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Abstract

Nowadays people spontaneously use social media and it influences them in every way of life.
Moreover, Instagram is one of the most popular social media platforms and influencers are on
trend in this modern era. The aim of this study is to analyze Bangladeshi Instagram influencers
language along with the reason behind the use of such language. This study is conducted by
using qualitative research and primary data has been collected from Instagram videos. Also,
videos are transcribed and discourse critically analyzed by using Norman Fairclough’s three-
dimensional model. The three Instagram influencers videos have been taken based on a specific
criterion and find some specific reason behind using such language while presenting them in

front of camera to promote, review or explain something.

Keywords: CDA, MCDA, Translanguage, Bangladeshi Instagram Influencers’.
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Chapter 1

INTRODUCTION

1.1 BACKGROUND OF THE STUDY

In the past history of socialization, social interaction has taken the most important place which
helps to unveil the identity of people in front of society (Tewatia & Majumdar, 2022). In this
regard, Goffman (1956) has investigated social interaction which can help to erect identity in
society that has become the most salient feature to connect with others as well as socializing.
According to Goddy (1977), all information is transmitted through language by interaction with
each other and people are able to know about different cultures which helps to develop social
rapport and this is called primarily transactional language as this is used to convey factual
information. However, sociologists & sociolinguists have been concerned with the use of
language particularly in maintaining social-relationship, turn taking in conversation, peer-
solidarity and both speaker & hearer situation to say something in a courteous way (Lakoff,
1973; Sacks, Schegloff & Jefferson, 1974; Brown and Levinson, 1978). In addition, written &
spoken are two production ways in social interaction where no pressure subsisted in writing
whether the speaker has to be under pressure when producing something as it also can change

utterances according to the hearer acceptance criteria.

In the past many more years, rapid advancement is increasing in the field of social media
interaction as social interaction has taken place on the internet. In addition, different types of
social media are being used by people and the purpose of these media are to serve various needs
that are essential for daily life nowadays (Kudumula, 2022). Moreover, people are used to using
these media not only for social interaction but also for business purposes and try to build

business through social interaction along with several advertisements showing where the most



important key factor is social interaction. Also, not only one platform is popular for various
need filling purpose but also more platforms are being used such as, Facebook, Twitter,
Instagram, YouTube, LinkedIn, WhatsApp, Pinterest and so on where Instagram has been
taken 4+ place according to Lyons (2022) and at least 1.628 billion people around the world are
using Instagram based on global advertising audience reach number (DataReportal, 2023).
However, Instagram was launched in 2010 where users can create visual content, add photos,
upload reels, stories and so on and through this content creation some users influence their
audience by building distinctive brand persona, build relation with commercial brand according

to patterns and so on who are called influencers.

In this 21« century, digital revolution has sparked through social media platforms which have
been accepted by people and connect them by providing different kinds of information (Kamili
2023). In addition, Instagram is one of the popular social media which has been used not only
for communicating, promoting business, sharing digital content but also for learning purposes
which make learning easy and attractive. Mostly 30.8% people between the age group 18-24
are used to using Instagram as their daily communication platform by sharing photos with
captions, reels and so on (Dixon, 2023). Instagram users and influencers used to use variable
language in their reels and caption of their photos to share their thoughts, ideas, emotions which
depends on their age, gender, educational level, living status and so on that determines what

language they are using (Purba, Sinurat & Herman, 2021).

1.1.1 SOCIAL MEDIA DISCOURSE & IDENTITY

Nowadays, English language has become a part of modern lifestyle & use of English is
increasing day by day in every country where English language is 2~ or foreign language.
Moreover, English is becoming a prestigious language which people use carefully to avoid

grammatical mistakes and try to follow standard sentence structures as if it is their second



language or foreign language (Norhantoro & Wulandari, 2017). Birner (2012) states that,
language also brings cultural components to other people where non-natives are interested to
pick that culture, tradition and so on in which language they are interested to talk or interact
with other people. In this case, they believe that English is a superior and respectful language.
In addition, people of this present society make discrimination by judging English proficiency
as who are capable of speaking fluently, they are superior and incapable people are inferior
which also stand for social identity. This practice is also increasing in social media platforms
where non-native speakers mostly try to use English and on the other side, sometimes use their
first language along with English at a time which concept is called translinguaging (Ng & Lee,
2019). Additionally, in multilingualism the practice of translingualism is a natural phenomenon

nowadays in social media platforms as well as in Instagram.

According to Tewatia & Majumdar (2022), discourse plays one of the most important roles
which helps social media or specifically Instagram influencers to make their status & identity
sustainable with popularity as well as dignity. In recent years, there has been an increasing
interest in social media marketing which depends on influencers' language that what they are
saying and how they are saying or delivering or promoting (van Driel and Dumitrica, 2020).
However, there is increasing concern that social media discourse or the language of influencers
is changing and following a pattern to grab the attention of audiences from where they can
present themselves and get views. Additionally, influencer’s everyday role in social media is
intrinsically linked with their each and every utterance which make their confidence high and
help them to build identity in social media platforms or specifically Instagram. According to
Rizzo et al. (2023), sensory language should be used in social media for getting views,
publicity, attention, promotion and so on which depends on using words that may be only one

language or multilingual.



1.1.2 USE OF INSTAGRAM IN BANGLADESH

The most popular social media platform is Facebook in Bangladesh where Instagram has been
taken 4~ place (StatCounter Global Stats, 2023) and 4% of entire people are using Instagram
(NapoleonCat, 2023). In addition, there are 6,971,300 Instagram users in Bangladesh between
the 18-24 age group who mostly use Instagram rather than people above 30 years of age where
the majority users are men. In recent research, increasing use of Multi Language in social media
platforms to influence audiences where youngster’s influence the most and practice on a regular
basis (Ng & Lee, 2019). Moreover, in social media platform influencers used to use
translanguage as well as code switching in some cases but when they write caption that time
maintain proper English language to share their thoughts, emotions, situation and so on. As
Bangla is the first language of Bangladeshi people and English is a foreign language or in some
case it is a second language for some people; in this cultural state people always try to use
English language and now using multilanguage become a trend. In Instagram, influencers
promote themselves or their content by using translanguage and this practice is increasing day

by day.



1.2 STATEMENT OF THE PROBLEM

At present, social media plays an essential role in communication and sharing information
globally which is another most popular way for social interaction nowadays (Kamili, 2023).
Moreover, among adolescents one of the most used social media is Instagram which influences
them in using language as well as interaction. In this new global trend of social interaction,
influencers’ have played one of the most important roles who are able to connect one culture
to another, one traditional ritual to another through their use of language (Ghosh, 2023).
However, over the past century there has been a dramatic increase of the use of English
worldwide and this language gets an excessive honor globally so that people have taken this as
a superior one (Nurhantoro & Wulandari, 2017). Moreover, the influencers of Instagram
choose English as their promoting Language whether this counts as a superior one and an
international language. In addition, through the competence of language and use of sensory
word influencers are grabbing attention to their audience along with promoting themselves in

social media platforms.

In this modern era, influencer has taken a prominent place to influence their audience towards
themselves or any objects where language plays one of the most important roles. Social media
influencers market themselves by using the English language mostly and in some cases, they
are used to using a translator which is very normal at present. In addition, Instagram influencers
of Bangladesh use English while writing captions and deliver their speech or promotional
content by using translanguage as English is not their native language. Most of the time
influencers mix codes while talking between English & Bengali as Bangla is their native
language. However, a major concern with this kind of issue is that audiences are being
influenced by influencers' attitude for instance gestures, dressing sense, background and most

importantly language.



To explore more about this issue, the researcher searched current literature and found that so
many studies were conducted on translanguaging practice in social media, academic purpose,
normal social interaction and so on. However, there is a significant gap in the literature
regarding influencers' use of translanguage while they are talking and not writing on Instagram.
As Instagram is a photo sharing app with captions where uploading reels or videos and adding
story is a popular and most used feature nowadays. The appropriateness of talking or sentence
making is somewhat disrupted while influencers mixing their codes and it happens in
Bangladesh as influencers of this country are multilingual. Moreover, it is also important to
know the reason for using translanguage and how to promote it according to their goal. Finally,
practicing this kind of language is appropriate or causing problems in society and the

influence.

Current academic literature shows that most of the studies related to social media influencers
marketing where the main focus is on the use of words and those marketing become successful
or not. Moreover, Instagram or social media discourse can determine the influencers’ identity
and how it works. Few studies have explored whether influencer language influences the
classroom discourse and Instagram language act as a tool of learning English or not. Moreover,
how social media discourse attracts adolescence in this modern era has become one of the most
important areas to some researchers. Thus, this study intends to find out whether Instagram
discourse or translanguaging practice influence audiences and the reason for using this

language in Bangladesh where Instagram has become most popular among youngsters.

1.3PURPOSE OF THE STUDY
The initial aim of this study is to find out the reason why influencers are practicing
multilingualism in their speech in Instagram which is one of the most popular platforms for

interacting one generation to another or culture to culture or a person to a huge group of people



nowadays. The study will also explore to find the influential component which may influence
the audiences who are following those influencers for getting ideas about any products, places,

foods and so on.

1.ANATURE OF THE STUDY

The nature of this study is completely qualitative and has not utilized any quantitative measures
for analyzing data because a certain number of videos of influencers have been taken from
Instagram by the researcher for analyzing their discourse which they used to use for making
content in their videos. Moreover, among thousands of influencers, the researcher has been
choosing a certain number of influencers who are multilingual and use Bangla & English both
in their content to influence their audience towards some specific things. In addition, their

discourse has been critically analyzed by Norman Fairclough’s three-dimensional model.

1.5 SCOPE OF THE STUDY

This study explores how translanguaging practice is a popular and normal phenomenon
nowadays which changes the speaking style of social media influencers who are representing
themselves and country as well through their content. There has been limited study on this
aspect of using translanguage and the reason behind this is what the current study intends to
investigate. This study was designed to Critically analyze social media discourse so that the
researcher can find the reason behind using translanguage in every multilingual speaker who
is non-native and fluently use translanguage. Even though the study is set for all multilingual
speakers, its scope is broader because the researcher investigation can be applicable for all non-
native speakers who are able to speak more than one language and are habituated to use

translanguage.



Chapter 2

REVIEW OF RELEVANT LITERATURE

2.1 INTRODUCTION

The primary focus of this study is to find out whether Instagram influencers used to use their
native language or translanguage or only foreign language to deliver their speech in the context
of ELF and influence their audience. In this chapter some relevant scholarly works and
approaches related to social media critical discourse analysis are discussed. The goal of this
chapter is to locate the gap in the literature regarding analyzing language of social media
influencers where Instagram is the most focused media through their regularly uploaded videos
and how significant is the study to fill that gap. Furthermore, the theoretical framework of this
study has also been discussed at the end of this chapter. The chapter is divided into two parts

excluding the theoretical framework as the following.

Part 1: Concept of CDA discusses the details of CDA, MCDA, prominent approaches related
to CDA which make connections to analyze social media discourse and the importance of those

in this field.

Part 2: CDA of social media discusses the use of languages in social media along with some
linguistics patterns where also Instagram features and influencers’ take a vital part to connect

the main focus of this study.

2.2 Part 1: CONCEPT OF CDA

Discourse is a term which can be used either in written form or spoken form and is inter

connected with social domains (Jorgenson & Phillips, 2002, pp. 12). In addition, Discourse is



a part of people’s life and sometimes indicates different phases of life where the term discourse
implies language unit as well as grammatical unit thus the various levels of sounds, words,
sentences are being used in language (Habibie, 2016). Moreover, in the United Kingdom the
text refers to written form and discourse refers to spoken form whether discourse implies
interactive along with a certain length and the length of text implies long or short as well as
non-interactive. Discourse not only indicated social phenomena but also the specific context
which vary from place to place, time to time or person to person (Moeliono, 2013). According
to Brown & Yule (1983), pragmatics, syntax, semantics are involved with discourse analysis
and it can be applied to all kinds of research but at a time focus on a certain sector to analyze
properly. Furthermore, it also revealed that discourse analysis means to analyze the use of

language by considering not only the linguistic elements but also the existent context.

On the contrast, the meaning of DA & CDA are not same where CDA refers both description
and interpretation of required discourse and clarify that how & why the discourses work
whether the main factor of CDA is to connect relationship with power, dominance and
inequality in a broader way (Habibie, 2016). According to Van Dijk (2001), CDA’s main focus
is social problems where production and reproduction are the role of a discourse analysis. But
it does not have any specific theory or approaches or any specific methodological
characteristics thus the researcher always relies on different kinds of theories and approaches
related to CDA for analyzing a specific discourse (Wodak, 1996). In addition, CDA needs some
basic criteria for characterization which has already been mentioned in some research that was

taken by Fairclough & Wodak (1997) from the original definition by Kress (1990).

The eight principles or basic characterization of CDA (Fairclough & Wodak, 1997, pp.271-

280) are given below:



The first one is that CDA addresses social problems. It focuses not only on language and
language use, but also on morphological characteristics of the social- cultural process. It makes
explicit power relationships which are often hidden. The second one is that power relations are
discursive. CDA explains how social relations of power are exercised and negotiated in and
through discourse. The third criterion is that discourse constitutes society and culture. Every
case of language use makes its contribution to produce and transform society and culture,
consisting of relations of the power. The fourth criterion is that ideological work has been done
by discourse. It portrays ideological structures and attitudes which are disunite. Moreover, the
fifth one is that discourse is historical because of the importance of the language of time, cause
and evaluation. In this analysis, language is one of the powerful tools for writing where
historical factors exist as historical writing. Thus, the sixth one is that discourse is a mediator
to make links between text and society. Furthermore, in the seventh criterion, discourse

analysis is interpretative and explanatory. Lastly, discourse is a form of social action.

2.2.1 Prominent Approaches Related to CDA

The purpose of this study is to find the reason behind the use of the language of Instagram
influencers towards the audience to influence them through uploading videos based on different
contexts. Some relevant approach is regarding CDA discussed in the sub section of this section
so that the researcher can connect approaches with this study and connect the appropriate

approach to this study.

2.2.1.1 Fairclough’s Socio-Cultural Approach

The main focus of this approach is how discourse and social changes happen whether discourse

is seen as a social practice where also relation between identical and discursive practice exists

10



(Habibie, 2016). Fairclough (1995, p. 23) developed a three-dimensional model according to

Halliday’s (2004) functional analysis where text, interaction and context are inter connected.

1. The first dimension is concerned with the text as a linguistic feature.
2. The second dimension is concerned with the relationship between text and interaction
or producer and receiver.

3. The third dimension is concerned with the relation between text and social context.

Fairclough’s (1989) assumption behind certain selection of discourse is never innocent and
value free as it is motivated and ideologically driven. Moreover, in discursive practice
ideological effects exist based on relations among gender, social classes, culture and so on.
Therefore, the orders of discourse may change over time and it is not static where this change

determines for the changes of power in social interaction. Fairclough then asserts that,

“How discourses are structured in a given order of discourse, and how structuring change over
time, are determined by changing relationships of power at the level of the social institution or
of the society. Power at these levels includes the capacity to control orders of discourse; one
aspect of such control is ideological-ensuring that orders of discourse are ideologically

harmonized internally or (at the societal level) with each other (Fairclough, 2001, p.25).”

2.2.1.2 Van Dijk’s Socio-Cognitive Approach

In line with Fairclough’s critical approach, Van Dijk (2001) developed a social cognitive
approach in which discourse involves a form of social practice. This approach focuses not only
on issues of racism, refugees and ethnicity but also on social awareness, which plays an
important role in creating discourse. However, emphasis is not specifically placed on discursive
practices. Van Dijk prefers to focus on social cognition as an intermediary between text and
society. He asserts that CDA must take into account the different forms of social cognition

11



shared by social collectives (groups, organizations and institutions) (Van Dijk, 2001).
Furthermore, the method used in CDA (Van Dijk 2014) relies on knowledge of cultural
structures and social relationships that are related to power in debate. He defines “social power”
in terms of control (Van Dijk, 2003) and sees ideologies as “the basis for the social
representation of groups” (Van Dijk, 2006:131). Van Dijk identifies two further levels of
analysis (discourse): macro and micro. The micro levels of social order are defined by the use
of language, discourse, verbal interaction, and communication, while the macro level refers to

power, domination, and inequality. equality within a particular social group (Van Dijk, 2003).

2.2.1.3 Wodak’s Discourse-Historical Approach

This approach pays attention to the historical context and analyzes historical discourse where
historical context presents how a group or community can be described through discourse
(Habibie, 2016). This approach is also referring to social practice as like Fairclough and Van
Dijk’s approaches. Therefore, to understand and explain the research object, it is necessary to
synthesize many different theories and methods. She therefore claims that “CDA studies are
diverse, originating from very different theoretical contexts, targeting different data and
methodologies” (Wodak, 2001). Summarizing some important research programs of current
interest to CDA, Wodak (2001) asserts that identity politics at all levels always involves
integrating past experiences, current events, and future visions in many areas of our lives. This
involves analyzing, understanding and explaining the relationship between complex historical

processes, hegemonic narratives and CDA approaches.
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2.2.2 Multimodal CDA

Multimodal critical discourse analysis (MCDA) is developed from discourse analysis and
critical discourse analysis. While discourse analysis and critical discourse focus on the
relationship between verbal language patterns or a single source of meaning and its context
(Halliday & Hasan, 1989; Harris, 1952; Paltridge, 2012; and van Dijk, 2009), MCDA also takes
into account other sources of meaning because meaning is created not only by spoken language
but also by the simultaneous combination of multiple modes of communication such as images
and colors sharp. Furthermore, MCDA aims to construct power, ideology, values, beliefs, and
identities based on language and other symbolic resources. Jewitt (2009) and Kress and van
Leeuwen (2006) argue that by conveying messages through multiple semiotic sources, people
within specific groups of people or societies based on their assumptions about each person’s
common sense in each context. Convey the message. It explains that the intended meaning is
maximized. In other words, the relationship between the form and meaning of meaningful

resources at a particular time and in a particular context is not random.

2.3 Part 2: CDA OF SOCIAL MEDIA

Social media discourse is quite different from other discourse as social media is a platform
where celebrities upload videos with different types of linguistic expression, different types of
mode, audio, visuals and so on. Making the audience understand the context of delivering
discourse, above elements are important. According to CDA social phenomena, each factor of
the context is important (Moeliono, 2013). Moreover, social media is an online platform which
has been used for building social relations with one another and also for personal or real-life
relations through social media (Akram & Kumar, 2017). Therefore, so many news channels

are also available in social media, from where people can easily get information about the

13



specific location as well as the whole world (Chuckwuere, 2017). According to Vrontis et al.
(2021), linguistic study of social media enabled the expansion and mobility of language and

discourses and created a super diverse setting.

2.3.1 Instagram Influencer

Nowadays the use of social media is increasing day by day and people are not bothered about
correct pronunciation rather more conscious about their expressions, gestures and postures
(Beck, 2005). Instagram influencers are building a large network of followers (De Veirman et
al., 2017). Creators of digital content for a range of markets, social media influencers frequently
showcase beauty-related products, services, businesses, and lifestyles. Although the
distinctions between influencers and microcelebrities, beauty gurus, or other types of vioggers

are hazy, an influencer is a content creator.

Influencers have a lot of ability to endorse things to change brand attitudes and buy intentions
thanks to the information-focused messages found in videos. As an illustration, a lot of
Instagram influencers may include a brand or product in their cosmetic tutorials in order to
provide a how-to video, demonstrate their makeup routine, and propose and promote their
favorite brand or product. They use the digital ecology of the vlogging genre, particularly the
interaction in comment sections, to understand how viewers feel about these influencer
recommendations. According to statistics, 40% of internet users make purchases based on
recommendations from influencers on YouTube or Instagram (Schwemmer & Ziewiecki,
2018; Vrontis et al., 2021). Due to vloggers’ significant connection with brands, it is not

surprising that the influencing market has been outpacing traditional brand endorsement.
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2.3.2 Translanguaging & Code-Switching

Because it takes a different epistemic stance than code-switching, translanguaging is distinct
from it. The main distinction between code-switching scholars and translanguaging scholars is
that the latter view bilinguals as having two separate language systems, with their contact being
seen as a locally significant event. Translanguaging scholars consider the entire linguistic
repertoires of multilinguals addressing a unitary language system. Garcia and Li (2014) claim
that translanguaging includes both the speakers and the juxtaposition of two languages. Such a
stance goes against distinct bilingualism, which evaluates speakers based on the norms of
recognized languages. The monoglossic view of bilingualism as the combination of two
independent languages is suggested by the focus on language distinction in the brain (Garcia,

2009).

The grammar of each language that is utilized during code-switching has been the subject of
research, which is referred to as “a language-oriented theory” (Baynham & Lee, 2019, p. 3). It
is based on codes and how they interact with a focus on language boundaries and relies on the
recognition of components that are unique to different languages. With the code-switching
perspective, the highlighted problem is related to the neglect of what Baynham and Lee (2019,
p. 7) call “the contingent and creative thrown-togetherness of languages, language varieties,
registers, and semiotic modalities” and language becomes the only area of study. This is not to
suggest that code-switching lacks sound theory or methodology, but it will fail to take into
account the social context and modes that actively engage language users. It should be
emphasized that translanguaging expands on the principles of code-switching by incorporating
various modalities, discourses, registers, or idiolects in addition to diverse language parts,
which allows for a wider range of applications. Therefore, it is important to consider resources
when considering code-switching and translanguaging. For instance, it might not be practical

to include mediated communication or language-body contact in code-switching.
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THE THEORETICAL FRAMEWORK OF THE STUDY

The researcher has taken Norman Fairclough’s three-dimensional model to analyze Instagram
influencers’ language by CDA. CDA analyzes in-depth discourse (Turhan & Okan, 2017). He
added that CDA emphasizes language and how it is used to create bonds between relationships
and power. According to Johnson and McLean, CDA academics “frequently view language as
a form of social practice, and are concerned with methodically examining hidden power
relations and ideologies embedded in discourse.” Norman Fairclough (1995) developed a three-
dimensional model for CDA and this model is appropriate among other models to analyze

influencers' language in Instagram.

1. Textual practice: The feature of this textual practice is interacting with people and
analyzing text which can be spoken or written.

2. Discursive practice: The main factor of this dimension is relation between producer
and receiver where producers are Instagram influencers and receivers are audience.

3. Social practice: The last and third dimension concerned with social interaction and
determination also influence the relation between text and society. Here text is a spoken
form of discourse and social context is based on which situation an influencer makes a

video with some utterances and many modes of expression to explain the context.
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Chapter 3

METHODOLOGY

3.1 INTRODUCTION

This entire chapter discusses the methodology of this research which are adopted for
conducting the study. The main goal of this study is to critically analyze the Instagram
influencers’ discourse and which type of acts they are doing in their speech. Those are also
prominent factors for this study. Furthermore, their socio-cultural context, gestures and which
type of content they are used to make is connected with their delivered discourse in video posts.
Moreover, this chapter also described the reason behind selecting participants, choosing a
qualitative multiple case study approach, data analysis procedure, data collection procedure

and so on of this study.

3.2 RESEARCH DESIGN

The researcher has designed research after reviewing previous literature. According to the
theoretical framework the researcher transcribed Instagram videos and analyzed data along
with social and discursive practices. Moreover, the major findings of this study are about the
use of Instagram influencers’ language and what linguistics elements do exist in their discourse
which are delivered on a regular basis. The researcher had chosen a qualitative multiple case
study approach where attitude, behavior, culture, lifestyle and so on are the main facts and
these things help the researcher to find out influencers’ approach towards their audience
through social media discourse where the pattern of social media discourse is quite different
nowadays. According to Corte & Aspers (2019), qualitative research is a multimethod

approach where interpretation, naturalistic approach is involved in its subject matter.
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Furthermore, qualitative research study for the naturalistic inquiry with naturalistic settings
where there exists an in-depth understanding of social phenomena. However, for this study the
researcher observes participants’ social media videos. The details of research design discussed

the following part of this chapter.

3.3 RESEARCH QUESTION

The following questions have formulated to get the purpose of the research:

1. Which linguistic and multimodal resources do Bangladeshi social media influencers

deploy in their Translanguaging practices?

2. Why do Bangladeshi Instagram Influencers use such language in their content?

3.4 THE RESEARCHER’S ROLE

Nowadays, use of technology is increasing and people are attached themselves to technological
devices and social media apps. The researcher is a student of English Language at master’s
level and noticed the use of languages in social media where the speech of influencers are quite
different from normal people which influence all people of the society. Because now everyone
is attracted towards social media where Instagram is the most popular to adolescence as well

as the other people.

This qualitative research was conducted with three participants who are Instagram influencers
and the researcher chose two videos of each influencer. All participants are non-native English
speakers where the researcher is also a non-native speaker. For that reason, the researcher can

analyze each video and their languages. The researcher has not any biased mentality because
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she wants to find the specific linguistic pattern by CDA. On the other hand, other experts also

monitored these videos so that the findings become appropriate and authentic.

3.5SETTING

This research setting is social media content, especially the content of Instagram influencers in
Bangladesh where an influencer makes their content by using different kinds of language
including images, music, text, hashtags, emojis and so on as using multiple modes to deliver
their speech to influence their audience. Through social media or Instagram, adult & young
influencers are able to reach all kinds of people to engage them by using language in a trendy

way which is more acceptable nowadays to the younger generation.

3.6 SELECTING THE PARTICIPANTS

For selecting the right sample, method is essential for collecting relevant data. The researcher
chooses participants through purposive technigue in order to get information rich data from the
limited available sources (Patton, 2015). Non-probability sampling encompasses this kind of
sampling so that the researcher can select participants and nothing can influence while selecting
participants. On the other hand, the researcher should be aware of the fundamentals of this
sampling and can get information by participants (Creswell & Clark, 2011). Because choosing
participants is quite challenging from social media from whom the researcher can get
appropriate information (Black, 2010) to analyze through CDA so that the linguistics pattern

and other factors become clear (Palinkas et al., 2015, pp.3).

For this study, the main criterion of selecting the participants was that they must be educated

and talk in both Bangla and English. Because the researcher’s field of study is social media
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content where both educated and uneducated people used to create videos and vlogs and
become popular. Thus the participants must be able to talk both in English and Bangla what
only educated people can. Furthermore, non-native English speakers were another criterion,
because native speakers use only the English language while making content for social media
platforms especially for Instagram. According to Bangladesh, Bangla is the native language
and English is the foreign language where Bangla must be the first language of participants as
well as second language would be the English. So, their nationality must be Bangladeshi as
Bangla is their first and native language. In addition, age is one of the most important factors
as people of diverse ages use different types of words in their speech as well as their diverse
types of gestures also visible. But, at the same age people’s gestures and use of words as well
as language are similar which makes a study more fruitful. After That, the requirement of
selecting participants was that they must have social media accounts such as Instagram and be
an influencer in Bangladesh. For these reasons, content should be based on Bangladeshi

phenomena which become more relatable while analyzing their use of language during videos.

3.7 ABRIEF INTRODUCTION TO THE CASES

In this section, the three participants or influencers will briefly introduce themselves according
to their educational background along with their origin and from where they belong to.
Moreover, this information might help the researcher to analyze their discourse that why they
are talking or presenting themselves in this way or what may influence their discourse during

speaking.

3.7.1 Case 1: Karina Kaiser

Being a social media influencer Karina is creating content and influencing people through her
video. In addition, Karina Kaisar is known as a comedian as she used to create comedy content

and upload in social media. She had started her career by creating videos on snapchat and after
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that started uploading on Facebook and Instagram. She makes comedy videos based on real
life scenarios and through her video she sometimes talks on contemporary toxic topics which
cause trouble and negativity throughout the society. Her use of discourse is not standard Bangla
whether she used to use both standard and Dhakaiya dialect along with English. She completed
her study from a repudiated private university in Dhaka and brought up in Dhaka also; choose
her career in this content creating field. In 2018 she started making videos on Snapchat because
of different funny filters to entertain people and now within a short time period she got many

followers and publicity on social media platforms.

3.7.2 Case 2: Faiza

Faiza is known as Khudalagse apu on social media as her first Instagram account name is
Khudalagse. She started her influencer career by uploading photos of food on Instagram and
gradually made different content such as, lifestyle related content, travel videos, food review,
skin care, fashion and so on. She has completed her graduation from a repudiated private
university in Dhaka as she also brought up in Dhaka. Currently, she has started her own

business which is online based and tries to make this business huge.

3.7.3 Case 3: Rafsan

Rafsanthechotobhai is a popular name among the young generation who are easily influenced
by him. His name is Iftekhar Rafsan and he also has completed his graduation from a reputed
private university in Dhaka. He started making videos when he was in class eight and by
inspiring his friends, he first uploaded videos on YouTube as well as in Facebook and

Instagram.

"I was in class eight and I randomly filmed and my friend pushed me to start uploading”. In

this way he started his influencer career.
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3.8 AN OVERVIEW OF DATA COLLECTION PROCEDURES

In data collection procedure, there are many sources, which has helped researchers to organize
data such as records, interviews, observation, documents and so on (Gillham, 2000). Among
the procedures of collecting data are visual analysis (Covert & Koro-Ljungberg, 2015), semi
structured interview, in depth observation (Patton, 2014), textual analysis, group interview and
so on. For this case study, many sources or options are open to collect data because case study
allows designing research according to the researcher or what the researcher exactly wants

(McCombes, 2019).

The researcher decided to observe Instagram videos and transcribe those that are given in the
appendix to get data as a data collection procedure. In the sub-section of this section discussed

all the procedures of data collection.

3.8.1 Observing Online Videos

In academic research, observation has been used in two ways; one is structured observation
and another one is unstructured observation where structured one used for positivistic research
and unstructured one used for naturalistic research (Mulhall, 2003). The researcher has used an
unstructured observation procedure chosen by the researcher. In addition, observation is one of
the oldest & fundamental approaches in research, which helps to collect natural data especially
looking & listening in an appropriate way (Smit & Onwuegbuzie, 2018). Furthermore, one of
the data collection strategies is observation such as getting to point out limitations, gestures
and verbal response of participants and so on. The researcher observed eight videos of four
participants for this study through online, especially Instagram videos and wanted to investigate

the linguistic approach towards audience by CDA where not only language but also gestures,
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use of pictures, music, captions, using hashtags, emojis as using multiple modes for meaning

making.

3.9 DATA ANALYSIS PROCEDURES

The researcher analyzes data through observation after transcribing Instagram videos of
renowned influencers. At first, the researcher chooses videos of influencers and transcribes
those with English translation where needed as all the videos are in both Bangla and English
language. After transcribing the video, the researcher connected speech with various

approaches and theories of CDA to explain appropriately.
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Chapter 4

RESULT AND DISCUSSION

4.1 INTRODUCTION

The major goal of this study was to explore the language pattern of social media influencers’
along with what influences them to deliver their speech which they are following. In addition,
the researcher as a social media user attempted to find out the reason why influencers are using
or following different types of language patterns when they present anything on social media
along with what influences behind these. Also, the researcher adopted a descriptive approach

which is multiple case study where each of the participants consider it as a single case study.

The findings will be presented in this chapter based on the following research questions:
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e Which linguistic and multimodal resources do Bangladeshi social media influencers

deploy in their Translanguaging practice?

e Why do Bangladeshi Instagram Influencers use such language in their content?

4.2 CRITICAL ANALYSIS OF INFLUENCERS’ DISCOURSE

The researcher finds out different discourse patterns from influencers’ each video transcription
based on Fairclough’s three-dimensional model. In the section below, the researcher is going
to describe the influencers' discourse on why they are presenting themselves in this way and
the reason about using those lexemes in their speech. It is important to note each influencer
from a different background and their discourse pattern is different where the researcher has

chosen similar themes to analyze their speech accurately in order to answer research questions.

4.2.1 Analysis of text

Text analysis means the analysis of spoken and written speech both where spoken discourse
has been analyzed by transcribing them. The researcher has taken three influencers six videos
for analyzing their discourse: one influencer used to review food, another one used to influence
people through food and lifestyle videos and the third one used to make videos for
entertainment purposes. Every influencer describes their videos in a descriptive style so that

the audience can get authentic information about that specific matter.

4.2.1.1 Lexical Choice

The most frequently lexical area is pizza, hotel, resort and Cox’s Bazar where the influencers
mostly use this area related lexical items when reviewing those. According to this fact, each

area of a video has its different spatial repertoires (Pennycook & Otsuji, 2014). This is also an
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example of the current world's language use in this vlog genre where mixed language is popular

in urban areas and technology helps to telecast these all over the world.

4.2.1.1.1 Usage of Adjectives

The utterances of influencers are spontaneous as they are promoting products, foods or
reviewing any place by using their own words which are not scripted. Because they visit
different places and record their opinion to engage their audiences by grabbing their attention
through their discourse. For different kinds of things, they are using different types of words
where they use numerous adjectives to emphasize the quality, nature and so on. Instagram
influencers are making short reels for giving updates about their lifestyles, visiting places, food
quality, products quality, daily activities and so on where they are used to upload long videos
for giving important information which type of videos the researcher chooses to analyze their
discourse pattern. Moreover, adjectives or modifiers help a listener to understand the depth of
meaning of any kind of language and it takes place before nouns and adjectives to modify the

speech or utterances. The researcher has been found adjectives in influencers’ speech and 11
using adjectives are, L:29 (¥ QG (quite big), L:30 (NP 9 (very big), L:34 \G room (big
room), L:35 very favorite, L:41 more aesthetic, L:45 09I clean (so clean), L:65 serene
experience, L:80 huge area, L:86 pretty relieved, L:90 very well trained, L:93 very pleasantly
surprise, L:96 091 5™ beach (so beautiful beach). These adjectives are being used by 11 to

review hotel accommodation. These adjectives clarify that the person or influencer is so much
satisfied with their service and influence the audience to go there or think about these hotels.
In addition, adjectives are being portrayed with a positive meaning in front of the audience and
the audience can make decisions based on I1’s review where 11 used so many adjectives to

express her point of view which she had experienced. The 11 uses these kind of adjectives when
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review pizza those are, L:129 @3 distinctive (very distinctive), L:131 21313 significant (very
significant), L:140 Y32 bland (very bland) and ST STAN (very hot), L:141 43 *(& (very
hard), L:142 g1 crispy (absolutely crispy), L:143 very fluffy, L:144 generous in amount,
L:178 well-established, L:186 amazing feature, L:191 QZFE = (a little more), L:200 M

114 (stale food). These are being used in pizza reviews to emphasize on the quality of pizza

which can help the audience to make their decision on which one they should have.

On the other hand, 12 has been used similar kind of adjectives but not the same while reviewing
pizza, those are, L:230 heavy ST (not heavy), L:233 (<P favorite (very favorite), L:235 so
good, L:238 ™I48 V&I (more tasty), L:239 tangy flavor, L:246 medium size, L:247 =
™ (so beautiful), L:251 very different, L:252 (NP S ™ (very beautiful), L:255 ﬂ@
CTOT (a bit thick), L:256 ARG ATOHT (a bit thin), L:258 ST 57N (very hot), L:270 LT
[°53 (so sour). When 12 gave a pizza review that time, 12 used quite different adjectives to make

the audience understand about the quality of pizza by using some powerful expressions.
Moreover, these expressions are different from 12 but emphasize the quality of pizza. However,

12 use some different and quite similar adjectives while reviewing hotels, those are, L:276

premium room, L:281 2133 nice (very nice), L:284 WICeTl AC (good AC), L:286 unique fan,

L:288 3™ innovation (beautiful innovation), L:302 ™ FICH (BIIT (beautiful wooden

table), L:303 3™ 3™ R< (beautiful picture), L:309 40T nice (so nice), L:314 so amazing,

L:315 3™q view (beautiful view), L:331 %3 nice (very nice), L:341 amazing. 12 mostly use

the word nice to explain the décor, environment and facilities of the hotels to influence

audiences to get into the hotel and enjoy the moment.

11 and 12 have used numerous adjectives than 13, because 13 uses a little bit of adjective while

giving a review of hotels and pizza in the video. 13 only explain about the hotel that how many
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rooms have and the cost whether used a little more adjective during pizza review those are,

L:472 WGy, PG A, JBG AT (tasty, a little bit Bengali and spicy), L:478 really thin
crust, L:481 really good, L:495 really bad, L:526 SRR (very tasty). These have been

emphasized on the texture and taste of pizza so that the audience can go to a restaurant and

make a decision which one will be the best one for them.

In L:140 and L:258, 11 and 12 utter the same word TN IV (very hot) to explain about the

condition of pizza. Moreover, in L:256 and L:478; 12 and 13 utter the same word J3FWN ATOT

(really thin) for pizza. This indicates that influencers are concerned about the condition of food
which does matter to them and also for grabbing the audience's attention. They used these kinds
of words in order to increase viewers' interest to buy and eat. In addition, each influencer has
their own vocabulary list which makes their discourse different from one another and their

gestures are also important for getting viewers as well as making social engagement.

4.2.1.1.2 Usage of Preposition

Preposition is a word which indicates a relationship between noun or pronoun and other words
and the prepositional phrases used as an adjective or an adverb which consists of a preposition,
the object of a preposition and modifiers (Keizer, 2008). In addition, a preposition has been
used in a speech as a grammar form or a lexical element where some preposition portrays
default use of those such as ‘of’, ‘to’, ‘by’. But the researcher found that influencers mostly
use prepositions in their discourse as a lexical element which carry meaning and do not act as
a grammatical form. Most important fact is that 11 has used so many prepositions in her
discourse rather than 12 and 13. The 11 mostly use preposition during hotel review; those are,
L:02 ‘physically I might be in Dhaka’, L:17 ‘I get enjoy these experiences as a result of my

financial planning’, L:25 ‘so without further I do let’s jump straight into the video’, L:61 ‘it’s
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literally right there on the beach’. In L:02, I1 uses ‘in’ which is a lexical element and acts like
an adverbial prepositional phrase. Moreover, in L:17 the Il said ‘I get to enjoy these
experiences as a result of my financial planning” where ‘of my financial planning’ is an
adjectival phrase modifying experience which she wants to enjoy. However, 11 says in L:25
‘so without further I do let’s jump straight into the video’ where ‘to’ is an appropriate one
instead of ‘into’. It indicates that they are not aware of using ‘to’ and ‘into’, and also do not
have proper knowledge about the meaning of these two prepositions where ‘to” most of the

time is used as a grammatical form.

During the pizza review, 11 uses so many prepositions where almost every proposition has a
lexical element; such as, ‘try out’, ‘with me’, ‘look at’, ‘in a partnership with’ and so on. In the
same way, 12 has used prepositional phrases but less in number than 11 where I3 used
prepositions less than 12. In the case of 13, he used inappropriate prepositions in his discourse

for instance, ‘look in” which is irrelevant according to his content.

4.2.1.1.3 Hedges

Hedges is one of the techniques in communication which helps the speaker (influencer) and
hearer (audience) to bring in the same level along with emphasis on understanding and
acceptability (Nikula, 1997, p.188). In addition, hedges are a non-verbal language or expression
in spoken discourse which can make connections between one structure to another structure of
language. Moreover, it can act as a substitute to politeness as the speaker’s utterance may not
mean the negative meaning rather than positive. Influencers used to use so many hedges to turn

their speech from one pattern to another which helps to change meaning and work as a modifier.

For instance, L:46-48 NI~ Xft&el JFHN YeAIRITeT had sipped deep into the layers COT SR

AR SR CTFIF 82 GIIONS avoid PR CTATTN covers T system TR (It

seemed that dust had sipped deep into the layers So | have avoided those areas of their sofa
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there was no system of covers). Here, ‘so’ and ‘there’ are hedges which have been changed in
meaning between before and after the sentence used. In one sentence the influencer uses more

than one hedge as it is frequently used in discourse which is unintentional. In L:60-62 ‘it’s
literally right there on the beach NTTN SIS ST RS (ACH (I A GRIB A FACIR
N beach &’ (it's literally right there on the beach that from my door If I go out and do this,

I'm at the beach). Here, ‘that’ is mentioned in the dataset which clarifies it has changed the

meaning after turning the speech to another event. L:71-72 ‘Location BT Y32 convenient and

QN (RITGET (TP (VTN AP0 TR NI WP (FRITHAT FECO AR (The location
is very convenient and you can take a tuk tuk and roaming around) indicates that ‘and’ has
changed the meaning between two sentences and make a new meaning by using hedges which

is spontaneous as influencers speech is not scripted. Moreover, L:83-85 “&IA(e] REGERY

12 T TAK mentality BT (AFO19 NCIF ACHAT but S JFG 82RIFN (T f

WIS PR JF0I FAT A9F AP0 activity A9 (Actually, most people don't have the
mentality to go out like this, but I'm like that, yes, | need to do something, | need an activity)
clarifies that Instagram influencer mostly use hedges unintentionally as their speech is not
scripted and spontaneous. Also, more than one hedge has been used in one sentence to turn one
sentence to another or one event to another. Here, ‘but’ and ‘that’ successfully changed

meaning from one event to another by turning their speech.

However, influencers mostly use ‘so’, ‘and’, ‘but’, ‘that’, “I” and so on as hedges in their

speech which can help and turn one event to another event and make a new meaning. Therefore,
hedges are very important in discourse which helps to change expressions and show different

expressions through one sentence to understand the situation.
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4.2.1.1.4 Variation in Mode of Language

The researcher has found various modes of language after analyzing the dataset along with
visuals. Only influencers' verbal language has been transcribed from their videos but visual
content is not transcribable. However, when the researcher listens to the audio with visuals to
understand their language pattern, they noticed that only the verbal component is not enough
for grabbing audience attention where background, additional music, background text is also
important to understand their videos and messages. Multimodal theory which has been adopted
from Halliday’s (2004) meta functional theory by Kress and Leween (2006), divided into three
systems such as, i) Compositional system; ii) Representational system and iii) Interactive
system. For analyzing visual elements, the compositional system has three interrelated sub

sections, those are: 1) Information values, 2) Salience and 3) Framing.

When the researcher analyzes all videos of influencers and notices that they are standing or
sitting center of the frame as the most important component put on the center of the frame and
in these videos, influencers are the most important person to influence their audience. In the
bottom of the video, additional information has been added such as, caption, name of pages
which they are promoting and so on. Moreover, in margin different kinds of pictures, stickers,
any kind of results being included which also grab audience attention and it is called salience.
For grabbing attention, text, picture, person are not enough where background color, music,

transition color and different frame is also important

The researcher has taken some screenshots of Instagram influencers videos and also still
pictures to make the point clear about different use of modes in their videos which influence
audiences. Also, Influencers are habituated or intentionally use various backgrounds in their

videos.
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Picture - 1 Picture - 2

In the picture-1, the influencer had chosen a different background where her expression and
gestures were noticed in a different way. She tried to give different information towards her
audiences and make interaction virtually where she represents herself by giving pizza reviews.
Moreover, background color is also different and surroundings as well and multiple mode

included in each segment of videos.
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IN THIS VIDEO

Picture — 3 Picture -4

The picture-3 and 4 are the clip of same video but background is different so that they can make
a video more attractive towards audiences and entertaining. The influencer also added text on
her videos which is ‘on this video’ and this is an introduction part and introducing her
surroundings to give a glimpse of the video. In picture-3 the influencer shows herself and in
picture-4, she shows a glimpse of nature. Moreover, she frequently changes background and
gives information to her audience. She was reviewing a hotel room and representing herself as
well. Furthermore, according to Kress and Leween (2016), she put text at the bottom of the

picture which is additional information.
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Picture -5

In this picture-5, the influencer adds various colors and framing along with additional
information to make the theme clear towards his audiences. Moreover, the influencer put the
important elements in the center of the framing which are pizza and the influencer himself.
Because, the influencer himself represents the quality of pizza and his point of view which are
mostly factual. Also, the additional text ‘BEST PIZZA’ has taken another frame to clarify that

this video is all about to find the best pizza.

4.2.1.2 Use of Speech Acts

The researcher has found five different speech act components from influencers' videos that
are already transcribed. The five components of speech act are, i) Representative, ii)
Declarative, iii) Expressive, iv) Directive and v) Commissive. These perform actions via
speech and influencers mention the factual things in their video when reviewing something as
fake reviews can hamper their career. Moreover, they used to express their emotional thoughts
via language and try to give helpful suggestions or advice to their audience as they can take
decisions keeping those in their mind. Also, influencers always prioritize their audience and
engage with them for further honest review or informative content along with declaring their

next content and sometimes current issues in which they are into as they have that authority.
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The researcher found these things in influencers' videos where they review pizza and hotel

accommodation.

I Representative: Influencers are used to share factual information through their
video whether fake and wrong information can be hampering their image in social

media platforms and the audience can easily boycott them. In L:27-28 the 11 says

‘(T Mermaid Beach resort & SINT beach villa BT fCY |§¢_'1I$I which retails for

24000 taka per night on a standard basis’ (So, in Mermaid Beach resort beach villa
retails 24000 taka per night on a standard basis which we had taken). This line states
that the influencer presents the factual information in her video which is not fake
and the audience can easily justify that the information is right or wrong. In this
way, the 11 shares all the factual information with her audience as during review

something all information must be authentic. Moreover, L:141-143 the 11 says

during pizza review that ‘dough BT Y *I& 26T I crust BT (T Y2 A0S e

W Domino’s A3 crust BT AW crispy of the outside and dough was very fluffy

on the inside’ (dough was so hard and crust in not up to the mark and the crust of
Domino’s was so crispy of the outside and very fluffy on the inside). This review
is authentic about pizza while 11 compares between two types of pizza and presents

factual information towards the audience.

However, 12 says in L:238-240 that JCha €] toppings RIS olives & MTT
tomatoes 8 TATST =T tomatoes I PN P! tangy flavor HHTOTH =G

base sauce BI8 JFAN normal regular sauce’ (Olives and tomatoes use as toppings

and because of tomatoes, it gives a tangy flavor and the base sauce is also a normal

regular sauce). Here, 12 also shares factual information with the audience to give
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authentic information what they can avail by taking appropriate decisions. On the
other hand, in L:458 the 13 says ‘This is the first pizza um... dough o ?j?l’l?l plastic’

. Here the influencer gave authentic and factual information according to his taste
and the quality right there which indicates the representative speech act. Though all
information is not positive, influencers always try to give authentic information
which the audience believes and those uttered words influence them to take the next
step.
Declarative: Influencers have authority to declare any announcement towards the
audience. In L:522-523 the 13 says, ‘so guys you know what to do make sure to smash
the subscribe button’. Here the influencer has authority to say this to the audience and
the further action depends on viewers that they want to do or not. Influencers are
producers in their videos and they can do whatever they want for declarative purposes
to influence audiences. In addition, very few declarative speech influencers use in their
videos except follow their IG and share their videos.
Expressive: The researcher has found so many expressive speeches act in transcribed
videos of influencers. When a person expresses their emotion or condition through their
discourse that is an expressive speech act and influencers are used to express their
emotion in front of the camera which also expresses their opinion about the product.
For greeting influencers start their videos by saying, L:1 ‘Hi guys’, L:211 ‘Hey guys’
and for expressing pleasure they used to say, L:209 ‘thank you so much for watching’,
L:210 ‘Hope you are enjoying the video’, L:212 ‘welcome back to another brand-new
video’, L:308-309 ‘I really love this view’, L:316 ‘I love this I totally totally love this’.
Also, for expressing their own point of view they mention, L:180 ‘loved by so many

people’, L:233 (<P favorite G257 WY extra (6T (5T 12’ (so favorite and ask

for eating several time), L:313-314 “This is the actual view my God this is so amazing’,
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L:532 ‘we believe in sharing happiness’, L:536 ‘sharing is caring’. These kinds of
utterances help to express an influencer's emotion and the audience may understand the
depth, meaning and condition of that product which influence them to pursue.

Directive: According to this kind of speech act, influencers have authority to order,
advise, request, suggest to their audience and other people to do. Also, without moving
influencers can give direction to their audience by using different discourse. Influencers
directly and indirectly give direction to their audience throughout their videos by giving
review on products which may be place, food, clothes, accessories and so on. The
researcher has found that the three influencers used to give suggestions more than

advice or order to make things easy towards their audience as they can take decisions

in a right track. In L:531-532 the 13 says, “TNLT actually pizza 8« l IRSRACILE

AT AU A, (FN? because we believe in sharing happiness’ (we gave pizza

to those people who live on the street, why? Because we believe sharing is caring).
Through this statement the influencer wants to give suggestions that we should share

happiness with everyone which is important. Moreover, in L:19-21 the I1 says,

« (OTNH1 I interested ATCHI TG Y000 BIHFT per month J206T start (T AP =TH
ST experienced fund manager 1 GNNWI(< S2G B AP (I investment risk

BINCT COTNAT best return BI2 A&’ (if you are interested it has been started by

1000taka per month and an experience fund manager od Shanda will guide you so that
you can get best return by decreasing investment risk). Here, the influencer also
suggests her audience to invest in Shanta but not order them to do or invest.

Commissive: When a person promises or commits for future action and future action
will take place, that is a commissive speech act. Also, warning for future action but not
for present which will take place is also a commissive speech act. After analyzing

influencers speech, the researcher has found some commissive speech during their
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video where they promise to their audience to review another place and videos. In
L:537-538 the influencer says that ‘this is Rafsan the ChotoBhai bringing justice to you
guys. By saying this, 13 makes a commitment with his audience that he will bring justice

in future and this is his motto which he has already said in other videos.

4.2.1.3 Use of Translanguaging

Discourse is a powerful mechanism which plays an important role in social community
(Fairclough, 2001) as well as in social media platforms. Nowadays, people are frequently
switching codes during their conversation and increasing the practice of transglossic language
in social media’s video because of social phenomenon. The context of translanguage is mixing
different kinds of language at a time while speaking (Sultana, et al., 2014) and frequently
changing codes. While the researcher analyzes influencers' videos, she finds out that three of
the influencers use translanguage in their discourse such as a mix of Bangla and English.
Bangla is their native language and English is a foreign language which is prestigious as well
as an international language (Nurhantoro & Waulandari, 2017). The influencers of Instagram

utter a single sentence in Bangla and English both, few sentences are, L:413-414 ‘Guys room

&9 sunset <9 view BT W@W@ G2 ST NICOT miss FIA. Here use ‘sunset’
instead of 5@‘[‘6’ and ‘view’ instead of “7*YJ” where except these words everything is saying
in Bangla. This indicates that in a single utterance they are comfortable to use English words.
Moreover, they are using ‘toilet ™NI(®’, “{Jﬁ? nice’, ‘desire 351?’, ‘vibe IO, “‘but’,
‘garlic sauce’, ‘maximum’, ‘link B and so on. They are using single English words in a
sentence and also add ‘T)‘f’, LI, ‘A% and so on. This has become a trend is modern
discourse where in some of sentence they use single Bangla word in English sentence such as,

L:27-28 ‘beach villa BT fNTRATN which retails for 24000 taka per night on a standard basis’,
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L:69-70 ‘Now coming to the location overall E) (4O definitely I would say Sayeman takes

the gate’. In these two sentences, they use a single Bangla word which means that they are
comfortable in mixing codes and western culture influences them in many cases. For instance,
English is a prestigious language and without knowing this social status becomes lower, for
this reason they are using English along with a single Bangla word and vice versa. These three
influencers are from private universities where students and teachers have to follow EMI (Rafi
& Morgan, 2022) but they use Bangla also which is also the reason for this type of discourse

practice in social media platforms.

4.2.2 Discursive Practice

In discursive practice text is not the only product whether the surrounding of a video and
relationship between influencer and audience are equally important to grab attention as well as
know about target audience. Influencers used to use some catchy words and adjectives to attract
an audience so that they buy those products and visit those places by using their promo codes
and so on. Also, audiences can get discounts by using influencer promo codes that also attract
them and help them to make bonding or social relationships. When the researcher analysis the
given dataset and finds some social factors and background of study which are important to

know and clarify the status of the audience in order to make videos according to their want.

4.2.2.1 Social Phenomenon

Influencers always target specific types of audience who belong to different social classes. The

researcher also found after analyzing that three of influencers mention price of hotel rooms and
pizza rather than review only the quality. In L:224 ‘ R0T R(BR 0! budget friendly pizza’
(this is a budget friendly pizza) and mention the price in L:221 ‘3 2f2B AT HNIF ¢oo
O3k (the price of 12 inch for 500 taka) so that audience can take decision that they should go

and have this or not. On the other side they also mention the price of a hotel room in L:28
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‘retails for 24000 taka per night on a standard basis. Not only price or amount can divide criteria
based on social class, here taste is also an important part which is also mentioned in their
videos. They mention hotel accommodation and surrounding restaurants quality and service so
that based on that audience can choose which one is appropriate for them. Influencers should
have kept these factors in their mind and based on this they target a specific group of audience
and make videos to influence as well as help them out. Some influencers promote high-end

brands or luxurious hotels and some are promoting affordable ones.

4.2.2.2 Availability of Technology

In this modern era, influencers become an influencer because of the availability of technology.
Because, for technological blessing, social media is one of the most used platforms and
Instagram has taken place in fourth position. Influencers are making videos and doing live
online platforms which helps them to get engagement within a short time. This availability
makes life easy as people from one country can be connected with another country without any
flight fare or big amount of money. Language is the most important element for maintaining
relationships with one another. For this availability, adolescence is frequently using social
media and most of the influencers are also young. From this point of view, young influencers
and audiences are in the same state and influencers can easily influence their viewers by

promoting their product. The researcher got these things after analyzing.

4.2.3 Social Practices

The researcher has been identified some features which are influence both influencers and
society. Because in society, social media platform become popular nowadays. Before travelling
or visiting or going to any restaurant or purchase something, people are used to check review

and promotional videos for getting ideas. Moreover, influencers also create poll or 1G post to
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get audiences opinion that which place they should review or food or products and so on. For

instance, L:102-105 (9T recently TN newsfeed  tiktok A9 feed 4 videos pop up PR

where people are doing blind taste test (TN WOIAT (BITY ARG N &y they try out
different food item and try to guess what is in front of them’ (so recently on my newsfeed and
TikTok feed, some videos are pop up where people are doing blind taste test and wearing blind
fold and they try out different food item and try to guess what is in front of them), L:178-180
‘Domino’s is a well-established international chain and the reason that it has developed as such

a grand manner and is loved by so many people is because of its transparency’, L:212-214 ‘so

WGP video (O N HHNNITHS opinion NN OIFATI f[F SR try SR 4B
R(BR pizza place’ (so today I will try out some places which are pizza place), L:220-222 ‘so
NS pizza BTE SR W W (T pizza BT [T (ST61 XCER creamy chicken and

sausage 20T 92 2B AF(E AN ¢00 GBI AF9F vat ™1 service charge KGR’

(so here come our pizza and | have taken creamy chicken and sausage pizza which is 12 inch

for 500 taka and the vat, service charge and others).

From these statements, the researcher finds that influencers have given different information
to help people or society to think about. Also, mention prices and amount along with
surroundings which help society to think about those and make interest to have a try. Through
the discourse, influencers build a social community online and do their work as their permanent

or part time job.
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Chapter 5

CONCLUSION

5.1 Introduction

The aim of this concluding chapter is to summarize the study’s major findings and discussing
the critical discourse analysis of Instagram influencers and some important factors that are
important for this study. Furthermore, the researcher also discusses the implications and some
recommendations for further study. Also, this study tries to fill the gap of knowledge regarding
the discourse pattern of Bangladeshi Instagram influencers. In addition, it explored why
influencers speak in such a different way and use some specific words and sentences to

influence their audience and make engagement by promoting and reviewing products.

The research question of the study is:
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1. Which linguistic and multimodal resources do Bangladeshi social media influencers
deploy in their Translanguaging practice?

2. Why do Bangladeshi Instagram Influencers use such language in their content?

5.2 Brief Discussion on Major Findings

The researcher finds that influencers use so many adjectives in their speech to emphasize on
their discourse and attract the audience to build engagement. Moreover, use prepositional
phrases in their videos while reviewing. Thus, they are using translanguage and it is clear that
they are more comfortable in using both Bangla and English at a time. Moreover, they
frequently switch codes rather than using proper Bangla or proper English in their speech. Here,
they do not have any issue such that they do not know either how to talk in Bangla or in English.
They three are from private universities where they have to follow EMI but their native
language is Bangla. This is one of the reasons that they frequently switch codes and use

translanguage which become their comfort zone.

Another most important fact is that, they are mostly using representative and directive speech
acts during their videos. That means, they are giving factual information and suggestions in
their videos. Influencers' main motto is to influence their audience by using catchy words,
backgrounds, colors, gestures and so on. For making an attractive video they used different

modes of language so that the audience can be attracted towards them.

5.3 CONTRIBUTIONS OF THE STUDY

5.3.1 Implications for Society

In the modern era of socialization, communicating with one another has become easier than

before. Because, the rapid growth of social media is engaging people online and connecting
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with each other as well as letting everyone inform about any kind of social phenomena (Ryan
et al., 2017). Influencers of social media, especially Instagram, make videos to spread their
thoughts by using their own language styles with different gestures and so on (Cenoz and
Gorter, 2017). Moreover, the trend of brand promoting or reviewing by influencers are globally
popular nowadays which helps audiences to get ideas from videos or vlogs or contents and

implement them in their real-life activities.

At this point, using this power of influencers’ language, they can make social awareness videos
with high resolution graphics and some powerful adjectives that attract audiences the most.
Because, using adjectives in speech make them trustworthy and reliable which can easily
convince the audience to get advice as well as information for implementing in their life. The
young people of this generation rely on social media and follow influencers according to their
personality. Influencers’ can motivate their young followers by making not only the same kind
of reviewing videos but also awareness videos which could guide them to dive into their regular

activities as well as their thinking process so that they are influenced to serve their society.

5.3.2 Implication for Cultural Phenomena

Every country has a different culture as well as each dialect also has discrete types of cultural
facts. Because, different kinds of people live in different countries and follow diverse rituals,
which is one of the reasons behind cultural variations. Instagram influencers or social media
influencers are also called cultural producers who are able to represent their cultural
phenomena through their producing language (Craig, 2019). In addition, influencers’ language
is not only a weapon to represent cultural fact but also gestures, clothes, graphics and so on
included. As audiences, especially the younger generation, are attracted towards them for their

language delivery style along with their other facts of videos.
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In this present situation, influencers are popular and sometimes represent western cultures in
Bangladesh throughout their contents. In the same way, they can figure out some traditional
facts which are also interconnected with cultural phenomena and make contents to spread out
the whole things about cultural facts. Nowadays, the younger generation are not able to follow
cultural values as well as not interested also. But Instagram influencers have that power in their
language that can influence the younger generation to become interested in cultural values to
follow. Language is one of the strongest weapons to represent cultures and traditional facts in
front of the next generation. To know about cultural phenomena and implement those to
perform in real life activities is important which may be possible through influencers’ powerful

language where they used to use translanguage.

5.4 RECOMMENDATIONS FOR FUTURE RESEARCH

Regarding this study's findings, the researcher would like to make a number of
recommendations for further relevant research in this field. For instance, the researcher
conducted this research for analyzing Instagram influencers language and the other scope is to
find out the impact of translanguaging practice on adolescence. In this regard, adolescents are
following influencers and they are active in social media which may impact on their language.
It really happens or not that will be the gap of further research on the similar field which had

been conducted in this study.

Bangladeshi social media influencers or Instagram Influencers are basically Bangla native
speakers, but they feel comfortable to use both languages at a time. It perhaps makes problems
sometimes to be understood by the audience and lost proper identity of their existence. Also,
adolescents follow them as these influencers are now on trend and the younger generation

always prefer to be trendy. A powerful communication tool has a great impact on society,
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cultures and their people to connect them where language is one of the most powerful forms of

communication.
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Appendix- A

Transcription Notation

\ Falling tone

N Rising tone
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<> Pause less than one second

<.> Pause between one or two second

<time number> | Timed pause

[ Appears at the beginning of the overlap
[
Emphasis
</soft> Non lexical phenomenon — pitch, volume, speed, etc
<latch> Used at the end of an utterance to Show this the

following utterance was produced with neither a

pause nor an overlap

@ Laugh

Unclear word

XX Phrase

? Question

Full stop (.) A termination

@) Text inserted by the researcher for clarification

Transcriptions of videos:

Kaarina Kaisar: Mermaid vs Sayeman review at Cox’s bazar (6:17m)

01 KK Hi guys (9] %ﬁﬁﬁ W Cox’s Bazar WIN /(72 4301 trip (N

02 ﬂ(ﬂ@ and physically I might be in Dhaka but mentally I am

03 still there <music>
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04

05

06

07

08

09

10

11

12

13

14

15

16

17

18

19

20

21

22

(O 43 N @ Pt G2 HRes [Fgms Sl sayeman
Beach Resort & &N W9 fFRMA BAN Mermaid Beach Resort
4 WF (MY IR TR0l resort (F JPUN luxury accommodation

V(N PAT I Cox’s Bazar er N I thougth why don’t I compare

the both and let you guys know the main difference between

these two luxury resorts. <music>

But WIfY MR0l resort (P compare PAL WY COTNTHS Ea0)|
concern address PICO BIR (T TYNR WV J2FPFN JF0I trip

T2 OYN J2F (OINMT WP A T BIPIY A0 (51 0N BIpl

NZIET (FA? (PN sugar daddy (P O [T (07> (oML
(RO 09T concern (T WY FIF BIFI AT AT FICON <. >
W just 7 MO B2 WNE (FN AN WA sugar daddy T OBl
W[ <...> I wish! <music> the fact that I get enjoy these
experiences as a result of my financial planning (Of L) (B
RIS ﬁl@giﬂ?{ PMY investment scheme ¢ invest W o J200
YR MG (OISl [N interested AP W& 000 BIFI per month
G307 start (W AMP WH *MBE experienced fund manager b

NI MG B ACEF (TN investment risk PINCY (OINAT best

return B2 8| (O 29PN Y4 long run 9 investment I
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23

24

25

26

27

28

29

30

31

32

33

34

35

36

37

38

39

40

41

QT By N1 OO0 93 oW [T (N JF61 AT TNRN< . >

so I get to live all my dream without back a gain so should

you? so without further I do let’s jump straight into the

video (O AYTNR WP BfJ basic accommodation NI <latch>

(O Mermaid Beach resort & WINAl beach villa O fNCIfREATN
which retails for 24000 taka per night on a standard basis

(O G301 ((Q villa (O d26R room GI8 (@ IG Qe &K
washroom OI8 (NP BIv) f@e ™9 shower WId basin A GIIANGI
83YTA] WAMANE (MW @ (TN 8BYMNT water-based activity

G5 82YMNE Al floor W N1 R WA ™H Sayeman I

standard room retails for 12000 taka per night. (O villar
Ton 827N IY room Wl R(I8 it furnished in a modern room
manner WIJ WVI{ Sayeman &9 bathroom WINI{ very favourite
PN wet zone and dry zone AW I (A WNE w1 42 fGfSH6I
L fRa® 9 (T friends (R MM T4V room share BIA washroom
g (T GFO (M FAF NG (T A washroom fOUG T tiles
GEIFN IM I AT AP <ew>

HI{ sayeman W Mermaid 9 W] compare PUCA E\E@W decore

PN QP ATO O Mermaid R(ER more aesthetic and touch
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42

43

44

45

46

47

48

49

50

51

52

53

54

55

56

57

58

59

with nature I (T IAN AFG I M NN = | WE G2

TGST0T T ([ARAINT Gy SN W AN AT Sreroneidie
I AT 2R Qe+ Y G29FN SF Gy SR
(AF G2TPN paint GLS BLI MR WF CTPISHAT WINE ATOT clean
HAMCNR <. > NN 2RA JFAN eI had sipped deep into the
layers (O WM (R SME CTPIT 8% QAN avoid PLAR (FLAMN
covers 9 system R I was pretty much on the bed all
the time when I was into the room YOJH WY YUTO JERATT
T ceiling 43 e o mifd oo PRHT <.> xg
Mermaid &9 construction BIR RABR nature 9 ANV collaborate
B(d <.> so that’s fine G201 M GNE good for you guys.
QN (O 8 B GHMR (¥ JFMN WGl YR (T IRF (Y fox01
FPA WNF villa B SN T (TSIGG AR (Y (0T W

W O SR YU O | ™9 sayeman & (IRQ 82T JF0I

proper hotel WIR WAG] (U ANY AN FPd (U (owv Fg

experiencefgﬁﬂi and of course it’s constructed in a much

more modern manner accommodation wise I would prefer

Sayeman. Now let’s talk about a proximity of their
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60

61

62

63

64

65

66

67

68

69

70

71

72

73

74

75

76

17

beach <latch> Mermaid 9 beach villa BI WITNZ2 Y beach

villa Wl it’s literally right there on the beach WI(« IR

WNE W90 (AT (T A 373N <act> PACEIR W beach d|

W FLNS (PN J2IPN (MG AMFAR (T room BIR literally
O villa BI2 GPUN beach A9 NI and this was such a

serene experience <.> where is Sayeman 8 beach 49 PN

PR but of course @ beach Bl 93N room 9 A2(J =]

but WV I (T beach villa 9 dR fGADT a magic of living
right on the beach WI¥ JROIF (PN comparison 2 XA now

coming to the location overall ﬂgGIC\‘) definitely I would

say Sayeman takes the gate <latch>

Location Bl ¥R convenient and QN (R ((PF (NN JP0I
PP0P NI AR (TRPA PO AR WRE [ON restaurants
(TS AT H[{IH shopping PO AT QIS ATNCN beach & g4
chill BYCO AHI<.> Mermaid beach resort marine drive NI
located so once you are there (OTNIE® S2YMAI WHIR AfNw

PO R of course XA Wﬂs OIFAT AT mode of

transportation ST T COTNAT M HCIANTH (TP FACO HI8
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78

79

80

81

82

83

84

85

86

87

88

89

90

91

92

93

94

95

but WNIF V(N XJ when you are paying that high of price

2012 AR (BF PCH (T maximum N2 WI

resort & YN YFH resort IR WP I QL profile
picture WY JUM(NZ QAW <.>@ (O (JXQ Mermaid beach resort
actually spread over a huge area JRXMN (NP (NP YW
JAN AR (OINAT RGO AR IS A and of course (OINIF
room d9 IR J2JPN A0l private beach (NI AR <.>
S G273 N A2F P AR mentality O (RNFOI VT ACHAT
but WY JHFE S2TFN (T Y WNH [FR JF6I FAT AN 0!
activity <.> @M. (T 3F WMT beach ICT MR 44 F FAEM"
QYN BR [EI? @ NN sayeman & T T was pretty relieved
T WY R N AP PR WE LTI GFRP DI light
W MNY] IAG ¢

so well-trained service wise B30I (RCOFIAR staff SIATLEAN
they are all very well trained. &UOI {09 tourist &9 AMNY
Ol d0Ol TO] 9 ©Id deal PR WE L (IR0 INAT =F T

) problem (A0l ¥J JMJOIRR sought out PACR. So, I was

very pleasantly surprise and price fTT AT I Mermaid is
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96

97

98

99

100

101

102

big up there and I totally found the worth the price

PN TOT AP6I experience (T BIPI AP FNA IR, NN TG0
(AP (@ RCY U1 ST beach AR opportunity WH AIGUASM
NS AN, ™F Sayeman (O Sayeman 2 best. I mean it’s
Worth NN W (¥ Mermaid & gym W2 &M other RIRCIB

activities and gym 8 W® 8MT guest (M9 G=J for knowing

comment down below.

Kaarina Kaisar: 250-taka pizza vs 250-taka pizza (6:52m)

103

104

105

106

107

KK

Hi guys (9] recently WINIJ newsfeed & tiktok 9 feed ¢
videos pop up PR where people are doing blind taste
test (TUMN O (BT JF6T AG &y they try out different

food item and try to guess what is in front of them. (I

WY OREATN A2 W (I G8WE 62 AT [feq 197
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108

109

110

111

112

113

114

115

116

117

118

119

120

121

122

123

124

125

126

fON 409 ARG (T2 AP so why don’t I taste this out as
well<.> SRGI WY WC5F (ATHF2 0T (MR this is being done in
partnerships with Domino’s <.> W4 WY JfAN W J2IFV
(PN collaborative partner video (© AP WY caption
MY (MR comment section & OIHF WANT information MV (MR
©I8 (OINIME WK PAPGA 2N GIf® G201 sponsored video BIPI
W@WWWWcaptionnﬂ tagmﬂ—ﬁf. Corvdl
)| point out <Pl fAtond & sherlock Homes WOIAT © WY
QUL 8 = WH JF01 FAT G um.. English I NG &
smart W& P2 J201 =N W 09T jealous (PN (OMNLI?
Just calm down <music> (Ol JP0I pizza order (M AR
international chain Domino’s ([P W JF6I (A AR local
G0l establishment (ATPF that I have no idea about and this
is being conducted by my team. Wi LI @Eﬁ taste PLI
Wd guess PJEI (OT Domino’s WA (PINGI Domino’s =I.

okay I have my blind fold right here with me I POl
TikTok transition <P 3...2...1... uhhu. yes, I am good
to go WIIPOI transition & N ANIN magically pizza O

bl (4. 3.. 2.. <whistle> @ omg bl QMR @ <beep>
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127

128

129

130

131

132

133

134

135

136

137

138

139

140

141

142

143

144

145

G201 (R pizza 1 <5> tast PLEAN memory (O DI time for
pizza number 2 @ WIBR (O <.> full disclaimer WN YN bite
a2 A (5 (T G267 Domino’ s<wow>. PIAN Domino’s I taste
mﬂﬁi distinctive. So this is /so good I want to finish
this O =N @ET compare P(J PN J€(Ql. This was easier
than I thought <PIN W12 Domino’ s R %3 significant

B0l taste WY um: WE WY M FROMF compare PIF not

because I am in a partnership with them but this is far

far far superior than this one. So don’t take my word for

it takes in the visuals (X QEGIE BBQ chicken pizza ﬁi@li pan
pizza 4RO size f& =9 92019 size fF 100k at the topping

Wd flavor wise WIN JAWI this (not Domino’s one) has a
lot of room for improvements but this was bang off.

AYY pizza (O chicken MGT capcicum (AIANG cheese SRR (W
f?ﬁ“f but overall flavor Ol g@i bland f?ﬁ“f Y] pizza B 599
SN deliver Al but dough O Y & B WF crust B (O Y32
0O fRel ™9 Domino’ s A9 crust O PRV crispy of the outside
and dough was very fluffy on the inside WIJ toppings (9]

(MYTOR AR extremely generous in amount when comparative
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146

147

148

149

150

151

152

153

154

155

156

157

158

159

160

161

162

163

164

CPp

KK

CP

KK

to the first pizza.
¥ price P92

price BPLO? <3> W] Domino’s {4 a: margarita pan pizza
O 2519 I =fy $fF 8201 I think 300 something ®NF J3BICOI
BBQ chicken WIH® toppings 2 W& um: I am guessing
ARG 5-600 W ARCT a: JR0I W G« 4261 woo GIFIS AT
Ot w1 @ JROI JPUNR bakery (® q0-to GIPN pizza R IR
R0 G2V REW ©f68 <music>

3F quess FABT TF IFHIMR (72

9 delivery A2 K202 250.

20Ol (Domino’s one) 250 RO FAT NI JR0I PO 2502 @GR
IR oA fF Y000 BIFE combo (@ WOIR(A (OINAT 8 B pizza WNA
83201 divide PCH 92 price O NIH ™F I think 20T delivery
ST 250 AT, (@M order IB(A we got a value for money 83
fRIROI exactly TNENIR but WN IM JHFACT 92 (T individual
rating G20IP2 I have to place this a must higher position
W{ honestly WM I IR pizza O RN I a: there is lot
of room for improvement. BBQ chicken 9 AT Il JRUMN

(Domino’s one) you can clearly see e (O IRIATTS signature
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165

166

167

168

169

170

171

172

173

174

175

176

177

179

179

180

181

182

183

sauce UMP WF chicken J9 (T POl smokey flavor MNP IR
SR AR ARG W OCR WK JR01F W& (another one)
841 dip MUACY but G261 BBQ dip W WH GAHS S2JRA (P
sauce W WIF BBQ flavor Ol (FINONIR A0 KT ACHANT. This
is felt like normally bakery pizza honestly so individually
M AN ARCF (YOIN OIR(A AN L[N FASTON <. > Maybe (PINMAN
NP M1 A90T G201 AN (T (el Oy RO OleR o9V

But if I compare with Dominos of course this one
(Domino’s) takes the place or should I say this one take

the pizza <blink>
WGP (TN game 9 OF(G (B I9 IE PV (YR but

usually (ACRQ (BIY IFH R4 Q2N QT (614 IF <picture> P4

AN FIFN A AN BN A v AN (O similarly ANICAS

(B1Y % FE AR order (M BGg « <.> J201 AT AL g

P 19 EbQ'QTQm? Domino’s is a well-established

international chain and the reason that it has developed

as such a grand manner and is loved by so many people is

because of its transparencies <.> Domino’s {9 (JCPICAT

outlet & (9101 glass wall WA MY S1fFg Medte R <. >
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184

185

186

187

188

189

190

191

192

193

194

195

196

197

198

199

200

201

202

SR BIYE SN SRR A[IK0T prepare Bl AR but IR
luxury O (NN SINHT QA (Pl when we are ordering food

online PN AL WA (MATO ANMRA how our food is being
prepared and keeping that in mind Domino’s has added an

amazing feature <.> order place P AN AMY confirmation
message & (I link O W 8201 MIA (OTNIRALF divert Bl
R({{ pizza live theater screen ¢ where you can see how your
food is being prepared HEOEIREI0)| improvement <P (A© M
YNl actually RAET R UG pY) (A7) phone AT instruction AT
ATON (T AR O JPp @™ BE chicken add PEAN & ORA
VK éﬁﬁg Fﬂﬁ'capsicum please<.> but I think 8dl figure out
PO AT (T AWK VO (NEST 94N chef HBA(P NP GIAC]
<latch> I think this is revolutionary step PN W{ (FIN
establishment 24PN (PN feature offer PLH AP and
Bnagladesh €9 food and restaurant industry and unhygienic
environment 8 hand in hand W3 NG AT AWM 4F JP0! AT
restaurant fined XN JXJPN BHAGIANEGl ©OF YRIF RRIK (Ol
FAL G, AN YR REF FAE GO (O G2GFV AF0! feature

99 access AISA where there is absolutely no hidden sic
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203

204

205

206

207

208

209

210

211

when it comes to your food is wonderful <.> so yaa if you
want to test out their feature OIR(H Domino’s (Y(F order
PLL (PCAT <.> you can either place your order through their
app through their website or you can call this number right
here (display on screen) WINAl WA WA AMCFAT atleast N
G201 FfF order place P rider (F check PO AF F2 8

ST 8201 NI H(J @ preparation process O (WA @ <latch>

anyway thank you so much for watching and I hope you are

enjoying the video and I will see you on the next one /bye.

Fahrin Faiza:Top 5 pizza in Dhaka (16:42m)

212 F

213

214

215

216

217

218

219

Hey guys Assalamualaikum this is Faiza from khudalagse

and welcome back to another brand-new video so WGP
video (@ WY WHNTULI opinion NI ORAE fFR GUEM try
PN ANl (PR pizza place WH NN (HR FAMA ST N
group & GF0I poll create PANAN (T (FN pizza place you
have ever try (O 84 (T ¢ B place SIGIRO @A vote HAIRCHA
SBYMH WGP AN T [ A& N last 4 AN O I

SN (FNOT OIS .
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(l:16m)

220 So without any further do let’s get into the wvideo.

(1:45m-3:34m)

221 so O pizza Bl OIPR WK SN (T pizza O WS T60
222 R creamy chicken and sausage 4301 2 2P (X WANF
223 €00 BIFT I vat W service charge ARGR. (O first
224 SN dFOI pizza slice QA (N2 hmm <soft> STRI PLIPOI range
225 99 pizza WA <.> 4301 XA(BR JBOI budget friendly pizza (Ol
226 WM O WGP (MY compete PAWI (O budget friendly
227 GBI try DA (M. WH 4201 S g7 WS SNBAE AR &R
228 G20l one of my favorites. Mainly because HEXI(C sausage
229 (Ml A W19 (R chicken APATY (M. AT cheese 9 crust
230 0T M IS =W it’s like TFAN ANGAS N WHRIF dough Bl XN
231 heavy . ARG % crust O WINE @V 4RY 2. WF GAR
232 parmesan cheese MU WE MM I kesan AP0l cheese WA
233 61 foOt MTT for the creamy (AT (MY FOLP justify P
234 A0T. ™ g2 sauce B WNP favorite WINIF <3> G201 WMV extra
235 (6T (6UF (N2 SIIANY. First d 301 sauce RI0I HIESCIED|

236 Hum... so good <music> 4JR0M® W(NP WG (WA A fCoE =K
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237

238

239

240

241

242

243

244

WNE R TG0 GFUN ST FRN JFAE &G IING N
(51 YJT pizza ASW W8 RA. Garlic sauce A7 MY (G AT
ACeT (YT RS WG 19K, BN toppings [RONS olives & WA
tomatoes 8 T WH tomatoes A4 JIAN JF6I tangy flavor
O] |H base sauce GBI JPAN normal regular sauce O
use P R nothing spicy or something O IR (YO ANA.

Q2B WNE AN crust A9 ﬁﬁi'ﬁﬁﬂﬂ I think this is one of the

best pizza in cheeze and overall in Dhaka.

(4:12m—-6:05m)

245

246

247

248

249

250

251

252

253

254

so QYN (Y WM sausage type 9 JBCI pizza [PFETN ©R
G208 JBG similar (NNE try P,  JRUAMN AN QA sausage
and peperoni. G201 WMV medium size NPT AH JROIE AN 8 same
¢oo BIFIR Q@ W NI vat and sd. 20 (RATS (N JWI
O BN peperoni (A WE 26T RABR beef peperoni by
the way WIJ MY (R jalapeno (MAT WIJ sausage cut P
(MO, 9R sausage O NN R AN (T they bought from any other
store 4201 891 fNUGEl AT FEN it’s very different and J201
(] beef sausage W overall W(NF (I cheese (RS WTH.

WE 8Md crust (O AR QN2 Domino’s F crust WA cheeze
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255

256

257

258

259

260

261

262

263

264

265

266

267

268

269

270

271

272

99 crust “F opposite. Domino’s &F crust O JPQ heavy X
WK dough GBI PG (WOl R, WK UM (T cheeze dF crust U
(4N G ATSA T W[ ANF SN JFAN hum. .. ATSH6 ZAAE
<soft> B8ROl WINIF BT JPY better N (M JROT (U SN
NN (T (PAN 50O, WY (PR J0eT MY (T AN jalapenor
ARS JFOI AEW IFCNF attraction WA (O J2OMF SN ZHCOI
dPE @AM rate FACO AME. 8% WOl rate PO WM
WINNITME rating basis & QPTON. WF WHNCAL rating wise
Domino’ @ 3rd number 4.

WINE pizza Gl (ONN JBCI QW IANR PN STHL marinara sauce
9 PR, sauce WSO Il but WMol MY T TN (R
W20l pizza 9 sauce POl pizza (O MIT MOI. (O WNEF FICA
GGl SRR, I W8 SN AR pizza GBI RSN ©YF
%01 (I @I Qe but consistency H(A AUCO AINR. AR IR
TINEPNR (0N P06 impressive FNNZR. Beef sausage G (I¥
OIAl peperoni Bl okay okay but sauce 9 BN pizza Bl AW

GF slice 2 A0 (ATO HNAWRNAN (T g0 5F ACOCH. 6T SN

PNR<3>(08 N G20 AN IMR<5>A8 YBFEAT. T don’t like it.
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Fahrin Faiza: 18000tk vs 13000tk room at Sairu Hill Resort (9:42m)

(0:18s-5:33m)

273 FF

274

275

276

277

278

279

280

281

282

283

284

285

286

287

288

289

Hey guys assalamualaikum this is faiza from khudalgse and

welcome back to another brand-new video. So WGP video
(9 QAT &ie @Tﬂfi Sairu Hill Resort MY &. <music>
N G4 (T room O (© RIRFCA WT@ G201 (R Sairu d most
premium room. WGP SN sairu ¥ most affordable room GI®

HIANIMLIP review P (MAMEQI. So without any further do
let’s get into the video.

So WINH RN (T bed 9 BN WANK (MATO ARN L& L
B POl wallpaper (R WE decoration Ol [FT 4R nice.
W bed dd B2 A U20I side table (MF WM® WK W20I side
table & N ¥ information WP HNAH SR APE K (AN
WMR. WK GNEF JBCI Ol AC. Ol AC IO PN AT (T
room OIY fReN 8RO ac (0NN JFCI Ol RUAMT ¢ <soft> WH
TAR T R 8 JB0! unique fan WIS, WF side & JBOI
ceiling light WIS WMR. WI¥ ceiling light OI decoration
PAE G5 O ST AP6I innovation BACT (F SMA dustbin O

(F 00l B MIA. This is the dustbin and J20Pd 8T GF0] I
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290

291

292

293

294

295

296

297

298

299

300

301

302

303

304

305

306

307

308

eI, G2 v WS WK NG GP01 table WIS (JUTN A B
PRE (YT BN (3T01 WIS |NR. W ARBHAT complimentary
stuffs. WE d% side & GOl work table WISW WF JPF0I chair
MO W(R. W (IRY (G season WH NN I AR
OI2 G2 SRR AFG (@ cautious RO Of6®. O ANl
PGl Xpel aerosol carry PIACON. WF AN (Y I travel
PACON ©OIR WM ©fbg GRIPN JB0I aerosol bag & MU GG
FRAN FCNHE TIZ (@A JIF0T Ol Al AN GFG A (=Y
lunch & [MAT OR IR aerosol O Py MIT (M. <music>
INNET BIRCE (BN super shop (WP B W@ AT @K
order PACO BIR(A WV BHEKL description d JBCI e-commerce
site d9 link MY MOAR.

H 9% side d POl AL FIIF table. AN FMY table O
Y(AR aesthetic e W NG JPOI mat WS MR colouful
(T 9% room 49 vibe G MM AL A I WH QAR Aafq

NI JF0] JM sitting area. AT WANLHTO! GIAN (T sitting

area (MYA WY IS (T WHANRT TWE YW B[ QIO AR but
AN M BN QRN T AR IR O A JFQ Fe (WO AT

TN AT QU 2NN PO 9T view (MAR@N WF Iie RN, T
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309

310

311

312

313

314

315

316

317

318

319

320

321

322

323

324

325

326

327

really love this view. View Ol 0Ol nice W4 WARTST JIF0I
ARG GATH. You can imagine like /so good but {2 room G
SIABIR0® main attraction (IO (0T YN (RYR. So, this is the
main attraction balcony Bl WPE BCOGI WM ©f YN AT TR
N PEN AR (N Y W WG AFHGN W NN (R but this is
the actual view my God this is so amazing trust me 24N
ST view WM WNH life & WK room (AP FUNEG AIRAIR.

I love this I totally totally love this. W4 ‘R side 4
NN GP0T S [GasT (Mo gied of <. . .>

H R room &9 best part Bl (RN QTN WHNNTHR (RIATT (FR
G% room A9 WENIHGI. Gate MUV LHRERN WF RCOF AN AR
WEANRO! AE. IR o7 ANET GF6T AN WE JRLAA AN
WML bag RGN FAPR (@Y MARQ. W 891 AGR JRAMH AP06I
™ T =9 MY GF6I blanket M.

GFH0! fOfNST (TBT noticeable (T 8 CITNINIG provide ICIAI.

mini fridge RISAT W ANY (R slipper WIS ANR. And now
I show you the best part on this room. This is the washroom

NN washroom & QIR (MU S9H JP0! basin WGW WE 42

mirror O WINIE IMNY %]33 nice @I, 3] %QC\‘)E B0 nice
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328

329

330

331

332

333

334

335

336

337

338

339

340

341

342

343

344

345

346

earthy feeling A~ NN | JRAMN AFC6I hair dryer WIS
(0T WA AHNF most affordable room Gl (O HANIN « WK
GRAMN WANF complimentary TG~ T A 0 HI (MW ANR.

T like the sink ¥d2 nice ¥Yd2 nice @ AT dustbin WY W
AN toilet VMY W AR 6l N2 AT mainly towel
SIGIINIG G3. I really like this. W4 BT ceiling ¥ nice
S[FIGI I M decorate P W JRAMA shower (MUTO RN

e[ RPRAEAD)| antique feel fRT®T and this is the bath tub the
most premium round bath tub everyone desires. At least
HINCOT WP desire kori. ﬂﬁi ﬂﬁ? nice IOl vibe HOIR
also the view is amazing.IM8 gYN ?ﬁ AJCOT WIF 9dl view
Bl I3 (GIF (T but WA G2 T4 shower O AP
WE RN ARMNGT WH (VLS view (MAWE@N /oh my God this is
amazing @ /oh my God WY JEAIENN washroom G2 (TN time
FIOW WS AE.

overall this room is cost you 18000 per night WIJ EW]

W room IMS modern 2GAN G+ WF J20IO breakfast included.
lunch ®{ dinner (STR0I WHNMH WM FE PN (A4S Q. 1

really like this room PN G2AMN (I decoration O P NN
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347

348

Rafsan:

modern 23(E18 4<d earthy GF0T feel MTOA. T like this one

W MBI important NN (BB ST view Ol.

Hotel review at Cox’s Bazar (0:37s — 1:00m)

RTC- Rafsan the Chotobhai

HS- Hotel Service

349 RTC

350

351

352

353 HS

354 RTC

355 HS

TGP oo BIFE (XOA vs S¢0000 BIFPRF (RCOET video JPAEI

oA g G261 $¢0o000 BIFIF (RO JPF0I room ATOIP MO

S¢0000 BIFT fF WA (T Y¢0000 BIFT let’s go check that

hotel first out.
Please sir seat.

they have fancy welcoming drink @ <4> not the best.

HNM] room ready e signature @IN({|

(1:20m -3:40m)

356 RTC

357

358

359

360

so guys I am getting my first look in my 5¢0000 [ORIE
room.

GF0T fun fact A this entire thing SOl apparently SINITAL
/G201 W I living room G2YMN 0T balcony WNIA /ow..

oh <.> okay but wait it has a view <music>
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361

362

363

364

365

366

367

368

369

370

371

372

373

374

375

376

377

378

379

HS

RTC

HS

RTC

HS

RTC

HS

RTC

HS

RTC

but guys AT (MR 8 2N WF JF0I bed room WA /oh

/RGB lights /RGB lights @ this /room /oh wow

G2 0T view HTERN|

AR fF CHE (O view WRE CIAT R(Q?

CHN(d swimming pool WA

OHNE fNUGd swimming pool? [Personal?
[l personal swimming pool.
(S5 GR (RMBA room X F9?

normally 1 a: S&0000 BIFIE Non|

Y¢0000 DBIFPI? Guys G201 fF® Y¢oooo BIHI ALl duplex building

Bl. but WY fFE G207 45000 BB AR I (FNN? I got a

70% discount because I booked this hotel through sharetrip
and I booked my novoair flight from sharetrip and I got a

discount as well and use my promo code to get a discount
and before that WIN{l private swimming pool o & meUre
[ATIET?

[yes yes

wait $¢0000 BIFR room 4 F =N ORI iphone ¥d charging
[cable YIP(].
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380

381

382

383

384

385

HS

RTC

HS

RTC

HS

[AINTHY cable WA ANAN DIES

@ /o: this is my private swimming pool & 08 fF @MR?
Ggsfinfinity swimming pool.

& 8201 infinity swimming pool. WK 4201 WINF fNre@ =iy
GYNR WS A2

13

2T

(4:50m-6:10m)

386

387

388

389

390

391

392

393

394

395

396

397

RTC

HS

RTC

HS

RTC

HS

RTC

so far, I love your service it is 10/10 WA personal
GF0l pool WI(Y.

Guys WY fFT QYA hotel room (RUN (¥ HI~R.WE
room WY W2

OMR.

N6 room (MY W (¥ I™NY AR YN CIFN IS0 dFG (R0

©IR qYUMN OISO .

from this way.

oh this way? Can I, do it? Can I do it?
I feel IY(AIPB.

touch up here.

[/oh @
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398

399

400

401

402

403

404

405

406

407

408

409

410

411

412

HS

RTC

HS

RTC

HS

RTC

HS

RTC

HS

RTC

HS

[oh yeah come on

[/oh /wow. So guys W (ATOeTl (A NGO WSV, so guys
G2YMCH W JFOI room MR W JRAMNS RGB lightning WY TV
OMR. And 42 ground floor & its come with another room and
this is the other room guys Oh /wow. NIBR[ GATI view O

pbetter but ONT N6 similar?

yes

TN G '@ﬁ carbon copy and ICRERET '@:BT ['IIETJL[ BIF0T
[N oG

ECRISESEIOE

total 5 rooms.

total & O room. NN S0 G fN(d WO AREI-?
T 93 JIN.

chill PO AKE? @

chill chill 100% chill.

(7:18m—=7:55m)

413

414

415

RTC

Guys room ‘d sunset 49 view o1 (M2 oIy I\‘JII@, e
AT TSI miss P <music> /oh my God <music> guys GEW)|

edited Wl <5> you know W best part SO (OIN{l BEIEY
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416 W(R] and we are experiencing this together. Crazy @ <soft>

417 this is a view and you would not wanna miss. So, guys

418 HINACOl $¢0000 BIPIA (MCOLA AP NG HIATN.

Pizza review

419 RTC Guys right now we have every pizza in Bangladesh

420 blind fold A Qmﬁi so (PO AT JRACQINI so Bangladesh &9
421 best pizza,aﬁa'ﬂﬁ5 90N pizza WY we have pizza from Pizza
422 Inn,Digger, Pizza Hut,Cheez, Domino’s, PizzaBurg WI(R,

423 Bella Ttalia 8% W@I2 what Digger 49 pizza box WIJ Cheez {{
424 pizza box GF2 (MUTO..Hello guys this is Rafsan the Choto
425 Bhai and right now we have every pizza in Bangladesh.

426 Starting from a Y400 [ORIE pizza to 0O Bﬁmﬁ'pizza and we
427 are gonna find out which one is better but (OINSl RO I
428 N NfF BIFAR AT NP bias. J9 G AN pizza O QAT
429 plind fold IMO WM fFR (MATS AR and WNCF YA (I
430 Gl I have a tiktoker with you. So 8 WINI(F Y« 4I8AM{ and
431 (ML (HIHOI (PN IHCNS and rating Ata1<.> on by the way
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432

433

434

435

436

437

438

439

440

441

442

443

444

445

446

447

448

449

450

RTC

Back

RTC

guys LR pizza B T ﬂ@ (M4TS B2 so let’s open it up.
Wooh guys this looks oohkey oh by the way WIN{l ﬁF@ ifeT
pepperoni pizza order ﬁﬁ% today.. Guys so let’s see
PizzaBurg 49 pizza (NN (MY guys oh wow! Oh Salman

Mugtadir 49 number 8 N1 @whoaah let’s go let’s try it
out guys. So guys right now we have every pizza in

Bangladesh and LI pizza (X ¥M(< WY blind fold AT ™I,
so (PNOT AMAT AWM so unbiased G0l review MIAT. AR

best pizza F22 O YJAF pizza WA we have pizza from
Digger, Pizza Hut,Pizza inn, Cheez, Domino’s, PizzaBurg

W], Bella Italia WM «IN I ] AMHA @2 WA (&0 so..
8(F headphone AW (M2?

PICA?

8T I

Headphone (I | FEN 8 sound IR (FINGI (PN side M

HMOR I don’t trust him

[AR] okay okay <music>
let’s start Mahadin

Okay

83



451

452

453

454

455

456

457

458

459

460

461

462

463

464

465

466

467

468

469

RTC

RTC

RTC

oh wait wait wait.. guys ¥IS¥I{ o ey guys important Gt
make sure to smash the subscribe button and'ﬁKE comment
Pl and last week JPGN Gordon Ramsey Ed video (O comment
PIY (¥ this is the person this lucky commenter won 50000
ORI you can be the next person (¥ 50000 OIFT TGO so make
sure do comment, like & subscribe because August 49 WY
Emﬁtﬂ we are giveaway an iPhone 14. Let’s go let the game
begin! This is the first pizza.<music> um.. dough tﬁ ?Eﬂi

plastic @9 WOl and definitely G201 Domino’s Jd pizza. The
dough is tasty, the topping suck so I would give this a 7.
<sound> bro {20l cheeze NI J201 AT 4201 F2 (AF2 IR0
cheeze I WOIR.

PizzaBurg? <sound>

I, Pizza Inn?

Final answer WI8.

But it it It’s say it’s from Pizza Inn. If I am coming

about the ratings, it’s a 6.
OIR pizza o (MY YISTF W just taste WIS weird TNTOCA.

Okay lets’ see. Let’s try the third pizza. Let’s go.

84



470

471

472

473

474

475

476

477

478

479

480

481

482

483

484

485

486

487

488

489

RTC

RTC

RTC

RTC

RTC

FIAAEH? Guys so far (T FROI pizza AR WNH J(FANI2
CIRRIERCIE] legit TNRA2 ©I2 <music>

TG, gPp el dPG A AR, good

Final answer?
My guess is this is from digger. uhm.. rating.. I would
give it 8. I like it.

Fourth.

Forth pizza let’s go. PRP? <music>

Hmm. Really thin crust but wow. This is Bella Italia.
Right? /Right? Am I /Right?

W2 you guys are hm okay it’s a 9 I would give it a 9.

It’s from Bella Italia it’s really good.

Fifth pizza.

Uhm <..> WY & 49 MYCO AM&? <music> @@ pizza hut.
Rating?

5. <background sound>

<eating> mm <..> Cheez right? /Right? G201 fF cheez?
G20 A QAT

BRI, ©I2 next P22 <music>

AT AR
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490 M

491 RTC

492

493

494

495

496

497

498

499

500

501

502

16:20-

503

504

505

506

507 M

WE GP0I bite. <music>

oh<5> <bip sound> (OINAl fF QKA T M52

R OI2 A ROl JHFCI RSN, I am sure this is Digger or
Pizza Burg <music> sausage (O 4F UMY (MO <.> hmm G201

Pizza Burg mm <..> crust and everything not bad but £I3
sausage is really bad I think I would give it a 6 <music>

done? So the rating <..> 4e{l? So first (A pizza OEIEGIRY
8201 FAWSF fed? O =N IS ©1R (Ol FCO 0: my God
©OI2 301 FIo AT f@"f <music>

So guys (ONAICO] AN review (MYA (Y which one is the best
so WO biased ROR AN WL tastebuds SN WOR AN
anything but that’s why N WE8 ANGOHAF W« 5 8id

tastebuds IF G <music> AYN 8 8T review MII <eating>

So guys OMJ ST (N so 94N basically AN GINATH
which one is the best pizza and COINAI G0l G qGr8 ¥

12612 3% N 22 literally TOIPOIF W& except I think

pizzaburg d9 BV <.> because I think pizaburg &9 BI¥ [ah:

[Pizzaburg
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508

509

510

511

512

513

514

515

516

517

518

519

520

521

522

523

524

525

526

527

RTC

RTC

is problematic man N | AT
AN PO (PN? [But bro

(6 TE=BC

[ 4201 *T8EM6 1 <..> so guys WINIHR pizza
LI8WE AT WWEF (T final ratings 301 @ G201 (display
picture) and WINI{ teammate (M9 pizza 48] AL final rating

f@"f G20l and ﬁi@la cumulative score count PCA WNE (MU (I

the winner is /none other than BELLA ITALIA < music> so I
am unbiased actually ha-ha..

so bro now guys <clap> we did trying every burger we did
trying every pizza you know what we should do trying every
French fries, right? <.> I don’t know we should /make into
a /series guys /this is the 2nd episode of /entire series
<.> so guys <clap> you know what to do <.> <clap> make sure
to smash the subscribe button <.> this is the 2nd episode
we are gonna make it series after series after series after

series and guys let us know what we should try next and
(O] PR (PN pizza Bl (MTY SIIGIRCS (@A WGy 190 FIA
WY 98 Vg 9 FE WNE GZW FING M and this is Rafsan

the ChotoBhai /bringing justice <.> oh wait MEY) (4]
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528

529

530

531

532

533

534

535

536

537

S(NF pizza W® <music> guys COTNAT M W1 FF AT (I
WINAl pizza W (PN AT WP then you are wrong completely
wrong PIAN Nl actually pizza B NI NG IS AW

M <.> (PN? because we believe in sharing happiness and
guys do you know what else is sharing happiness? Pizza.

and M2 WP Y* & and AP COIAGTHA and NGl J2 try

FAET VWPRGANT W8 help P that is my message PIIN

(NP young NIYIGN (M4l always help because sharing is

caring <music> this is Rafsan the ChotoBhai bringing

justice to you /guys.
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