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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 
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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 4th 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 21st 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 2nd 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 
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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.  
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1.1.2 USE OF INSTAGRAM IN BANGLADESH 

The most popular social media platform is Facebook in Bangladesh where Instagram has been 

taken 4th 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.  
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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.  
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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.  

1.3 PURPOSE 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 
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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. 

1.4 NATURE 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. 
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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 
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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: 
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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 
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(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 
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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 
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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 vloggers 

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.  

 

3.5 SETTING 

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 technique 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 A BRIEF 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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● Which linguistic and multimodal resources do Bangladeshi social media influencers 

deploy in their Translanguaging practice? 

● 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 I1 

using adjectives are, L:29 বেশ েড় (quite big), L:30 অনেক েড় (very big), L:34 েড় room (big 

room), L:35 very favorite, L:41 more aesthetic, L:45 এন ো 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 এন ো সুন্দর beach (so beautiful beach). These adjectives are being used by I1 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 I1 used so many adjectives to 

express her point of view which she had experienced. The I1 uses these kind of adjectives when 
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review pizza those are, L:129 খুেই distinctive (very distinctive), L:131 খুেই significant (very 

significant), L:140 খুেই bland (very bland) and গরম গরম (very hot), L:141 খুে শক্ত (very 

hard), L:142 একদম crispy (absolutely crispy), L:143 very fluffy, L:144 generous in amount, 

L:178 well-established, L:186 amazing feature, L:191 একটু বেশী (a little more), L:200 েোসস 

খোেোর (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, I2 has been used similar kind of adjectives but not the same while reviewing 

pizza, those are, L:230 heavy েো (not heavy), L:233 অনেক favorite (very favorite), L:235 so 

good, L:238 আরও মজো (more tasty), L:239 tangy flavor, L:246 medium size, L:247 বেশী 

সুন্দর (so beautiful), L:251 very different, L:252 অনেক সুন্দর (very beautiful), L:255 একটু 

বমোটো (a bit thick), L:256 একটু পো লো (a bit thin), L:258 গরম গরম (very hot), L:270 এন ো 

টক (so sour). When I2 gave a pizza review that time, I2 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 I2 but emphasize the quality of pizza. However, 

I2 use some different and quite similar adjectives while reviewing hotels, those are, L:276 

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

L:288 সুন্দর innovation (beautiful innovation), L:302 সুন্দর কোনের বটসেল (beautiful wooden 

table), L:303 সুন্দর সুন্দর ছসে (beautiful picture), L:309 এন ো nice (so nice), L:314 so amazing, 

L:315 সুন্দর view (beautiful view), L:331 খুেই nice (very nice), L:341 amazing. I2 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.  

I1 and I2 have used numerous adjectives than I3, because I3 uses a little bit of adjective while 

giving a review of hotels and pizza in the video. I3 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 মজো, একটু েোাংলো, একটু ঝোল (tasty, a little bit Bengali and spicy), L:478 really thin 

crust, L:481 really good, L:495 really bad, L:526 বেশী মজো (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, I1 and I2 utter the same word গরম গরম (very hot) to explain about the 

condition of pizza. Moreover, in L:256 and L:478; I2 and I3 utter the same word একদম পো লো 

(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 I1 has used so many prepositions in her 

discourse rather than I2 and I3. The I1 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 



29 
  

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 I1 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, I1 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, I1 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, I2 has used prepositional phrases but less in number than I1 where I3 used 

prepositions less than I2. In the case of I3, 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 মোনে হচ্ছিল একদম ধুলোেোসল had sipped deep into the layers ত ো আসম 

হনি ওনদর বসোফোর ওই জোয়গোগুলো avoid কনরসছ তেখোনে covers এর system সছনলোেো’ (It 

seemed that dust had sipped deep into the layers So I 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 মোনে আসম আমোর দরজো বেনক বের হনয় এইরকম করনলই 

আসম beach এ’ (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 টো খুেই convenient and 

 ুসম বহোনটল বেনক বেনম একটো টুকটুক সেনয় অনেক ব োরোনফরো করন  পোরেো’ (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 ‘আসনল এইরকম 

েোইনর সগনয়  ুরোর mentality টো বেশীরভোগ মোেুনের েোনকেো but আসম একটু ওইরকম তে হ্ো াঁ 

আমোর সকছু একটো করো লোগনে একটো activity লোগনে’ (Actually, most people don't have the 

mentality to go out like this, but I'm like that, yes, I need to do something, I 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’, ‘আর’ 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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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 I1 says 

‘ব ো Mermaid Beach resort এ আমরো beach villa টো সেনয়সছলোম 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 I1 shares all the factual information with her audience as during review 

something all information must be authentic. Moreover, L:141-143 the I1 says 

during pizza review that ‘dough টো খুে শক্ত সছল আর crust টো ব ো খুেই েোনজ সছল 

আর Domino’s এর crust টো একদম 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 I1 compares between two types of pizza and presents 

factual information towards the audience.  

However, I2 says in L:238-240 that ‘উপনর toppings সহনসনে olives ও সদনস 

tomatoes ও সদনস আর tomatoes এর কোরনে একটো tangy flavor আসন নস আর 

base sauce টোও একদম 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, I2 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 I3 says ‘This is the first pizza um… dough টো পুরোই 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.  

ii. Declarative: Influencers have authority to declare any announcement towards the 

audience. In L:522-523 the I3 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.  

iii. 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 ‘অনেক favorite এইটো আসম extra বেনয় বেনয় খোই’ (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.   

iv. 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 I3 says, ‘আমরো actually pizza গুলো সেনয় আমরো 

রোস্তোয় সেোইনদর সদসস,বকে? 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, 

‘  ব োমরো যসদ interested েোনকো মোত্র ১০০০ টোকো per month এইটো start হনয় েোনক আর 

শোন্তোর experienced fund manager রো এমেভোনে গোইড কনর েোনক বযে investment risk 

কসমনয় ব োমরো best return টোই পোও’ (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.  

v. 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, I3 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 & Wulandari, 2017). The influencers of Instagram 

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

এর sunset এর view টো বদখোই  োড়ো োসড় এইসদনক আনসো েয়ন ো miss করেো’. Here use ‘sunset’ 

instead of ‘সূয যোস্ত’ and ‘view’ instead of ‘দৃশ্’ 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 আনছ’, ‘খুেই nice’, ‘desire কসর’, ‘vibe আসন নস’, ‘but’, 

‘garlic sauce’, ‘maximum’, ‘link টো’ and so on. They are using single English words in a 

sentence and also add ‘টো’, ‘খুে’, ‘আনছ’ 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 টো সেনয়সছলোম which retails for 24000 taka per night on a standard basis’, 



39 
  

L:69-70 ‘Now coming to the location overall এইটোন  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 ‘এইটো হনি একটো budget friendly pizza’ 

(this is a budget friendly pizza) and mention the price in L:221 ‘১২ ইচ্ছি পরনে আপেোর ৫০০ 

টোকো’ (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 IG 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 ‘ব ো recently আমোর newsfeed এ tiktok এর feed এ videos pop up করনছ 

where people are doing blind taste test বযখোনে  োরো বেোনখ একটো পট্টি বোঁনধ 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 

আজনকর video ব  আসম আপেোনদর opinion সেনয়  োরপনর সকছু জোয়গো try করনেো এগুলো 

হনি pizza place’ (so today I will try out some places which are pizza place), L:220-222 ‘so 

আমোনদর pizza েনল আসনছ আর আসম বয pizza টো সেসস বসটো হনি creamy chicken and 

sausage এইটো ১২ ইচ্ছি পরনে আপেোর  ৫০০ টোকো এরপর vat আর service charge হোসেজোসে’ 

(so here come our pizza and I 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.  



45 
  

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 

↖ 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 

X 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 ব ো সকছুসদে আনগ Cox’s Bazar আসম /বসই একটো trip বমনর  

02  এনসসছ and physically I might be in Dhaka but mentally I am 

03  still there <music> 
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04  ব ো এইেোর আসম বেশ সকছুসদনের জে্ই সগনয়সছলোম সকছুসদে আসম Sayeman   

05  Beach Resort এ সছলোম আর সকছুসদে সছলোম Mermaid Beach Resort  

06  এ আর বযনহ ু এই দইুটো resort বক একদম luxury accommodation  

07  মনে করো হয় Cox’s Bazar er মনধ্ I thougth why don’t I compare  

08  the both and let you guys know the main difference between  

09  these two luxury resorts. <music> 

10  But আসম দুইটো resort বক compare করোর আনগ ব োমোনদর একটো  

11  concern address করন  েোই বয যখেই আসম এইরকম একটো trip এ   

12  যোই  খে এইনয ব োমোনদর শুরু হয় কোর টোকোয়  ুরন  বগসস েোনপর টোকো   

13  েষ্ট কনরো বকে? বকোে sugar daddy বক পটোয় সেনয় বগনছো? ব োমোনদর  

14  বযনহ  এন ো concern বয আসম কোর টোকো সদনয়  ুরোনফরো করন সস <.>  

15  আসম just েনল সদন  েোই আমোর বকোে েোপ দোদো sugar daddy র টোকো  

16  েো <...> I wish! <music> the fact that I get enjoy these  

17  experiences as a result of my financial planning ব ো আসম  

18  শোন্তো সমউেুয়োল ফোনে investment scheme এ invest কনরসছ আর এইটো  

19  খুেই সহজ ব োমরো যসদ interested েোনকো মোত্র ১০০০ টোকো per month  

20  এইটো start হনয় েোনক আর শোন্তোর experienced fund manager রো  

21  এমেভোনে গোইড কনর েোনক বযে investment risk কসমনয় ব োমরো best  

22  return টোই পোও। ব ো এইরকম যখে long run এর investment কনর  
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23  েোসক  খে েো খুাঁট্টটেোট্টট এই খরেগুলো সেনয় ব মে একটো মোেো  োমোইেো<.>  

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

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

26  video ব ো প্রেনমই শুরু কসর basic accommodation সেনয় <latch> 

27  ব ো Mermaid Beach resort এ আমরো beach villa টো সেনয়সছলোম  

28  which retails for 24000 taka per night on a standard basis 

29  ব ো এইটো বযনহ ু villa ব ো এইটোর room টোও বেশ েড় সছল আর  

30  washroom টোও অনেক েড় সছল আর shower আর basin এর জোয়গোটো  

31  ওইগুনলো আলোদোআনে বদয়ো সছল বযে ওইখোনের water-based activity  

32  জে্ ওইখোনের পরুো floor ময়লো েো হনয় যোয়। আর Sayeman এর  

33  standard room retails for 12000 taka per night. ব ো villar  

34  ম ে ওইরকম েড় room েো হনলও it furnished in a modern room  

35  manner আর আমোর Sayeman এর bathroom আমোর very favourite 

36  কোরে wet zone and dry zone আলোদো কনর বদয়ো আমোর েো এই চ্ছজসেসটো 

37  খুে সেরক্ত লোনগ বয friends বদর সোনে যখে room share কসর washroom  

38  এ বয একজে বগোসল করোর পর বয পুরো washroom সভনজ যোয় tiles এ  

39  এইরকম কোাঁদো কোাঁদো হনয় েোনক <ew> 

40  আর Sayeman আর Mermaid এর মনধ্ compare করনল দুইটোর decore  

41  একদম আকোশ পো োল  ফোৎ Mermaid হনি more aesthetic and touch  



61 
  

42  with nature েো াঁশ সদনয় েোেোনেো একটু কোে সদনয় েোেোনেো হ্ো াঁ । আর এই 

43  চ্ছজসেসটো আমোর বেসশখনের জে্ জনমেো প্রেম প্রেম সগনয় ভোল্লোগন সসল  

44  আসম সগনয় ছসে  ুলন সসলোম পনর বদসখ এইরকম অনেক জোয়গোয় ওয়োনলর  

45  বেনক এইরকম paint উনে উনে যোনি আর বসোফোগুলো আমোর এন ো clean 

46  লোনগেোই <.> মনে হচ্ছিল একদম ধুলোেোসল had sipped deep into the  

47  layers ব ো আসম হনি ওনদর বসোফোর ওই জোয়গোগুলো avoid কনরসছ বযখোনে  

48  covers এর system সছনলোেো I was pretty much on the bed all  

49  the time when I was into the room য েোর আসম  ুমোন  যোচ্ছিলোম  

50    েোর ceiling এর সদনক  োকোয় বদসখ ট্টটকট্টটসক সগরসগট্টট <.> বযনহ ু  

51  Mermaid এর construction টোই হনি nature এর সোনে collaborate  

52  কনর <.> so that’s fine এইটো যোনদর জমনে good for you guys.  

53  আসম বভোর ৪ টোয় উেসই বয একদম দরজোটো খুনলই বয যোে বদসখ স েটো  

54  কুকুর আমোর villa টোর সোমনে েনস বমজোজটো খোরোপ হনয় বগনস আর  

55  আসম ভনয় আেোর  মুোয় বগসস । আর Sayeman এ বযনহ ু ওইটো একটো  

56  proper hotel  োই দরজো বখোলোর সোনে সোনে কুকুর সেড়োল ব মে সকছু  

57  experience হয়েোই and of course it’s constructed in a much  

58  more modern manner accommodation wise I would prefer  

59  Sayeman. Now let’s talk about a proximity of their  
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60  beach <latch> Mermaid এর beach villa টো েোনমই শুধু beach  

61  villa েো it’s literally right there on the beach মোনে আসম  

62  আমোর দরজো বেনক বের হনয় এইরকম <act> করনলই আসম beach এ। 

63  আসম কখেও বকোে এইরকম বহোনটনল েোসকেোই বয room টোই literally 

64  আমোর villa টোই একদম beach এর মনধ্ and this was such a  

65  serene experience <.> where is Sayeman ও beach এর একদম  

66  কোনছ but of course @ beach টো একদম room এর েোইনর েো। 

67  but আসম েলে বয beach villa র এই চ্ছজসেসটো a magic of living  

68  right on the beach আর এইটোর বকোে comparison ই হয়েো now  

69  coming to the location overall এইটোন  definitely I would 

70  say Sayeman takes the gate <latch> 

71  Location টো খুেই convenient and  ুসম বহোনটল বেনক বেনম একটো  

72  টুকটুক সেনয় অনেক ব োরোনফরো করন  পোরেো আেোর সেসভন্ন restaurants  

73  বযন  পোরেো আেোর shopping করন  পোরেো আেোর সোমনে beach এ এনস  

74  chill করন  পোরেো<.> Mermaid beach resort marine drive এরমনধ্  

75  located so once you are there ব োমোনক ওইখোনের মনধ্ই সীসম   

76  েোকন  হনে of course েোইনর টুকটুক  োরপর অে্োে্ mode of  

77  transportation পোওয়ো যোয় ব োমরো যসদ আনশপোনশ ব োরোনফরো করন  েোও  
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78  but আমোর মনে হয় when you are paying that high of price  

79  এইটোই সেোই বেষ্টো কনর বয maximum পোইসো উসুল। 

80  resort এ যখে েোকোে resort এই েোকনেো পুরো েছনরর profile 

81  picture আসম এখোনেই  ুলনেো <.>@ ব ো বযনহ ু Mermaid beach resort  

82  actually spread over a huge area এইখোনে অনেক অনেক সুন্দর  

83  যোয়গো আনছ ব োমরো হো াঁটন  পোরেো  ুরন  পোরেো and of course ব োমোর   

84  room এর েোইনর এইরকম একটো private beach বপনয় যোি <.> 

85  আসনল এইরকম েোইনর সগনয়  ুরোর mentality টো বেশীরভোগ মোেুনের েোনকেো 

86  but আসম একটু ওইরকম বয হ্ো াঁ আমোর সকছু একটো করো লোগনে একটো  

87  activity <.> লোগনে. বয ট্টেক আনছ beach েনস আসছ এখে সক করনেো?  

88  এখে কই যোনেো? @ আসম Sayeman এ সগনয় I was pretty relieved  

89  বয আসম টুকটুক সেনয়  ুরোনফরো করন সসলোম আর ঐনয টুকটুনক DJ light  

90  আর গোেগুলো েোজোয় @ 

91  so well-trained service wise দুইটো বহোনটনলরই staff অসোধোরে  

92  they are all very well trained. এন ো এন ো tourist এর সোনে  

93   োরো এন ো এন ো সুন্দর ভোনে deal করনছ আর যোর বযইটো সমস্ো আর যোর  

94  বযটো problem বসটো খুে সুন্দরভোনেই sought out করনছ. So, I was 

95  very pleasantly surprise and price সেনয় কেো েলনল Mermaid is  
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96   big up there and I totally found the worth the price 

97  কোরে এন ো একটো experience বয টোকো যোক সমস্ো েোই. মোনে দরজো  

98  বেনক বের হনয় এন ো সনু্দর beach পোওয়োর opportunity আর সেজোয়গোয়   

99  পোওয়ো যোয়েো. আর Sayeman ব ো Sayeman ই best. I mean it’s  

100  Worth এমে েো বয Mermaid এ gym েোই ওখোনে other টুকটোক  

101   activities and gym ও আনছ ওনদর guest বদর জে্ for knowing  

102  comment down below.  

 

 

 

 

 

 

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

 

103 KK Hi guys ব ো recently আমোর newsfeed এ tiktok এর feed এ  

104  videos pop up করনছ where people are doing blind taste 

105   test বযখোনে  োরো বেোনখ একটো পট্টি বোঁনধ they try out different  

106  food item and try to guess what is in front of them. ব ো 

107  আসম ভোেলোম সোরোসদেই আসম বযমে খোওয়োর উপনরই েোসক সেসভন্ন ধরনের 
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108  সভন্ন ধরনের খোেোর বখন ই েোসক so why don’t I taste this out as  

109  well<.> এইটো আসম আনগর বেনকই েনল বদই this is being done in 

110  partnerships with Domino’s <.> আর আসম েুচ্ছঝেো আসম এইরকম   

111  বকোে collaborative partner video ব  েোকনল আসম caption এ  

112  সদনয় বদই comment section এ  োনদর ে্োপোনর information সদনয় বদই  

113   োও ব োমোনদর মনধ্ কনয়কজে হুম জোসে  এইটো sponsored video টোকো  

114  সেস  ুসম আনর আসম  েনলই সদসস caption এ tag কনরই সদসস. ব োমরো  

115  এইটো point out কনর সেনজনদর সক Sherlock Homes ভোনেো  ো আসম   

116   জোসেেো.ও হ্ো াঁ আর একটো কেো হনি um… English েনল সেনজনক খুে  

117  smart মনে কনরো?  এইটো আসম েুচ্ছঝেো এন ো jealous বকে ব োমরো?  

118  Just calm down <music> ব ো একটো pizza order বদয়ো হনয়নছ  

119  international chain Domino’s বেনক আর একটো বদয়ো হনয়নছ local  

120   একটো establishment বেনক that I have no idea about and this  

121  is being conducted by my team. আর আসম দুইটোই taste করনেো  

122  আর guess করনেো বকোেটো Domino’s আর বকোেটো Domino’s েো. 

123  okay I have my blind fold right here with me আর একটো  

124  TikTok transition করনেো 3...2...1... uhhu… yes, I am good  

125  to go আনরকটো transition এ আমোর সোমনে magically pizza টো  

126  েনল আসনে. 3.. 2.. <whistle> @ omg েনল আসনছ @ <beep> 
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127  এইটো হনি pizza 1 <5> tast করলোম memory ব  ঢুকনস time for  

128  pizza number 2 @ আিো ব ো <.> full disclaimer আসম প্রেম bite 

129  এই েনুঝ বগসস বয এইটো Domino’s<wow>. কোরে Domino’s এর taste  

130  টো খুেই distinctive. So this is /so good I want to finish  

131  this  োরপর আসম দইুটো compare কনর কেো েলনেো. This was easier  

132  than I thought কোরে আসনলই Domino’s এর খুেই significant  

133  একটো taste আনছ um: আর আসম যসদ দইুটোনক compare কসর not  

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

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

136  it takes in the visuals বয দইুটোই BBQ chicken pizza দুইটোই pan  

137  pizza এইটোর size সক আর এইটোর size সক look at the topping  

138  আর flavor wise আসম েলনেো this (not Domino’s one) has a  

139  lot of room for improvements but this was bang off. 

140  প্রেম pizza ব  chicken গোজর capcicum বপয়োজ cheese সেই বদয়ো 

141  সছল but overall flavor টো খুেই bland সছল আর pizza টো গরম  

142  গরম deliver করো but dough টো খুে শক্ত সছল আর crust টো ব ো খুেই  

143  েোনজ সছল আর Domino’s এর crust টো একদম crispy of the outside  

144  and dough was very fluffy on the inside আর toppings ব ো  

145  বদখন ই পোি extremely generous in amount when comparative  
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146  to the first pizza. 

147 CP আপু price ক ? 

148 KK price কন ো? <3> আিো Domino’s এর a: margarita pan pizza  

149   টোর সহসোে যসদ আসম কসর ওইটো I think 300 something আর এইটোন ো  

150  BBQ chicken আরও toppings এইসে দোওয়ো um: I am guessing  

151   এইটো 5-600 আর এইটো a: এইটো আসম জোসেেো এইটো ৩০০ টোকোও রোখো  

152  উসেৎ েো @ এইটো একদমই bakery ব  ৭০-৮০ টোকোয় pizza সেচ্ছি কনর  

153  এইটো এইরকম হওয়ো উসেৎ <music>  

154  ট্টেক guess করসস েোসক কোছোকোসছ বগসস?  

155 CP আপু delivery সহ দইুটোই 250. 

156 KK এইটোন ো (Domino’s one) 250 হওোর কেো েো এইটো সকভোনে 250? আিো  

157  েুজসছ  টেো সক ১০০০ টোকোর combo ব   োহনল ব োমরো ৪ টো pizza আেস  

158  ওইটো divide কনর এই price টো পরনস আর I think এইটো delivery 

159  সহ 250 পরনস. বেশী order কনর we got a value for money ওই  

160  সহসোেটো exactly সমনলেোই but আসম যসদ একেোনর ওই বয individual  

161   rating এইটোনকই I have to place this a must higher position  

162  আর honestly আসম েলেেো এই pizza টো খোরোপ হ্ো াঁ a: there is lot  

163  of room for improvement. BBQ chicken এর কেো েসল এইখোনে  

164  (Domino’s one) you can clearly see এইখোনে ওনদর signature 
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165  sauce েোনক আর chicken এর বয একটো smokey flavor েোনক এইগুলো 

166  সেসকছু এইখোনে এইটোর মনধ্ আনছ আর এইটোর মনধ্ (another one)   

167  ওরো dip সদনয়নছ but এইটো BBQ dip েো আর উপনরও ওইরকম বকোে  

168  sauce েোই আর BBQ flavor টো বকোেভোনেই এইটোর মনধ্ আনসেো. This  

169  is felt like normally bakery pizza honestly so individually  

170  যসদ আসম এইটোনক বখ োম  োহনল আমোর খোরোপ লোগ েো<.> Maybe বকোেসদে 

171  অনেক সখদো লোগনস এইটো এমসে বখনয় বফলসস  খে এইটো ভোলই লোগনে.  

172  But if I compare with Dominos of course this one  

173  (Domino’s)takes the place or should I say this one take  

174  the pizza <blink> 

175  আজনক বযমে game এর বেনত্র বেোখ েন্ধ কনর এরকম বখনয়সছ but  

176  usually বযনহ ু বেোখ েন্ধ কনর খোইেো অেেো বেোখ েন্ধ <picture> কনর  

177  পরোশুেো কসরেো েো রোন্নো কসরেো েো TV বদসখেো ব ো similarly আমোনদর  

179  বেোখ েন্ধ কনর খোেোর order বদয়ো উসেৎ েো <.> এইটো আসনল আমোর ে ুে  

179  কনর েলোর সকছু েো আর Domino’s is a well-established  

180  international chain and the reason that it has developed  

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

182  because of its transparencies <.> Domino’s এর বযনকোনেো  

183  outlet এ বগনল glass wall মোঝখোে সদনয় সেসকছু বদখন  পোরসছ <.>  
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184  আমোনদর েনখর সোমনে আমোনদর খোেোরটো prepare করো হনি but এই  

185  luxury টো বযমে আমরো হোরোয় বফসল when we are ordering food  

186  online কোরে আমরো আসনল বদখন  পোচ্ছিেো how our food is being  

187  prepared and keeping that in mind Domino’s has added an  

188  amazing feature <.> order place করোর সোনে সোনে confirmation  

189  message এ বয link টো আসনে ওইটো সদনয় ব োমোনদরনক divert করো  

190  হনে pizza live theater screen এ where you can see how your  

191  food is being prepared এইটোর একটো improvement করো বয  যসদ  

192  আমরো actually এইরকম আমোনদর phone সদনয় instruction সদন   

193  পোর োম বয এই ভোইয়ো একটু বেসশ কনর chicken add কনরে এ ভোইয়ো  

194  আর একটু বেসশ capsicum please<.> but I think ওরো figure out  

195  করন  পোরনস বয আমোর ম  বমনয়রো  খে chef গুলোনক অনেক জোলোনে  

196  <latch> I think this is revolutionary step কোরে আর বকোে  

197  establishment এইরকম বকোে feature offer কনর েোনকেো and  

198  Bnagladesh এর food and restaurant industry and unhygienic  

199  environment ও hand in hand দুইসদে পর পর আমোনদর এক একটো সপ্রয়  

200  restaurant fined হয় এইরকম উলটোপোলটো ভোনে খোেোর দোেোর ত সর  

201  করোর জে্, েোসস খোেোর সেচ্ছি করোর জে্ ব ো এইরকম একটো feature  

202  এর access পোওয়ো where there is absolutely no hidden sic  
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203  when it comes to your food is wonderful <.> so yaa if you  

204  want to test out their feature  োহনল Domino’s বেনক order  

205  কনর বফনলো <.> you can either place your order through their  

206  app through their website or you can call this number right  

207  here (display on screen) আমরো মোনঝ মোনঝ েোনকেো atleast আসম 

208  এইটো কসর order place কনর rider বক check করন  েোসক কই ও  

209  ক দরূ @ ওইটো েো কনর @ preparation process টো বদনখো @ <latch> 

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

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

 

 

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

212 F  Hey guys Assalamualaikum this is Faiza from khudalagse  

213  and welcome back to another brand-new video so আজনকর  

214  video ব  আসম আপেোনদর opinion সেনয়  োরপনর সকছু জোয়গো try  

215  করনেো এগুলো হনি pizza place আর আসম হনি কয়সদে আনগ আমোর  

216  group এ একটো poll create করসসলোম বয বকোে pizza place you  

217  have ever try ব ো ওখোনে বয ৫ টো place সেেোইন  বেশী vote পোইনস  

218  ওইখোনে আজনক আসম  ুনর  ুনর খোনেো আর last এ আসম হয়  েলনেো  

219  আমোর বকোেটো ভোল্লোগনস.  
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(1:16m) 

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

(1:45m-3:34m) 

221  so আমোনদর pizza েনল আসনছ আর আসম বয pizza টো সেসস বসটো  

222  হনি creamy chicken and sausage এইটো ১২ ইচ্ছি পরনে আপেোর   

223  ৫০০ টোকো এরপর vat আর service charge হোসেজোসে. ব ো first এ  

224  আসম একটো pizza slice  ুনল বেই hmm <soft> ওনদর কনয়কটো range  

225  এর pizza আনস <.> এইটো হনি একটো budget friendly pizza ব ো  

226  আসম ভোেলোম আজনক বযনহ ু compete করনেো ব ো budget friendly 

227  একটো try কনর বদসখ. আর এইটো আসম এর আনগ অনেকেোর খোইসস আর  

228  এইটো one of my favorites. Mainly because এইখোনে sausage  

229  বদয়ো আনস আর হনি chicken একসোনে বদয়ো. আর cheese এর crust 

230  সেনয় যসদ েলন  হয় it’s like একদম পো লোও েো আেোর dough টো বেশী 

231  heavy েো. এইজে্ এই crust টো আমোর বেশী পছন্দ হয়. আর উপনর  

232  parmesan cheese সদনস আর সোনে েলল kesan একটো cheese আনস  

233  বসটো সভ নর সদনস for the creamy বখনয় বদসখ ক টুকু justify কনর  

234  এটো.আর এই sauce টো অনেক favorite আমোর <3> এইটো আসম extra  

235  বেনয় বেনয় বেই সেসময়. First এ এইটো sauce ছোড়ো খোই  োইেো? 

236  Hum... so good <music> এইটোন  অনেক মসরে বদয়ো েোনক সভ নর আর  
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237  আমোর এই চ্ছজসেসটো একদম ভোল্লোনগেো কোরে একেোর মসরনে কোমড় পনর  

238  বগনল পুরো pizza খোওয়ো েষ্ট হয়. Garlic sauce এর সোনে বপয়োজ সদনয়  

239  সদনল বখন  আরও মজো লোগনে. উপনর toppings সহনসনে olives ও সদনস  

240  tomatoes ও সদনস আর tomatoes এর কোরনে একটো tangy flavor  

241  আসন নস আর base sauce টোও একদম normal regular sauce টো  

242  use করো হইনস nothing spicy or something যোন  সেোই বখন  পোনর.  

243  এইটো আমোর দোম crust সে সকছু সমলোয় I think this is one of the  

244  best pizza in cheeze and overall in Dhaka.  

(4:12m-6:05m) 

245  so ওখোনে বযনহ ু আসম sausage type এর একটো pizza সেসসলোম  োই  

246  এইটোও একটু similar বেয়োর try করসস.  এইখোনে আসম সেসস sausage  

247  and peperoni. এইটো আসম medium size সেসস আর এইটোর দোম ও same  

248  ৫০০ টোকোই পরনে আর পনর vat and sd. এইটো বদখন  বেশী সুন্দর  

249  লোগন নস কোরে peperoni বদয়ো আর এইটো হনি beef peperoni by  

250  the way আর সোনে হনি jalapeno বদয়ো আর sausage cut কনর  

251  বদওয়ো.এই sausage টো মনে হনি েো বয they bought from any other 

252  store এইটো ওরো সেনজরো েোেোয় কোরে it’s very different and এইটো  

253  হনি beef sausage আর overall অনেক বেশী cheese বদওয়ো আনস. 

254  আর ওনদর crust ব ো সেোই জোনেই Domino’s এর crust আর cheeze 
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255  এর crust পুরো opposite. Domino’s এর crust টো একটু heavy হয় 

256  আর dough টো একটু বমোটো হয়. আর ওখোনে বয cheeze এর crust টো  

257  বখলোম একদম পো লো হয় আর পনর জোয়েো একদম hum... পোউরুট্টট হয়েো@  

258  <soft> ওইটো আমোর কোনস একটু better লোনগ বদসখ এইটো বখনয় গরম 

259  গরম বয বকমে লোগন নস. আনগ বেনকই েনল রোসখ বয আমোর jalapenor  

260  প্রস  একটো আলোদ রকনমর attraction আনস ব ো এইটোনক আসম হয়ন ো 

261  একটু বেসশও rate করন  পোসর. ওহ আসমন ো rate করন সসেো আসম 

262  আপেোনদর rating basis এ আসন সস. আর আপেোনদর rating wise  

263  Domino’ সছল 3rd number এ.  

264  আমোর pizza টো ব মে একটো পছন্দ হয়েোই কোরে ওনদর marinara sauce 

265  এর কোরনে. Sauce দোওয়োটো ভোনলো but অস সরক্ত সদনয় সদনস মনে হনি  

266  দুইটো pizza র sauce একটো pizza ব  সদনয় সদনস. ব ো আমোর কোনস  

267  চ্ছজসেসটো ভোল্লোনগেোই. এর আনগও আসম এই pizza টো খোইসসলোম  খে  

268  এইটো বেশ ভোনলো সছল but consistency ধনর রোখন  পোনরেোই. এই কোরনে  

269  আমোরকোনছ ব মে একটো impressive লোনগেোই. Beef sausage টো বেশ  

270  ভোনলো peperoni টো okay okay but sauce এর কোরনে pizza টো আপসে  

271  এক slice ই পরুোটো বখন  পোরনেেেো বয এন ো টক লোগন নস. এটো আমোর 

272  কোনছ<3>ব ও েো এইটো আমোর কোনছ<5>এও েোকনেেো. I don’t like it.  

 



74 
  

Fahrin Faiza: 18000tk vs 13000tk room at Sairu Hill Resort (9:42m) 

(0:18s-5:33m) 

273 FF Hey guys assalamualaikum this is faiza from khudalgse and 

274  welcome back to another brand-new video. So আজনকর video  

275  ব  আমরো েনল আসসছ Sairu Hill Resort েোন্দোরেে এ. <music> 

276  আসম এখে বয room টো ব  দোসরনয় আসছ এইটো হনি Sairu র most  

277  premium room. আজনক আসম Sairu র most affordable room টোও 

278  আপেোনদরনক review কনর বদখোনেো. So without any further do 

279  let’s get into the video.  

280  So আমোর সপছনে বয bed এর উপনর আপেোরো বদখন  পোনিে খুে সনু্দর 

281  কনর একটো wallpaper বদয়ো আর decoration টো সকন্তু খুেই nice. 

282  আর bed এর দইু পোনশ দুইটো side table বদয়ো আনছ আর দুইটো side  

283  table এ যো যো information দরকোর পরনে এইখোনে েোকোর সে বদয়ো 

284  আনছ. আর উপনর একটো ভোনলো AC. ভোনলো AC েলন সস কোরে আনগ বয  

285  room টোয় সছলোম ওইটোর AC ব মে একটো ভোনলো সছনলোেো @ <soft> আর  

286  উপনর সকন্তু ভোলই ওনদর একটো unique fan দোওয়ো. আর side এ একটো 

287  ceiling light দোওয়ো আনছ. আর ceiling light টো decoration  

288   করোর জে্ ওরো সুন্দর একটো innovation করনস বয ওনদর dustbin টো  

289  বক উল্টো কনর সদনস. This is the dustbin and এইটোনক ওরো উল্টো কনর  
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290  সদনস. এইখোনে TV দোওয়ো আর সেনে একটো table দোওয়ো বযখোনে আপসে েো  

291  কসফ বখন  েোে বসটো দোওয়ো আনছ. মোনে এইগুলো complimentary  

292  stuffs. আর এই side এ একটো work table দোওয়ো আর একটো chair  

293  দোওয়ো আনছ. আর বযনহ ু বডঙু্গর season আর আমরো েোন্দোরেোনে আসসছ  

294   োই এইখোনে আমোনদর একটু বেশী cautious হওয়ো উসে .  োই আমরো  

295  একটো Xpel aerosol carry করন সস. আর আমরো বযনহ ু এখসে travel  

296  করন সস  োই আমোনদর উসেৎ এইরকম একটো aerosol bag এ রোখো উসেৎ  

297  কোরে আনশপোনশর অেস্থো বেশী একটো ভোনলো েো. আমরো একটু পর বযনহ ু  

298  lunch এ যোনেো  োই এই aerosol টো একটু সদনয় বদই. <music> 

299  আপেোরো েোইনল বযনকোনেো super shop বেনক সকনে সেন  পোনরে আর  

300  order করন  েোইনল আসম উপনরর description এ একটো e-commerce 

301  site এর link সদনয় সদনয়সছ.   

302  আর এই side এ একটো সুন্দর কোনের table. আমোর কোনছ table টো  

303  খুনেই aesthetic লোগনস আর সেনে একটো mat দোওয়ো আনছ colouful  

304  বযে এই room এর vibe টোর সোনে সনু্দর কনর যোয় আর সপছনেই আপসে  

305  পোনেে একটো সুন্দর sitting area. আর আপেোরোন ো জোনেে বয sitting  

306  area বদখনল আসম েসল বয আপেোরো সনু্দর সনু্দর ছসে  ুলন  পোরনেে but  

307  আপসে যসদ েোে এইখোনে েনস একটু েই পরন  েো একটু কসফ বখন  পোনয়র  

308  উপর পো  ুনল এইখোনে একটো সনু্দর view বদখনেে আর কসফ খোনেে. I  
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309  really love this view. View টো এন ো nice আর আপসেন ো একটো  

310  পোহোনড়র উপনর. You can imagine like /so good but এই room এর  

311  সেেোইন  main attraction বযটো বসটো এখে বদখোই. So, this is the  

312  main attraction balcony টো আসনল কন োটো সুন্দর  ো এখে েঝুো যোনি  

313  েো কোরে পুরো বম লো হনয় আনস আর পুরোটো সোদো মনে হনি but this is  

314  the actual view my God this is so amazing trust me এইরকম 

315  সুন্দর view আসম আমোর life এ আমোর room বেনক কখেও পোইেোই. 

316  I love this I totally totally love this. আর এই side এ 

317  আপেোনদর একটো সুন্দর চ্ছজেস বদখোন  ভুনল বগসস <...> 

318  আর এই room এর best part টো বদখোনেোর আনগ আপেোনদর বদসখনয় বেই  

319  এই room এর আলমোসরটো. Gate সদনয় ঢুকনেে আর হোন র েোম পোনশই  

320  আলমোসরটো পরনে. এইখোনে স ে পোনটযর একটো আলমোসর আর এইখোনে আমরো 

321  আমোনদর bag হোসেজোসে সেসকছু বরনখ সদনয়সছ. আর ওরো হনি এইখোনে একটো  

322  েোসলশ সদনস আর সোনে একটো blanket সদনস.  

323  একটো চ্ছজসেস বযটো noticeable বয ওরো জোয়েোমোজ provide কনরেো. 

324  mini fridge দোওয়ো আর সোনে হনি slipper দোওয়ো আনছ. And now  

325  I show you the best part on this room. This is the washroom 

326  আপসে washroom এ ঢুনকই বদখনেে সুন্দর একটো basin দোওয়ো আর এই  

327  mirror টো আমোর কোনছ খুেই nice লোগনস.  সেসকছুন ই একটো nice 



77 
  

328  earthy feeling পোনেে আপসে আর এইখোনে একটো hair dryer দোওয়ো 

329  বযটো আপসে আপেোর most affordable room টো ব  পোনেে েো আর  

330  এইখোনে আপেোর complimentary চ্ছজসেস যো যো লোনগ সে বদয়ো আনছ. 

331  I like the sink খুেই nice খুেই nice @ পোনশ dustbin আনছ আর 

332  এখোনে toilet আনছ আর এইখোনে একটো মই সদনস mainly towel  

333  সোজোনেোর জে্. I really like this. আর উপনরর ceiling খুে nice 

334  পুরোটো েো াঁশ সদনয় decorate করো আর এইখোনে shower বদখন  পোনিে   

335  বসটোও একটো antique feel সদন নস and this is the bath tub the  

336  most premium round bath tub everyone desires. At least  

337  আসমন ো অনেক desire kori. খুেই খুেই nice একটো vibe আসন নছ  

338  also the view is amazing.যসদও এখে েৃট্টষ্ট পরন নস আর পুরো view  

339  টো একদম বঢনক বগনস but আপসে এইখোনে যখে shower সেন  েোকনেে  

340  আর এইখোনে পোহোনড়র আর বমন র view বদখনেে /oh my God this is  

341  amazing @ /oh my God আসম েলসসলোমেো washroom এই বেশী time  

342  কোটোয় দোওয়ো যোনে.  

343  overall this room is cost you 18000 per night আর এইটো  

344  দু room যসদও modern ইজনের জে্ আর এইটোন  breakfast included.  

345  lunch আর dinner বসইটো আপেোনদর আলোদো কনর সকনে বখন  হনে. I 

346  really like this room কোরে এইখোনে বয decoration টো করো মোনে 
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347  modern হইনলও খুে earthy একটো feel সদন নস. I like this one 

348  আর সেেোইন  important চ্ছজসেস হনি ওনদর view টো.   

 

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

RTC- Rafsan the Chotobhai 

HS- Hotel Service 

 

349 RTC আজনক ৮০০ টোকোর বহোনটল vs ১৫০০০০ টোকোর বহোনটনলর video করনেো।  

350  আমোর সপনছ এইটো ১৫০০০০ টোকোর বহোনটল একটো room প্রন ্ক রো   

351   ১৫০০০০ টোকো সক আনস বয ১৫০০০০ টোকো let’s go check that   

352   hotel first out. 

353 HS Please sir seat. 

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

355 HS আমোনদর room ready একটো signature লোগনে। 

(1:20m -3:40m) 

356 RTC so guys I am getting my first look in my ১৫০০০০ টোকোর  

357   room. 

358    একটো fun fact েসল this entire thing পুরোটো apparently আমোনদর 

359   /এইটো মনে হয় living room এইখোনে একটো balcony আনস /ow…  

360   oh <.> okay but wait it has a view <music> 
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361   but guys আনসো বদখোই ও এইখোনে আর একটো bed room আনস /oh  

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

363 HS এইখোনে পুরোটো view পোনিে। 

364 RTC এইটো সক উপনর বগনল view আরও ভোনলো হনে? 

365 HS উপনর swimming pool আনস 

366 RTC উপনর সেনজর swimming pool?  [Personal? 

367 HS      [হ্ো াঁ personal swimming pool. 

368 RTC      [আিো এই বহোনটল room হল ক ?  

369 HS normally 1 a: ১৫০০০০ টোকোর ম ে। 

370 RTC ১৫০০০০ টোকো? Guys এইটো সকন্তু ১৫০০০০ টোকো পুরো duplex building 

371   টো. but আসম সকন্তু এইটো 45000 টোকোয় পোইসস যোে বকমনে? I got a  

372   70% discount because I booked this hotel through sharetrip 

373   and I booked my novoair flight from sharetrip and I got a 

374   discount as well and use my promo code to get a discount 

375   and before that আমরো private swimming pool টো সক বদখন   

376   [পোরনেো?  

377 HS [yes yes  

378 RTC wait ১৫০০০০ টোকোর room এ সক আসম ভোেসস iphone এর charging 

379   [cable েোকনে. 
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380 HS [আমোনদর cable আনস সমস্ো েোই. 

381 RTC @ /o: this is my private swimming pool সেশোল একটোও সক আনছ? 

382 HS ওইটো infinity swimming pool. 

383 RTC  ও ওইটো infinity swimming pool. আর এইটো আমোর সেনজর আসম   

384   এখেই েোমন  পোরনেো?  

385 HS হ্ো াঁ  

(4:50m-6:10m) 

386 RTC so far, I love your service it is 10/10 ভোল্লোগনস personal 

387  একটো pool আনছ. 

388  Guys আসম সকন্তু এখনেো hotel room বদখোে বশে কসরেোই.সেনে সক  

389  room আনছ আর? 

390 HS আনছ. 

391 RTC সেনের room বদসখ? আসম বয েোসোয় েোসক এখে ঢোকোয় েোসোটো একটু বছোট  

392   োই এখোনে ভোল্লোগন নস.  

393 HS from this way. 

394 RTC oh this way? Can I, do it? Can I do it?  

395  I feel েড়নলোক.  

396 HS touch up here. 

397 RTC [/oh @ 
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398 HS [oh yeah come on 

399 RTC [/oh /wow. So guys আসম বদো লো বেনক সেে লোয় আসলোম. So guys 

400  এইখোনে আর একটো room আনছ আর এইখোনেও RGB lightning আনছ TV 

401  আনছ. And এই ground floor এ its come with another room and  

402  this is the other room guys Oh /wow. আিো উপনরর view টো 

403  better but উপর সেে similar? 

404 HS yes 

405 RTC উপর সেে দইুটো carbon copy and উপর সেে দুইটো  [দুইটো েোরটো 

406 HS         [উপনর স েটো 

407 RTC         [উপনর স েটো? 

408 HS total 5 rooms. 

409 RTC total ৫ টো room. মোনে ১০ জে সমনল আসন  পোরনে? 

410 HS হ্ো াঁ এইনয একদম.  

411 RTC chill করন  পোরনে? @ 

412 HS chill chill 100% chill. 

(7:18m-7:55m) 

413 RTC Guys room এর sunset এর view টো বদখোই  োড়ো োসড় এইসদনক 

414  আনসো েয়ন ো miss করেো <music> /oh my God <music> guys এইটো 

415  edited েো <5> you know আমোর best part লোগন নস ব োমরো সেোই  
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416  আনছো and we are experiencing this together. Crazy @ <soft> 

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

418  আমরোন ো ১৫০০০০ টোকোর বহোনটনল অনেক মজো করলোম.  

 

 

Pizza review 

419 RTC Guys right now we have every pizza in Bangladesh  

420  blind fold পনর আসছ so বকোেটো খোনেো েুঝনেোেো so Bangladesh এর  

421  best pizza কই সো  ধরনের pizza আনছ we have pizza from Pizza 

422  Inn,Digger, Pizza Hut,Cheez, Domino’s, PizzaBurg আনছ,  

423  Bella Italia ওহ ভোই what Digger এর pizza box আর Cheez এর  

424  pizza box একই বদখন …Hello guys this is Rafsan the Choto  

425  Bhai and right now we have every pizza in Bangladesh.  

426  Starting from a ১৭০০ টোকোর pizza to ৮০০ টোকোর pizza and we  

427  are gonna find out which one is better but ব োমরো সেোইন ো েল  

428  আসম েোসক টোকোখোই আর অনেক bias. এর জে্ আসম pizza টো খোনেো  

429  blind fold যোন  আসম সকছু বদখন  পোেেো and আমোনক খোওয়োয় বদয়োর  

430  জে্ I have a tiktoker with you. So ও আমোনর এখে খোওয়োনে and  

431  বদখনেো বকোেটো বকোে রকনমর and rating সদনেো<.> Oh by the way  
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432  guys আসম pizza গুলো আনগ একটু বদখন  েোই so let’s open it up.  

433  Wooh guys this looks oohkey oh by the way আমরো সকন্তু খোসল  

434   pepperoni pizza order সদসস today… Guys so let’s see  

435  PizzaBurg এর pizza বকমে বদসখ guys oh wow! Oh Salman  

436   Muqtadir এর number ও সদনস @whoaah let’s go let’s try it  

437  out guys. So guys right now we have every pizza in  

438  Bangladesh and আসম pizza বয খোনেো আসম blind fold পনর আসস,  

439  so বকোেটো খোনেো েঝুনেোেো so unbiased একটো review সদনেো. েোাংলোনদনশর  

440  best pizza কই? সো  ধরনের pizza আনস we have pizza from  

441  Digger, Pizza Hut,Pizza inn, Cheez, Domino’s, PizzaBurg  

442  আনছ, Bella Italia আনছ েোম েল সে আনস ভোই বদসখ বকোেটো so… 

443 M ওনক headphone পরোয় বদই? 

444 RTC কোনর? 

445 Back ওর কোনে  

446 M Headphone সেনয় আনসো কোরে ও sound েঝুনে বকোেটো বকোে side সদনয়  

447  আসন নছ I don’t trust him 

448 RTC [আিো okay okay <music> 

449  let’s start Mahadin 

450 M Okay 



84 
  

451 RTC oh wait wait wait… guys খোওয়োর আগ সদনয় guys important চ্ছজসেস  

452  make sure to smash the subscribe button and সেনে comment  

453  কনরো and last week একজে Gordon Ramsey এর video ব  comment  

454  করনস বয this is the person this lucky commenter won ১০০০০  

455  টোকো you can be the next person বয ১০০০০ টোকো চ্ছজন  so make  

456  sure do comment, like & subscribe because August এর ৬  

457   োসরনখ we are giveaway an iPhone 14. Let’s go let the game  

458  begin! This is the first pizza…<music> um… dough টো পুরোই  

459  plastic এর মন ো and definitely এইটো Domino’s এর pizza. The  

460  dough is tasty, the topping suck so I would give this a 7.  

461  <sound> bro এইটো cheeze েো এইটো পসের এইটো কই বেনক? এইটো  

462  cheeze েো ভোই. 

463 M PizzaBurg? <sound> 

464 RTC েো, Pizza Inn?  

465 M Final answer দোও. 

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

467  about the ratings, it’s a 6. 

468  ভোই pizza েো বদনখ খোওয়োয় আমোর just taste আরও weird লোগন নস. 

469  Okay lets’ see. Let’s try the third pizza. Let’s go. 
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470  কইনেনক? Guys so far  বয দুইটো pizza খোইসছ আমোর এনকেোনরই  

471  জনমেোই ভোই legit জনমইেোই ভোই <music>  

472  মজো, একটু েোাংলো, একটু ঝোল আনছ, good  

473 M Final answer? 

474 RTC My guess is this is from digger. uhm… rating… I would 

475  give it 8. I like it. 

476 M Fourth. 

477 RTC Forth pizza let’s go. কইনেনক? <music> 

478  Hmm. Really thin crust but wow. This is Bella Italia.  

479  Right? /Right? Am I /Right? 

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

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

482 M Fifth pizza. 

483 RTC Uhm <..> আসম সক ধনর বদখন  পোসর? <music> @@ pizza hut. 

484 M Rating? 

485 RTC 5.  <background sound> 

486  <eating> mm <..>  Cheez right? /Right? এইটো সক Cheez?  

487 M এইটো পনর জোেেো.  

488 RTC  আিো. ভোই next কই? <music> 

489  ঝোল আনছ 
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490 M  আর একটো bite. <music> 

491 RTC oh<5> <bip sound> ব োমরো সক এগুলোয় মশলো সদস?  

492  আিো ভোই ঝোল ছোড়ো একটো দোওেো. I am sure this is Digger or 

493  Pizza Burg <music> sausage ব ো এক জোয়গোয় বদওয়ো <…> hmm এইটো 

494  Pizza Burg mm <..> crust and everything not bad but এই  

495  sausage is really bad I think I would give it a 6 <music> 

496  done? So the rating <..> খুলনেো? So first বয pizza টো খোইলোম  

497  ওইটো কইনেনক সছল? ভোই আসম  োমন সস ভোই ব োমরো কন ো O: my God  

498  ভোই এইটো ফোটোয় ঝোল সছল <music> 

499  So guys ব োমরোন ো আমোর review বদখস বয which one is the best 

500  so আসমন ো biased হন ই পোসর আমোর tastebuds জ ে্ হন ই পোনর  

501  anything but that’s why আসম আরও পোাঁেজেনক আে সস ওনদর  

502  tastebuds এর জে্ <music> এখে ওরো ওনদর review সদনে <eating> 

16:20- 

503  So guys ওনদর খোওয়ো বশে so এখে basically আমরোন ো জোেলোম  

504  which one is the best pizza and ব োমরো একটো চ্ছজসেস েুজছও বয  

505  বসইটোই ট্টেক মনে হইনস literally প্রন ্কটোর মনধ্ except I think  

506  pizzaburg এর টোয় <.> because I think pizaburg এর টোয় [ah:  

507 M                 [Pizzaburg  
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508  is problematic man এইগুলো /সক? 

509 RTC এমে করন স বকে? [But bro 

510 M         [রুট্টট পোউরুট্টট  

511 RTC         [এইটো পোউরুট্টট েো <..> so guys  আমোনদর pizza  

512  খোওয়োর পর আমোর বয final ratings এইটো সছল এইটো (display  

513  picture) and আমোর teammate বদর pizza খোওয়োর পর final rating  

514  সছল এইটো and দুইটোর cumulative score count কনর আমোর বদখসস বয  

515  the winner is /none other than BELLA ITALIA < music> so I  

516  am unbiased actually ha-ha… 

517  so bro now guys <clap> we did trying every burger we did  

518  trying every pizza you know what we should do trying every 

519  French fries, right? <.> I don’t know we should /make into  

520  a /series guys /this is the 2nd episode of /entire series  

521  <.> so guys <clap> you know what to do <.> <clap> make sure  

522  to smash the subscribe button <.> this is the 2nd episode 

523  we are gonna make it series after series after series after 

524  series and guys let us know what we should try next and  

525  ব োমোনদর কোনছ বকোে pizza টো বদনখ সেেোইন  বেশী মজো লোগনস কোরে  

526  আসম এই মোত্র ভুল কনর আমোর চ্ছজহ্বোয় কোমড় সদসস and this is Rafsan 

527  the ChotoBhai /bringing justice <.> oh wait এইখোনেন ো 
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528  অনেক pizza আনছ <music> guys ব োমরো যসদ সেন্তো কনর েোনকো বয 

529  আমরো pizza গুলো বফলোয় সদসস েোসক then you are wrong completely  

530  wrong কোরে আমরো actually pizza গুলো সেনয় আমরো রোস্তোয় সেোইনদর  

531  সদসস <.> বকে? because we believe in sharing happiness and  

532  guys do you know what else is sharing happiness? Pizza. 

533  and সেোই অনেক খুসশ সছল and অনেক ভোল্লোগনস and আমরো সেোই try  

534  করনেো মোেুেজেনদর আরও help করোর that is my message কোরে  

535  অনেক young মোেুেজে বদনখো always help because sharing is  

536  caring <music> this is Rafsan the ChotoBhai bringing  

537  justice to you /guys.     

 

 

 

 

 

 

 


