roast) WGP AN JUMN A4 G0l wld G '53('5 701 (R

PR PR WAPMA GF (I [FE WSO RO AN NN <> WRPMA K
YR RETT N8 AR [ B\ Qe O WS QBEA  (actually) AN
RO YRR A ™R <> A QN8 FAR JFvN [RIe ASTRE Vo 8- INfre
I WS G AU BING SGY LR <.> 6 PG SN BING T Q130
o ATy W8T W& WSt W51 3G Wil IF (@Gl (anyway this is the
beef rezala) G301 WM WEAMSNT SHG &N (2dd on) I WG AR <5>
O g4~ =Y T @D §E2 F99 <.> XAV <.> AT @OE08 oy w2 5w
<.> (MRQ 46l (@Gl <.> O g61 5 M I FAR WO 2R <.> WIPHATA
SAfe] FAT IO fF <.> Ao’ H TIRAAT T© W] NN WY <.> AR

TRCGINT (G502 1 Y2 O <.> WA WGP WWF (V2N (T BT AT JATH

T O fF 948 OIMA (ST (NINCE2N (quality maintain) PR @ PAQ
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T (M WE OB (TENCGRANS (TN (PG (they are actually maintain
their quality) OIHE: HTOIROI YR (FIME0 YE2 O W2 NP6 (5T WG (T
must say that) <..> WA JO0IR O (I YN8 S WA WGLFS SN JIF
iR SN 4N i o3 fos (MY Soiee W I49 e OYNE  (RYes
O {96 <.> NN B6 RO <.> VY S APV OF <.> WE (PoI[G GIEN
(GG TR @ (my favorite time desert time@) O Q¥ SN (T GHIGI WER
fRTIfReTN g9 WY (761 BIR FIQ <.> A A= &5 757 267 AT BT <> (the
price of this is 60 taka) O WrwNar g My B2 99 VAR 2o 2 ookt
<3> TG ¥[3 F* <.> JFAN AT <..> 40T AW B Ty F1 2307 <.> W
Y (VRRTS 2G9 FAR OF WK GHF 2606 T I JFAN ARCHS N
Qe T IR N WK A (T R g NEER (GBoI8 (@ <.> Ol A6 =N
N \TER T (T G0 SR W1 861 WINE @ AZ® NN 861 *fy 43+ 3_
51 $ACO[R WA GBI MY I JPE WEAR AFO Y Ol FA5NO <.> WGl
AP (honestly speaking) WMV (X BICAIE MI¥ AR (Y R IR N OO0
YR (PRIMED J4N8 COTV (same) WY FAT <> @M 1 I8 oM =8 7 <>
OIMA YR (DG <.> N8 JFAN (TN NN (7 W (T (V2GR A (5T
TG (FEAIED G 265 6 (G5BT WIMNGE <.> (G WG 26 T HU6 AWF 2§

T W6 $9 97102 Wl fofgs (they are same maintaining the same food

quality and its still tastes amazing so that’s it for today thank you

so much for watching the video) W) APM V@ (PN AF (PIPACHG (A

P

7R 6 (M9 (5 (I WS 6 oTF 3 3 TiA© 36N FV (Geow R[S
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132 333131 SNS6 PN HeToIN’ A VED (till then take care and stay safe this is

133 Nusrat Islam from Zoltan BD singing out from Sultan’s Dine)

134  SP1 WA WIR QO AR FAMOR CIR <.> SJeTolv’ S G2 IR <background
135 music> STIAPN [ (NCEEU (ATG6H 26 WG [{GS  (welcome to metroman
136 present eat and review) WGP SN Bl IR GIAT (FGR0

137 SO S BRI <3> FIMod Gy [RATO YeTo SO’ BIEN <.> 4 RoY
138 <3> (space huge <.>) BeN <.> (N (MY (Pl (H <.> AfOBT WRGY SN

139 2 P20 AT AR @ AN <.> NG g [ Fee A% w7 O

140 AN W6 FI2O VGG N2NG 2N OBl <8> (platter for three person
141 at 599 taka) HATAR Bl WA (RN <3> ARNII G S0 (wait) PACO
142 FAO fF TARF FAE <> 8F W ONT@ AR FOIAMNF <4>  (photography)
143 G0 (9N ST’ 5 GI3ad R I @O <.> 38 By @6 <. .> 433
144 T MGY STOIRS (the mouth watering) IDTNGI B FIGG <3> T (@I

145 (O RE GINE B <.> 6 YRICIL T FY MY JICNT STEI W ST <4>

146 WY (TMRQ AN 5F G ©12 WA G061 (@6 [T (Ffd ABrag s <..>

147 AN o Gag QB 519 G WA A[_NG HH (Pl WS <background
148 music> AF @O (MY (T (@O ANORA 2 <4> SWNME (FO SN (@
149 YRITT A (MCUR ROT© A9 R(IY (NN <6> A PG I @ xx ATONPI

150 (2TC AT [ATGAIR O (serve) P NN <> BREA WHNEKT STIGE TS
151 G (serve) DA MO AMEAN <8> AN AN &F Il IS F AN ?
152 <background music> o2 WNE WRE fofee afef: (video editing) <PICO

153 T2 QR AT @057 (9NR <7> S8 2 A6Nd @6 Mg 7oy <9



Critical Discourse Analysis of Bangladeshi Food Vlogging Language 60
154 SP2 W¢]:
155 SP1 @ WI¢]
156 SP3 W<3>V§Tf§f PR <..> NON (A6 A QAR (T <..> ™ (O WIS (5

157  SP1 *I WIK8 (I @ <7> OIfel IRIK WWEF Y& 449 1S (6 <background

158 music> BN WHS AHF(R FAN AR G TF TX NGRS <7> 5
159 (GGIH <.> (desert) ®F FI (T [ <background music> PN JFNT 1S
160 B I FRN ABIMOIP 5ING AT TI® F =02+ <background music> AT

161 Al (@Y W AT[ACFES 2 O o (556 <3> SuURwe (both are perfect

162 in terms of taste <3> overall) Ity 2ONAT (@G WINAT A < >HOT N
163 IME AT JIHANNDTO (price expensive) NN AAR ANAE IIY <.>

164 SO’ TIRN (5] W (Gro2 SARF [I2 FIRA <.> PN (PG & 7Y
165 Eﬁﬂ(most of the time) 0O (VCeT el FOA2 (full house)MATS ANIN <5>

166 2F 2 A133 My oS8 (Orv 050 E NIERIGIET (1f you like this wvideo

167 don’t forget to subscribe)

168 FA Hey guys this is Faiza from Khudalagse and welcome to our brand new

169 video <..> so today I'm here in Sultan’s Dine at Gulshan branch so
170 finally its time for some kacchi in my channel : so this is their
171 menu from here I ordered the kacchi platter <.> and it includes

172 kacchi chicken roast <.> jali kabab <.> beef rezala <.> borhani <.>
173 jorda or firni <.> chutney <.> salad finally <.> the food has

174 arrived and I ordered the platter for three <..> as you can see we

175 have kacchi roast beef rezala jali kabab borhani <.> chutney and
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176 salad <..> so firstly I am tasting the kacchi from the kacchi
177 platter <.> (O OISl K WNF QAR WO OANYE (NS QAR ¥l (RS
178 I A" FfF <..> for them T think Sultan’s Dine is the best

179 option <..> W <.> Bl W~ (@ NI & 93 (A6 RGO T think
180 perfect @ <..> FIMHI SV @APGOI YA @ WGT ANZT and the best

181 part of this platter is the jali kabab <..> and this beef jali

182 kabab is perfect for one person IMS8 N 1Y FA® RN but still
183 I really love the taste of this jali kabab <.> now moving to the
184 beef rezala AM8 G2 (ABIKOI fod GUAT G+ but 0l easily B TN (ATO
185 A <3> and beef (AGUENH N WIS WF AMCHI AN perfect BA JBp
186 AT BIRIN AP0l flavor MMIBRE beef rezala and I really loved it

187 <..> qF BIOME G W 99 61 WNE PR APE GPOP eTNRA J2 YAl
188 ABAT W WA 4R JHD ARG JFE JOMEG EONR <.> @RI
189 IGGr Gp FW 2d @ARIAGT Gp NE N (G5 Mftea @R=Wer YR o
190 AR ANF IR GF I @R[N it was perfect for one person AW
191 I B AR JHE T8 FE AT AMEN <. > W (g o7 Giad
192 AOR order IEAM W G WA FAN HO12 B2 FIW <. .> WG FaAN

193 O WIfN 69 this is the best firni I ever tasted WINIK IMR Y[ o
194 (FSMR Personally I really love [FAMN SIF GHIGI SN IR IMS NN
195 R N1 qrel ([ OF (I A6 GBI actually NS ©F B <3> WG
196 TR0 WK (A AN (FWGI choose PARN Gl (AIBIR WANEK AKCATI

197 AT ﬁ“_@r both of the deserts are ten on ten <..> and overall WY



Critical Discourse Analysis of Bangladeshi Food Vlogging Language 62

198 42 YOEOP (96 $I9  a big 9.5 out of 10 <..> WG amount I3 AT

199 N NGB e AOEOT IMS fox G T A6 g2 2AOIK6T BT Giad

200 G\ perfect : thanks for watching this was my first time at any
201 kacchi place do let me know in the comment section if you want me
202 to review some other kacchi or biryani X and do like my page on

203 facebook follow me on instagram and subscribe to my youtube channel
204 and stay hungry with khudalagse

205 YA GIFIR Aol FoR (B FE <.> IHA Yo J49 (W8T (g <. >
206 IMAHE I9D V9fF BEATTN <. .> BIPIY SNl Y« A% = S22 (o F9

207 =y AqeToIN’ A C)ET 'ETE (try) Wﬂ <.> b~ AT (experience)

208 B P SO’ TR BBATNS <10> VT (hello) GoT

209 SIAAATARPN (AN WMCRA A2 A HIR A2 O RN AP 92
210 MR W[ JF0 AT (episode) TP AN NH FINON GIAT @
211 I MR <.> ST ANCMG <. > BT WS AN SfeTor’ 5 GIa

212 BN J3F (AN (exact location) MW el (61 TR (T fFwCeAR FAR
213 W] O A Al <. >AREL IR O f3F SAGE (opposite) RS
214 2G0T TN O ol S T2y WIMFO <. .> (O WGP WINAT (A5
215 WO (basically order) MR OIHA (T ITTS FIGOEI ST (6T WG M
216 SN ATAT GY (IO AR N 399 taka <.> W SIGL (@G

217 (wedding bonanza) (AP FIBoA (I AOIKEI WM(R SN AIAN 679 Taka

218 N WERF FIF <.> QUM AFE AR <. > Il IPTN! BIFN @6 <.>

219 QI FRR <.> AP @AOE <.> Q@RI AFE WNAA NN JA0N & & G
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220 Tl SO N F(E AN FAN WO FAT <. > AT (R T6N <. > W AR

221 S (T ST G4 (o6 oG Wy (a1 6 ISR ™2 (% (1

222 guess) ABIT® XY WM PR WV GG ST AN ANAG G 0TS

223 WIFANN  (maximum) § AN Gai<.> (I (shareable) AW ACHE TN
224 TP (so basically) SNMUE URIF BlA WCR WIS J2061 (T Y A0
225 TR 20T 66 HCE SMF 679 taka @ R ABIHAI AN W TV (same)

226 JHOI WINAT (T JF0I IS AR WG FAR (61 AR J2 (FAG6

227 (quantity) SR WI: (B AN HNHE B BFR WO <.> O [ W9 ("R
228 T R [Ne Qe AN GG OOl (K (story share) B

229 P (¥ RIEFNET IYN CHRA 2R (O WA GIFA I (T <.> 9800
230 fEsOr Ty TG OIRYAT *MAaNe [T SuRw 23R 58 w[e s

231 WNE T ACE <.> B YN WSIHGR Rel fof I O O ITARMAS

232 TACE6 W WO MHT NG VW FARA <.> O AP IG5 I

233 3 RPN (AN IO B8R AR TR O ¢o IF(NT Il
234 BTN (invention) AT AMP <.> YN I ¥ oA FIfo7 (T @F5©

235 NN OUN (YTHF2 (V2024 (maintain) PA AR <.> O 369 4 ROG GOIF

236 (so it’s a huge story) WNIZHGI (B W WMR <.> (I0] AR (FH JAF0I
237 G 5t B2 IR WA <.> OUd WISACGI (FAN 2RO <5> 8: <5> (OF
238 HNF NI e =2

239 YF XJI

240 YA (¥ FIGE NY GAMH JoMAN 2 (FNN ATO(R I 2
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241 YF @™ (OIS YU 9029 Ad: (7Y

242 YA (1 JIK0I (I0I AR GG YLE W N R =9 =6 9tk [doi<. . >
243 SO0l (R WV (T 5BANTNT BIAPIA WHIGH (T071 = <. >(F <.> QI:d
244 WA DR JHp Py RN Q@ /g™ FF G Sro6l ABR AHBO!

245 STFN <.> o T IATTS! Grod <.> WIS (FORAGI AGR GG OB (just
246 awesome) TN g3 STEGIS WP FN NN (I WHNT IR <.> [T
247 (because) XABR <.> (OO N P AN JATO AREKN N <.> C <.> FIG

248 B Ao’ S TIRA WAF AR =g gH01 IRV R (61 (R g =iy

249 LT SFO/ ST TR W AT o (AF G061 fOfe8 WN @2 (1aunch)

250 FARATN G (AN S0 56 (at least) GO <.> A H20] JAHO

251 (comment) TP A WIAY (message) AP (I ©IR JAON’H TR {2 FAN
252 T ST ATC® WY 50 WA <. > WG (MATS (RUTS 8MF Gilfel FHIFI]0]

253 N 2 HfE <3> GIfe] FIRAIKOW 2R AP0 ST (0ily) O} MR FG

254 O3 10 ) S s ) e ) B (s [ 5 A 0 o e o B R = O | [ s Il e
255 (kick) M@ <.> 01 IHHIIE N (TOT N IR Q4N 6T R[S 2059
256 (use) PAE AT FHFOI WA g SHI JIF (NNF 20 FI(0g JUM JH

257 (VA TR <. > & FNFONS 242 (enhance) PE M7 <..> TN
258 8% ©IR (O QUMH JF01 BB @MY <..> (SQAd B (BN I AN JHp
259 BIR P M <5> BIGWOI WNF O 9MO(R N (FUN G JBF WK 26
260 JFO! (FOF APTO(R <.> SHIATNGI WAF J205 JF6I (FOR 8 W IFp
261 TH0F R(A R0 WA Y W[ VST RO <.> O JUIH WY J® (@Geon
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262 TR A YN (AN A (ORI AR (SRIBI6 W JACN Ao
263 FACOR R AF6! fGNT J4TH STEAT AGIETN (saturation) [OFNS

264 (VRN(HRN AR {4 @ ST (M2 NR 8 UM <.> O S gH061 57
265 N Y <6> (IS 28 W6 G2 T <..> (you must try this) 2 A <3>

266 (PN (€19 2
267 YF X (G I¥«€MIS

268 YA W0 (AFO0I (R GIPG WA <. .> (T (Afebr Nty =i I I nfsieie

269 R (AfOD RN IFT T (T (Fold (T (GIABE <.> (texture) oI Y&
270 NS YU W& AT 350 (burst) PACOCR ONN (T (FOEEE
271 (flavorless) JNAIAGI AP (6T G201 LT N2 42012 dF0] (NGRIN e

272 WHTOCE 1267 (WORIW I WPTerg [P0 SN TSR N 936
273 oG fpe (nostalgic feel) N <..> O IO N IACo2 (QAP606! 313
274 IR <6> PGS REFWNT (T IJ1o0F0T W (TOT AR <.> WA (only) IS

275 (4TS SITNY WO AT W 42 fof687 FNY WMo F (AN Gy

276 WHNET AR IR FA© B AJION® J0T ©1% AMIHMA 2 FROR Gy AT

277 WP (actually) MBIKEI MR <.> O Fty R[FTN w@etre wwfa

278 (always only) PIGOOIR O @AY <.> T J20F N (I20I AR WNE IR

279 a2 IT (TOEBR O AR [RPG (because) (TOIF WK 43P0 A AT O}

280 2 26 2 O G20 W 4, N N For Aoz o/ WNE N =9

281 G201 I AF L FIRO OGS O OFHLE AIAKO! WS G (51 A4

282 (T30T 2@ <.> JP0 (R fNE O/ WSTerg IE I[N 36 307 8(F 36 39
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283 JONAY] (FIARD (it was okay it was average quite) JONAGR NN 23[R
284 QR PR <.> Ol MY (MYCS AR M ([@RRMEI GIR I TS <. .> O
285 QN PR O T QRN Y OEA6R [ =6r Syf~r a1 WfR[{es @
286 GG WA IYN RN YA G0 O (e (smell) MR ASAH AL
287 (T2 <.> NRAEI TGO (o1 AN YT WK AYod AR <.> AT RRAJS
288 (¥ fISIEIROT 1 IHKOIPR FAACTD P MR O FIF ST AISAG1
289 (GIGIfel SeTNG (totally almost) (¥ GG e (just finishing) R
290 AR <.> R 0T W <. .> o FaRor (i G2te (N <4> O f=paN
291 N FR2G TP AFROG  (kind of excited) ReN 06 WNEF IR IS

292 WF JOMEY (kind of average) N(W R2(Y JHNKOI PIEN (R <.> WMN <.>
293 TEE (T HAGKOT W (oN« Pl FAO ARCOR NI 2657 (HEAR6 JONAG W
294 WG SRONA (it’s quite average than other items) <..> (T

295 LIOTMIST (¥ SRS WO (Y PR TFGT  (important) PAT WNR

296 SO (wait) PEAN O WG G 26 O FF (@0 JHAREIN (so that is so
297 far best experience) e WINH FMY I N <.> [N I ©oond (¥

298 P PO ST NN (T TFOAT (softness) (T (GANORAAA

299 (tenderness) WM QPR fOHNITGE (dissapointing) B NIR T FIF
300 W2 WO AOTFRG 62 S JH/T6 A <.> fBIAN ( so far I am

301 satisfied with this except the firni) SN 4P WHT TG W JB[
302 Weqod FACO BIRREAN WK R(BR BIOWOI 26 W AT (R SThd BP0l <. >

303 NI IR (N6 JONTG NN 23(7 A6 WHE ST (other wise) SR

304 AT (GO WO POk IIGod (T WA (656 O (R @R[N (Fl:
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305 o7 4 8 § WG (This thing was too good) (1 (T AIAKOI 2R

306 WHNRT (T AR O TR 07 (T JFOARCITSO SRR A AN FARA
307 PNV CIPNN WNE AN (I FACO ANIN (WHG (PN (A fofGe P4
308 TR GALIN AR SCATG WE SERPT AN 4°1S (T AR O

309 T WY WAz WF @R FO® O W6 267 20 [ W 4MF M 267 299

310 YMP OI2 IWMIF RN AH (so that is it be a khadok this is your

311 khadok bhai Yasir signing off) WTWW



