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1. Introduction 

 

In Finland, English has gradually become a natural part of our everyday lives during the last few 

decades. We listen to English music, watch American and British movies and television programs, 

eat Big Macs at McDonald’s, buy products that have trendy English catchphrases in their 

advertisements and communicate with our workmates in English – just to name a few instances. In 

fact, it has become so normal to see and hear English everywhere that we probably do not even 

pay attention to it anymore.  

Having so much English around us must naturally have some effect on our attitudes and language 

use. According to Leppänen et al. (2011), Finns are really motivated in learning English and see it 

as a compulsory skill in order to be successful in the globalizing world where English is used as a 

lingua franca (p. 62). However, the use of English is not anymore restricted to situations where 

Finns communicate with foreigners, but it is also used as an intracultural means of 

communication. As our linguistic landscape includes more and more English alongside Finnish and 

Swedish, and it is often even taken as granted that everyone understands English, it could be 

argued that English no longer fills the criteria of a foreign language in Finland (Heikkinen & Mantila 

2011, p. 53). 

As English is often used in intracultural communication as an additional linguistic resource, mixed 

with or alternating with Finnish, its extensive influence has also started to cause changes to the 

Finnish language.  The most rapidly and easily changing part of a language is its lexicon, and today 

most of the loan words taken into Finnish come from English. In some registers, the influence of 

English is especially strong, for example fashion, business, science and technology (Sajavaara, 

1989, p. 86). 

Even though the increasing importance of English in Finland affects people of all ages, young 

people seem to be especially used to using English. Therefore, for the purposes of finding out the 

effects English has on Finns’ language use, it is most fruitful to study an example from young 

people’s everyday lives. As boys mostly draw their multilingual language use from game-playing 

contexts, for girls the influences of English often come from the social media, trends, fashion and 

their American idols. In this thesis, I am going to focus on the language use of young women, and 
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as a good example of a medium combining fashion, social media and the most recent trends, I 

have chosen to study the language of young women’s magazines. The focus of the study will be on 

the amount of English, the ways in which English is mixed with Finnish and the reasons for using 

English in Finnish young women’s magazines. 

Even though English has been a solid part of our linguistic landscape already for decades, as a 

research field the study of English in Finland is relatively new. As English has gained great 

importance in many fields of life, and the variety of uses of English in Finland has significantly 

increased during the last couple of decades, researchers in linguistics have now started to pay 

more attention to the phenomenon and its consequences. Most of the current research on the 

role of English in Finland has been made in the universities of Helsinki and Jyväskylä and in their 

joint research unit VARIENG (the Research Unit for the Study of Variation, Contacts and Change in 

English). As the use of English has spread to almost every domain of life in Finland, the research 

made in the field also covers various topics, ranging from game-playing contexts to advertising and 

business communication (see e.g. Leppänen, Nikula & Kääntä, 2008). The influence of the 

expanding use of English on the Finnish language has also caused a lot of debate both among 

linguists and laypeople, and besides studying the uses of English in Finland, researchers have also 

found interest in studying the attitudes towards English (see e.g. Leppänen et al., 2011). However, 

despite the great variety of topics already studied in the field, the research made on the role of 

English in Finland is not even nearly exhaustive. Even though a great deal of the research in this 

field focuses on young people’s language use, and there have been for example many studies on 

the use of English in advertisements, the language of young women’s magazines is a research topic 

not yet addressed, which highlights the importance of the objectives of this thesis. 

In this thesis, I will study three Finnish young women’s magazines: Demi, Trendi and 

Cosmopolitan. I will analyze one issue of each magazine studying the linguistic choices and 

especially the use of English among Finnish. I will concentrate on three main research questions: 1) 

How much English do the articles and advertisements in the magazines contain? 2) In what type of 

contexts is English used and how is it integrated into the Finnish texts? 3) Why is English used 

instead of Finnish in these instances? In addition, I will compare the findings of the three 

magazines to see if there are any differences in the language use of the different magazines. 
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In the next chapter, I will present the theoretical framework for this study. The theoretical 

framework consists of three sections, which discuss the global spread of English, the role and uses 

of English in Finland and the use of English as a stylistic tool by non-native speakers. In the third 

chapter, I will describe the research approach of my study, including the presentation of the data 

and the research questions. The findings of the study will be examined in the fourth chapter, 

which is divided into four subsections: code-switching between English and Finnish, loans from 

English, English in names and English in advertisements. Finally, the fifth section is reserved for 

discussion of the research results and drawing the final conclusions. 
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2. Theoretical framework 

 

In this chapter, I will present the theoretical framework and previous research relevant to this 

study. The theoretical framework is divided into three sections. In the first section, the spread of 

English will be discussed in a global context, first looking at the role of English around the world, 

then examining how English has entered the linguistic landscape of Finland and finally discussing 

the effects of language contact in general.  After examining the phenomenon in a wider context, in 

the second section the focus will be on the uses of English in Finland. The second section includes 

examples of and discussion on the different functions that English serves to Finns: an international 

and intranational means of communication, an additional linguistic resource and a loanword 

donor. Finally, two cases of the use of English as a stylistic tool will be discussed in the third 

section: the uses of English as a trendy language in advertising and as an identity marker in young 

people’s language. 
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2.1 The global English 

 

The aim of this section is to link the subject of this thesis to a wider context and to present an 

overview of the role of English around the world and in Finland. The general principles and 

common outcomes of language contact will be discussed in this section as well. The section 2.1.1 

includes a short history of the spread of English and a review of the current functions of English in 

different areas of the world. After the discussion of the role of English in other parts of the world, 

the history of how English entered Finland and how it has established its importance in many 

areas of Finns’ everyday life will be presented in 2.1.2. Finally, the general principles and effects of 

language contact will be discussed in more depth in the section 2.1.3. 

The reason for starting the theoretical framework with a section on a global aspect is that the 

linguistic situation in Finland is by no means unique. During the last decades, English has become a 

true global language, and the spread of English has changed the linguistic situation in many 

countries as well as affected the languages that have come into contact with English. The subject 

of this thesis, English in Finnish young women’s magazines, is one example of the results of these 

developments. Thus, discussing the relationship between English and other languages provides a 

broader context for the phenomenon. It also sheds some light on the reasons why English has 

gained a certain status in Finland, and furthermore, why English is used in Finnish young women’s 

magazines. 

In addition to the global aspect, it is also important to consider the historical aspect of the role of 

English in Finland. The second section includes a short description of how English has entered the 

linguistic landscape in Finland and quickly spread over different domains. The aim of the section is 

to provide an understanding of the recent changes in the linguistic situation in Finland and to 

explain why the role of English in Finland is such an interesting topic for linguistic research. 

Exploring the recent history also reminds us that the linguistic situation in Finland, and especially 

the role of English, is far from stabile. This also affects the nature of this kind of research: as the 

linguistic situation is constantly changing, the findings of present studies apply only for the time of 

research. 

After discussing the spread of English in Finland and other parts of the world, the focus will be 

shifted to the possible effects of language contact in the third section. While spreading to new 
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territories, English has not merely obtained more speakers, but it has also come into contact with 

other languages. As a result of the contact, English has influenced the other languages in various 

ways. In addition, knowing English has provided the speakers of other languages with additional 

linguistic resources and offered a possibility to mix English with the native languages for new 

creative meanings. The strong influence of English has also caused contact-induced change in the 

Finnish language and affected the language choices of Finns in many domains. Thus, the subject of 

this thesis is also one example of the effects of language contact. 
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2.1.1 The spread of English 

 

When we are talking about the spread of English, we are talking about a case of language contact. 

According to Thomason (2001), the simplest explanation for language contact is “[t]he use of more 

than one language in the same place at the same time” (1). However, in the modern days, there is 

no more a need for the speakers of different languages to be in the same place at the same time; 

languages can also be in contact via different kinds of texts. Due to the innovations in 

communication technologies, people from all over the world can come into contact with other 

languages every day, for example via the internet, television, radio and different kinds of written 

documents (Thomason, 2001, p. 1-3).  

Language contact is a very natural phenomenon. Thomason (2001) has even argued that all 

languages are in contact with each other; however, the intensity of the contact varies with time 

and place (p. 8-9). Language contact also inevitably affects the people and languages involved in 

the contact situation, although the results of language contact are always determined by several 

factors. Even though there have been countless situations of language contact throughout the 

history, no other language has been so widely spread as English, which makes it a unique case in 

our linguistic history (Crystal, 2012, p. 189). 

How could a small tribal language become a powerful global language? The roots of today’s 

English are in Old English, a fusion language of Germanic origin spoken by the Anglo-Saxon 

civilization in England (450-1150). Old English was open to influence from other languages e.g. 

Celtic, Latin, Germanic languages, Scandinavian, and especially French after the Norman Conquest. 

By the end of the Middle English period (1150-1500) the language had become something quite 

similar to today’s English. During the time of Early Modern English, from the 16th century onwards, 

England started expanding trade and exploring new areas, e.g. Asia and India, spreading the 

English language with the traders and explorers. (King, 2006a) 

The first ‘conquests’ of the English language were on the British Isles. First English spread to Wales 

and Ireland, and in the mid-sixteenth century, it started gaining ground in Scotland as well 

(Douglas, 2006; King, 2006b). In the 17th century, English began expanding worldwide as a 

consequence of a boom in colonialism. The English and later British colonies in North America 

caused the spread of the language to a new continent, where the language shaped into a new 
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variety, American English (Schneider, 2006). Two other important colonial varieties are the 

varieties spoken in Australia and New Zealand, although both areas became British colonies fairly 

late (1788 and 1840) (Kiesling, 2006). 

Through colonization, trade and exploration, English has been spread to almost all parts of the 

globe, and the effects of the language contact can still be seen in many societies. In South Asia, 

English serves many functions: a language of power and upward social mobility, a lingua franca for 

international contacts, an intranational link-language between the multilingual speech 

communities as well as the language of the elite (Gargesh, 2006). In Southeast Asia, in Singapore, 

Malaysia and the Philippines, English is used as a second language due to the colonial history; 

while in Thailand, Vietnam and Indonesia English is studied as a foreign language (Bautista & 

Gonzales 2006). In China, Japan, Korea and Taiwan, English is not used for intranational 

communication but seen as a valuable skill and a key for better-paid employment due to its 

usefulness in international communication (Honna, 2006). 

In South America, settlers from Europe, Africa, the Far East and elsewhere have been competing 

for power, resulting in the linguistic dominance of Spanish and Portuguese, while English functions 

as an important foreign language used for communication with the rest of the world (Rajagopalan, 

2006). In South Africa, due to the former British rule, English is one of the eleven official languages 

and has a superior status in many official and unofficial settings, functioning also as a linguistic 

glue that bonds the linguistically diverse society together (Kamwangamalu, 2006). In West Africa, 

there are many national varieties of English, e.g. Cameroonian English and Nigerian English, and 

English is used in many official domains from administration to education (Omoniyi, 2006). Some 

second language varieties of English can also be found in East Africa (Schmied, 2006). 

One result of language contact can be the emergence of pidgins and creoles. Pidgin is a language 

developed in a situation where two linguistic groups with no shared language are in regular 

contact with each other (for example through trade). As people in the contact situation have to 

communicate with each other, they start to develop a new simplified language with vocabulary 

and grammar from both/all languages involved, though usually one of the languages has more 

effect on the pidgin’s vocabulary than the other(s).  While a pidgin can never be anybody’s mother 

tongue, a creole, on the contrary, is a similar type of mixed-language, but it has become the native 

language of some linguistic group. (Thomason, 2001, p. 159-160). As the English language has 
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come into contact with various local languages during its expansion, there are also numerous 

English-based pidgins and creoles, e.g. American Indian Pidgin English, Jamaican Creole English, 

Chinese Pidgin English as well as the pidgins and creoles spoken in Australia, South Asia, West 

Africa and the Caribbean (Aceto, 2006; Gargesh, 2006; Honna, 2006; Omoniyi, 2006; Thomason, 

2001 p.32, p.164-165). 

The growing prestige of the English language has also had its effects on Europe. According to 

Modiano (2006), the rise of English has in fact affected Europe more than any other region in the 

world. In Europe, there has been a long tradition of studying English as a foreign language, but 

especially after the Second World War and the fall of the Soviet Union, English has claimed the 

position of the continent’s most studied foreign language. Due to the extensive knowledge of 

English among Europeans, English has in practice also become the lingua franca of Europe. 

(Modiano, 2006) According to Seidlhofer (2010), in Europe, the domains most extensively 

dominated by the English language are the domains of science, business, media, advertising, the 

internet, youth culture and entertainment (p. 357). English also functions for practical reasons as 

the working language of many European and international organizations, such as the EU, the 

European Commission, UN, NATO and the European Central Bank, even though the official policy 

of EU is to support multilingualism (Seidlhofer, 2010, p. 356-358).  As Seidlhofer (2010) appositely 

has put it: “‘Having English’ in Europe has thus become a bit like having a driving licence: nothing 

special, something that most people have, and without which you do not get very far.” (p. 359) 

Crystal (2012) has stated that “[a] language achieves a genuinely global status when it develops a 

special role that is recognized in every country” (p. 3). According to him, for a language to become 

a global language it is not enough to have mother tongue speakers in several countries, but the 

language needs to have a special status in other regions as well (p. 3-6). He has named two ways 

for a language to have a special status: being an/the official language of a country used as a 

medium of communication or having an important role in foreign-language teaching in the country 

(p. 3-6). Having mother tongue speakers in several countries, such as the USA, Canada, the UK, 

Ireland, Australia, New Zealand and South Africa, serving the role of an official language in several 

additional countries, such as India, Singapore and Ghana, and being the most widely taught 

foreign language in over 100 countries worldwide, it could justly be argued that English fills the 

criteria of a global language (Crystal, 2012, p. 3-6). 
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How can an originally small language achieve a status of a global language? Crystal (2012) has 

offered two explanations: the extensive geographical encroachment of the speakers of English 

(England taking over new territories) and the socio-cultural factors making people dependent on 

English in various aspects of life (p. 29-30). Crystal has argued that a language cannot merely 

geographically spread, but it needs to have some kind of socio-cultural value in order to get 

acceptance and be adopted into new areas (2012, p. 72-85). One factor providing English with 

socio-cultural value has been its political power over the British colonies. Another factor giving 

English a superior status is that people have seen it as a key for progress and a tool for accessing 

new knowledge. In the beginning of the 19th century, Britain was a world leader in industry and 

trade, and by the end of the century, America had achieved the role of the world’s fastest growing 

economy. Thus, to get their share of the new innovations, people from other countries needed to 

learn English. (Crystal, 2012, p. 72-85) 

From the 19th century onwards, the importance of English in various domains has even grown. 

With the founding of many international organizations (e.g. UN, UNESCO, The World Health 

Organization and EU), there has been a growing need for a global lingua franca, and English has 

often been chosen as the language of communication between the members. English also 

functions as a lingua franca in international academic and business communities as well as 

between private persons from different language groups (Crystal, 2012, p. 11-14). With reasons 

ranging from business trips to holidays, international travel has become a huge trend, and English 

often functions as a vehicular language between tourists and locals. Today English is also used in 

many countries as a medium of instruction as well as the language of research in universities and 

colleges. In addition, English is commonly used for international transport communication, e.g. 

‘Seaspeak’ on the water and ‘Airspeak’ in the air. Due to the many technological innovations made 

in the USA, English has dominated the domains of media and electronic communication as well. 

There are more printed publications in English than in any other language in the world, and the 

first advertisements and radio broadcasts were produced in America. In addition, English-speaking 

(and especially American) movies and popular music dominate the global entertainment industry, 

and all ways of communication (post, telephone, internet etc.) are mostly filled with the English 

language. (Crystal, 2012, p. 86-122) 

Today English enjoys a strong global status. According to some estimates, English is the first or 

second language in 113 countries, having 400 million first language speakers, 430 million second 
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language speakers and 750 million foreign language speakers (Stålhammar 2010, p. 213). As a 

foreign language, English is no longer used merely for communication with first or second 

language speakers, but also between non-native English speakers in many international and 

intranational contexts either as a lingua franca or an additional linguistic resource (Kachru & 

Smith, 2008, p. 2). 

In scientific discourse, it is not anymore sufficient to speak about ‘English’, as the term has become 

too vague to describe all the different varieties (Seargeant, 2012, p. 163-165). Instead, multiple 

terms have been established for describing the different contexts and ways of using English. One 

of the most basic divisions is between native and non-native varieties (Seargeant, 2012, p. 170). 

English as a second language (ESL) is a term referring to the use of English by bilinguals or 

multilinguals whose mother tongue is other than English (Seargeant, 2012, p. 166-167). English as 

a foreign language (EFL) refers to the speakers not using English for any intranational purposes, 

but learning English as a tool for international communication (Seargeant, 2012, p. 167). English as 

a lingua franca (ELF) is a term used for describing the use of English as a language for 

communication between people who have different mother tongues (Seargeant, 2012, p. 168). 

Recently researchers have also started to pay attention to the global status of English with terms 

such as Global English(es), World English(es) and International English(es), either in singular or 

plural, depending on whether English is seen as one uniform language with several local varieties 

or the different varieties of English are seen as autonomous Englishes (Bolton, 2006). 

One popular way of describing the different roles and functions of English in different parts of the 

world is the three circles of English by Braj Kachru. In the inner circle, English is used as a primary 

language, including countries such as UK, Ireland, USA, Canada, Australia and New Zealand. In the 

outer circle, English is used as a second language and it often has an official status. Most of the 

outer circle countries are former English colonies, such as India, Singapore and Malawi. The 

expanding circle consists of countries where English has no official status, but it is recognized as an 

important language for international communication and thus extensively studied as a foreign 

language. The expanding circle includes many countries from different parts of the world, e.g. 

China, Japan and Russia, and the circle is still constantly growing. (Crystal, 2012, p. 60). 

According to Kachru’s model, Finland belongs to the expanding circle as English has no official 

status and it has not traditionally been used for intranational communication in Finland. However, 
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it could be argued that there is happening a shift in the outer and expanding circles, as English is 

constantly gaining more popularity and it is used for more diverse purposes in many countries 

outside the inner circle. Similar changes are happening in Finland as well as English is not anymore 

used merely for international communication, but also as an additional language in intranational 

communication. The spread of English and the developments in the role of English in Finland 

during the last decades will be discussed more thoroughly in the next section. 

 

  



 
 

13 
 

2.1.2 How English entered Finland: From a foreign language to the third domestic 

 

Finland is officially a bilingual country, the two national languages being Finnish and Swedish.  

However, over 90% of Finns speak Finnish as their mother tongue, and all the other languages 

spoken in Finland belong to small minorities. (Leppänen et al., 2011, p. 17) Thus, Leppänen et al. 

(2011) have stated that “the linguistic situation of the Finnish population as a whole can be best 

characterized as monolingualism” (p. 47). Traditionally, English has been used as a foreign 

language in Finland, and Finland belongs to the expanding circle in Kachru’s theory (see chapter 

2.1.1). However, recently Finland has started to become more multilingual, and immigration to 

Finland has increased (Heikkinen & Mantila, 2011, p. 56-57). In addition, foreign influence on the 

Finnish language has grown − especially influence from English (Heikkinen & Mantila, 2011, p. 26). 

During the last three decades, the use and importance of English in Finland has increased 

significantly (Leppänen & Nikula, 2008, p. 21). However, the reason is not the number of English 

speakers living in Finland or the use of English as an intranational lingua franca, but the growing 

value of English as an international language (Leppänen & Nikula, 2008, p. 16, 21). There have 

been several societal changes during the last hundred years that have caused Finns to start using 

English in their everyday life and at the same time brought about the growing appreciation of 

English. The societal changes affecting the linguistic situation in Finland include e.g. urbanization, 

internationalization, globalization of trade, innovations in information and communication 

technologies, increased Anglo-American influence and identification with the West after the 

Second World War (Leppänen & Nikula, 2008, p. 16, 21). 

The history of English in Finland is not very long. In the 19th century, the influence of English on 

Finnish was minimal, and the few loan words, for example lexis of navigation, came to Finnish via 

Swedish (Batterbee, 2002, p. 261-262). Due to the history of striving for independence under the 

Swedish and Russian rules, Finns have had a strong national identity, which has resulted in 

linguistic purism and strong resistance to foreign influence (Batterbee, 2002, p. 263-265). Thus, in 

the spirit of romantic nationalism, most of the new vocabulary taken into the Finnish language 

during the 19th and early 20th centuries is indigenous (Batterbee, 2002, p. 261-262). 

Between the 1920s and 1940s, English started to become a permanent subject in the Finnish 

education. Furthermore, during the time between the First World War and the Second World War, 
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American influence was getting strong, especially in the field of entertainment (Batterbee, 2002, p. 

261-262; Leppänen & Nikula, 2008, p. 17). After the Second World War, the importance of the 

English language grew even more: more Finns started to study English, English became the 

language of international business, and it even started to fill the free time of Finns. American 

influence was especially strong due to the popularity of American rock music, movies and TV 

programs. (Leppänen & Nikula, 2008, p. 17) 

In the 1960s, foreign language studies became more common among Finns, and English replaced 

German as the most studied foreign language. Travelling abroad also became more common, and 

thus possibilities to use English outside school were offered more often. In their free time, Finns 

listened to American pop and rock music and watched English-speaking TV shows and movies. 

Earlier the TV programs had been dubbed, but since the 1960s, the trend has been subtitling 

instead of dubbing. (Leppänen & Nikula, 2008, p. 18) 

In the 1970s, the Finnish educational system was reformed. Before the reform, only some 

students had the possibility to study a foreign language, but in the new comprehensive school 

system it became compulsory for all students to study the second national language and at least 

one foreign language (Leppänen & Nikula, 2008, p. 18; Leppänen et al., 2011, p. 21). Since the 

beginning, English has been a very popular choice in language studies (Leppänen & Pahta, 2012, p. 

5). By the 1980s, English had already entered the everyday language use of Finns as loan words, 

catch phrases and names of companies and products. The most effect English had on the 

languages of youth and trade. (Pulkkinen, 1984, p. 5) 

In the 1990s, practically all aspects of Finns’ life had become more or less international. Because of 

globalization and cross-border mergers, English became the corporate language of many 

companies, and all employees had to be prepared to communicate with partners, customers and 

colleagues from other countries (Kankaanranta & Louhiala-Salminen, 2013, p. 3). English also 

became a medium of education in some Finnish schools from comprehensive level to university 

studies and reasserted its status as a language of science (Leppänen & Nikula, 2008, p. 19). From 

the 1980s onwards, there have been massive developments in information and communication 

technologies, and thus a need for new computing vocabulary. Even though there has been great 

pressure to loan the needed vocabulary from English, because of the strong purism there is more 
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indigenous vocabulary in the field of IT in Finnish than in many other European languages. 

(Batterbee, 2002, p. 261-262)  

In the 21st century, the status of English in Finland has only got stronger. Finns consider English a 

useful tool and have become very proficient in English as well (Leppänen & Nikula, 2008, p. 19). 

English has also become a very noticeable part of the linguistic landscape in Finland. In their 

national survey, Leppänen et al. (2011) have found that English is the foreign language seen and 

heard most in the linguistic landscape of Finns (p. 61). They have also discovered that English is 

heard or seen more often by younger people than older people, more in cities than in the 

countryside and more frequently by highly educated people than people with lower education (p. 

61). The contexts where English is seen or heard most frequently include shops, restaurants, 

public transportation, home, work and school (Leppänen et al., 2011, p.68). English can be seen or 

heard for example in young people’s language, advertisements, company and product names, job 

advertisements as well as different kinds of loans. Already since the 1960s, Finns have also heard 

English on the television because the English programs shown in Finland are subtitled, not dubbed, 

unlike in many other countries. (Leppänen & Nikula, 2008, p. 20) 

Over half of the respondents in the survey by Leppänen et al. (2011) indicated that “they used 

English most in their free time” (p. 106). 88% of the respondents watched English-speaking 

television programs or films every week and 85% listened to music in English weekly (p. 107-108). 

Reading was the second most common use of English, the most common text types being web 

pages, manuals, product descriptions and e-mails (p. 109). Speaking or writing in English was less 

frequent among the respondents, writing e-mails being the most common purpose for producing 

English (p. 109-112). Overall, Finns can be described as fairly active users of English in their 

everyday lives and, according to Leppänen and Pahta (2012), even those who do not use English 

actively are “passive consumers of English” due to the amount of English in the linguistic 

landscape of Finland today (6). 

Besides encountering foreign influence in the surroundings, Finns also study many foreign 

languages and value foreign language skills (Leppänen et al., 2011, p. 20, 46). One of the reasons is 

that Finnish is a relatively small language and for international contacts Finns need knowledge of 

other languages as well. Finland also has a relatively long history of foreign language teaching, and 

due to the official bilingualism, making it obligatory to study the second official language, Finns are 
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used to studying several languages. In addition, as the European Union officially supports 

multilingualism, its citizens are advised to learn at least three languages spoken in the EU, and this 

guide is followed in the Finnish education system. (Leppänen et al., 2011, p. 20) 

Finnish pupils start studying the first compulsory language in the third grade (or earlier) (Leppänen 

et al., 2011, p. 21). For a long time, English has been a popular choice for foreign language studies, 

and for example in 2008, 91% of pupils chose English as the first compulsory language (Leppänen 

& Pahta, 2012, p. 5). The studying of the other compulsory language, the second official language, 

starts in the sixth grade (before autumn 2016 in the seventh grade), and during the nine-year 

comprehensive school, pupils are offered possibilities to start studying additional languages as 

well. Later in their studies, Finns continue with the two compulsory languages and again have an 

opportunity to include optional languages in their studies. (Leppänen et al., 2011, p. 21) 

In Finland, English is not only a subject taught in school, but it is also used as a medium of teaching 

in all levels of education from English-speaking kindergartens to higher education (Leppänen & 

Pahta, 2012, p. 6). Although formal education has a high importance, English is also often learnt 

outside school (Leppänen et al., 2011, p. 102). As mentioned earlier, English can be seen and 

heard quite widely in the Finnish linguistic landscape, and for many Finns e.g. the television, 

internet and media offer good opportunities for informal language learning (Leppänen & Nikula, 

2008, p. 20). Thus, due to the extensive exposure to English in their every day, a great majority of 

Finns think they speak better English than Swedish, even though Swedish is the second official 

language and English has no official status in Finland (Heikkinen & Mantila, 2011, p. 51). 

In addition to education and free time, Finns also encounter and need English in their work. 

According to Leppänen and Pahta (2012), “[w]ith increased internationalization, English has 

become an essential part of the professional life of a steadily growing number of Finns in various 

fields requiring communication with speakers of other languages – in politics and government, 

science and education, business, communication and media, transportation, tourism, sports, 

culture or entertainment.” (6) English has also become the language of science and academic 

publishing. In many fields, the newest terminology is not even available in Finnish anymore, and 

many universities encourage academics to write in English (Heikkinen & Mantila, 2011, p. 136-

137). Today Finns also have many opportunities to use English outside Finland as mobility has 

increased and Finns travel a lot due to work, education and leisure (Leppänen & Pahta, 2012, p. 6). 
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As Leppänen and Nikula (2008) have stated, until the 1980s, English functioned in Finland as a true 

foreign language used only for communication with foreigners (p. 16). However, today the uses of 

English are various, and it is even used for intranational communication in many different domains 

in Finland. Thus, Heikkinen and Mantila (2011) have argued that in Finland English is in fact gaining 

a status of a second language or at least ‘the third domestic language’ (p. 53). In the survey by 

Leppänen et al. (2011), over half of the respondents thought that Finns can become outsiders in 

certain contexts if they do not know English, including international interaction, job markets, 

internet and media contexts, educational opportunities and getting up-to-date information (p. 

152-153). According to the survey, 90% of the respondents also believed that in 20 years’ time 

English would still gain more importance in Finland, especially in the contexts of business, science 

and Finnish rock and pop music; however, it would not replace Finnish (p. 143-145). Although 

English has become an irremovable part of Finns’ everyday language use and it has influenced the 

Finnish language, according to Leppänen et al. (2011), English is not taking over Finnish. Instead, 

Finns have adopted English as an additional tool to their linguistic repertoire (p. 24). 
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2.1.3 The effects of language contact 

 

As discussed in the previous chapters, the English language has spread basically all over the world 

in a relatively short period of time. While spreading to new territories, English has also come into 

contact with several other languages, including Finnish. In addition to the increased amount of 

English speakers, the influence of English has also affected the other languages involved in the 

contact and brought about language change. 

It is natural that all languages change in time (Edlund & Hene, 1996, p. 9). As the environment and 

people change, languages must evolve as well in order to cater to the new needs of their speakers. 

There can be various reasons for language change, for example changes in the political, cultural or 

social situation of the speakers, migration, contact with other languages or changes in the 

speakers’ way of processing the world (Edlund & Hene, 1996, p. 9-10). A language has several 

functions (verbalizing, communicating and expressing social identity), and in order to fulfill these 

functions, it is necessary to continuously introduce new innovations to the language (Edlund & 

Hene, 1996, p. 10-11). In addition, as a language can be used in many different types of contexts 

for various purposes, it is also normal to have several versions of the same language (Heikkinen & 

Mantila, 2011, p. 31). 

Language contact is one of the most common factors causing changes in a language. As mentioned 

in 2.1.1, language contact is a normal phenomenon, and all languages are in some kind of contact 

with each other all the time. However, the effects of language contact vary with several factors. 

The contact can be symmetrical, i.e. both languages have an equal status and both languages are 

affected by the contact situation (for example in trade), or the contact can be asymmetrical, i.e. 

one language has a leading position and only the other language is affected by the contact (Edlund 

& Hene, 1996, p. 19). Sometimes the contact can also be indirect, e.g. a word can be loaned even 

though the languages are not in direct contact with each other, but there are one or several 

languages between the donor language and the recipient language (Edlund & Hene, 1996, p. 31).  

Thomason (2001) has stated that the most common effect of language contact is some type of 

change in the languages involved, caused by the borrowing of elements from the other language 

(p. 10). According to Thomason, “all aspects of language structure are subject to transfer from one 

language to another” (p. 11); however, “the most common specific type of influence is the 
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borrowing of words” (p. 10). The results of contact-induced change can be the loss of old features, 

the addition of new features or the replacement of features (Thomason, 2011, p. 85-91). Influence 

from other languages can also support the use of rare or nearly forgotten features if they 

resemble the ones commonly used in the other languages (Edlund & Hene, 1996, p. 12). In 

addition to causing changes in the language(s) involved, the results of language contact can also 

be the creation of a new language or the death of the subordinate language caused by language 

shift (Thomason, 2001, p. 10-12). 

The effects of language contact can be to some degree predicted by a few social factors. Firstly, 

the intensity and duration of the contact largely affects the amount of influence on the languages 

involved. The sizes of the groups and the power relationship between the speakers of different 

languages also matter, as larger groups with more socioeconomic power tend to influence the 

subordinate group more than vice versa. Secondly, the language skills of the people introducing 

new innovations affect the type of borrowing. If the people introducing new elements are fluent 

speakers of the recipient language, the first elements borrowed are lexical, but if the innovations 

are caused by imperfect learning, the first interference is the borrowing of structural features. 

Thirdly, the speakers’ attitudes towards the other language and its speakers affect the amount of 

influence. Thus, positive attitudes can lead to more intense interference and negative attitudes to 

resistance of the foreign influence. In addition, the typological distance between the donor and 

recipient languages also affect the type and amount of influence as borrowing is easier between 

typologically similar systems. (Thomason, 2001, p. 64-85) 

One possible result of intense language contact is bilingualism or multilingualism. There are 

numerous reasons for becoming bilingual, for example group norms, a political must, religious 

reasons or marriage with a speaker of another language. A person can become bilingual as an 

adult by learning the second language fluently or as a child if born into a bilingual family. 

(Thomason, 2001, p. 49). As bilingual speakers are highly competent in both of their languages, 

they often play a big role in language change as introducers of new elements. Two mechanisms 

common among bilinguals are code-switching and code-alteration. Thomason (2001) has 

described code-switching as “the use of material from two (or more) languages by a single speaker 

in the same conversation” (p. 132). There are several reasons for code-switching, such as filling a 

lexical gap, avoiding the use of an unpleasant word or mentioning something or someone 

identified with the other language (Thomason, 2001, p. 132). In code-alteration, a bilingual 
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speaker is using two languages in different environments; however, as both languages are used 

regularly, the speaker might fail to deactivate the other language and accidentally mix elements 

from both languages. Thus, both code-mixing and code-alteration can lead to the introduction of 

new features from one language to the other. (Thomason, 2001, p. 136-139). 

Another possible result of language contact is the creation of new languages and the death of old 

ones. As mentioned in 2.1.1, simplified contact languages, pidgins and creoles, can be born in 

contact situations when people with no shared language need to communicate with each other 

regularly (Thomason, 2001, p. 159-160). Sometimes language contact can also lead to language 

death if the influence is so strong that it leads to significant reduction of vocabulary in one of the 

languages or causes language shift (Thomason, 2001, p. 12, 228). The loss of domains is also an 

actual danger of intense contact, and for example in today’s Sweden, English is becoming the only 

language of research, as in many fields there is no Swedish terminology available anymore 

(Stålhammar, 2010, p. 218-222). 

The most common result of language contact is borrowing. However, the amount and types of 

borrowed elements vary with the intensity of contact. Vocabulary is the most easily changing part 

of a language, and in casual contact, where the borrowers are not necessarily fluent speakers of 

the donor language, only vocabulary is loaned (Edlund & Hene, 1996, p. 11; Thomason, 2001, p. 

70-71). Lexical words, i.e. words belonging to the open word classes (nouns, adjectives and main 

verbs) are very easily adopted, while words with grammatical functions, belonging to the closed 

word classes (auxiliary verbs, prepositions and conjunctions), are much harder to borrow (Edlund 

& Hene, 1996, p. 11). In more intense contact, when the borrowers are reasonably fluent 

bilinguals, even function words and superficial phonological or syntactic features can be 

borrowed. However, changes in the most profound structural features, for example phonology, 

word order and morphology, and the most basic vocabulary, such as pronouns, numerals, auxiliary 

verbs and prepositions, require very intense contact with a lot of bilinguals and favorable social 

circumstances. (Thomason, 2001, p. 69-71) Loanwords also always reflect the culture and lifestyle 

of the era in which they were loaned (names for new innovations at the time) as well as the type 

of contact in which the languages met, for example trade (Edlund & Hene, 1996, p. 42). 

Even though the intensity of language contact plays an important role in determining the amount 

and type of borrowings, Edlund and Hene (1996) have itemized more specific reasons for 
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borrowing. The first reason to borrow a word or a structure is to fill a gap in the receiving 

language. When a new innovation is introduced in the community, it is often easier to loan the 

name for the new thing from another language than to invent an indigenous word. Sometimes a 

word from another language can also be used to generalize or differentiate when the own 

language does not include a word with the exactly same meaning (e.g. sisu describing the exact 

type of perseverance of Finns). Loanwords can also be used to get a more neutral expression (e.g. 

using the word tuumori instead of kasvain) or to express values (e.g. using foreign swear words). A 

foreign word can also be used to raise certain associations (e.g. biitsi is more likely associated with 

sand and palm trees than ranta). The borrowing of a word or a structure can also be motivated by 

stylistic reasons: creating a comic effect, creating variation (avoiding repetition of the same word) 

or getting a word with an easier form. A certain loaned word or structure can also be chosen to 

consciously or unconsciously signal being part of a certain group. (1996, p. 71-89)  

The second reason for borrowing is filling gaps in the speaker’s or listener’s language skills. If the 

speaker does not know or remember the word in the receiving language, they can compensate the 

lexical gap by using a word from another language. Alternatively, if the speaker believes the 

listener has problems with understanding the language, the speaker may use loan words from a 

language the listener knows better. In both cases, even though the reason for borrowing is 

temporal, the use of these loans may spread, and the loans may become established words in the 

language. (Edlund & Hene, 1996, p. 89-92) 

The third reason for borrowing words or structures is the use of information from a source that 

has originally been in another language. This includes e.g. translations and situations when 

someone has read a text in English and tries to discuss it in another language but instead of 

translating the terminology uses the terms from the original source. Today a great amount of texts 

are translations, and the source language often has an effect on the word choices and the 

grammar of the translated text. (Edlund & Hene, 1996, p. 92-97). For example, an average Finn 

reads more translated texts than originally Finnish texts, and the foreign-influenced linguistic 

choices in the texts are starting to affect the language sense of all Finns (Heikkinen & Mantila, 

2011, p. 178-181). 

As discussed in 2.1.1, English has been in contact with other languages all over the world, and thus 

also affected many languages. For example, in Europe there have been two periods of massive 
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influence from English on the lexis of many European languages – after the Second World War on 

the western countries, and in the 1990s in the eastern countries after the fall of the Soviet Union 

(Görlach, 2001b, p. 3). Even though English has already affected many European languages 

significantly, Görlach (2001b) has argued that the influence of English will still very likely increase, 

both in the form of loan words and structural loans (p. 11-12). In addition, Taavitsainen and Pahta 

(2003) have argued that there is happening a change in the traditional status of English in many 

countries as due to the intensive contact with English, foreign language speakers are becoming 

bilingual and second language speakers are starting to use English as their home language. In for 

example Denmark, Norway and Sweden, which traditionally belong to Kachru’s outer circle, 

English is now increasingly used also for intranational communication. (p. 4) 

Even though language contact and language change are both completely normal phenomena, they 

can provoke strong opinions. The mother tongue is an important and emotional thing for many 

people, and thus some people have very strong reactions to change (Heikkinen & Mantila, 2011, p. 

71). Some people tend to think that language change is always change to worse, and the use of 

new features can be seen as sloppiness, laziness or ignorance (Aitchison, 1991, p. 3-17, Heikkinen 

& Mantila, 2011, p. 28). The strong influence of English on other languages has also been dividing 

opinions. For example, in Finland, while some see English as an advantage, some see it as a threat 

to the Finnish language (Heikkinen & Mantila, 2011). However, according to many language 

experts, Finnish is merely adapting to a cultural change, and the influence from English does not 

pose any threat to the Finnish language (Heikkinen & Mantila, 2011, p. 19). Even in Finnish 

language planning, there are now new principles: it is acceptable for a language to be in contact 

and take new needed material from other languages without it meaning that the language is going 

through decay (Heikkinen & Mantila, 2011, p. 168).  
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2.2 Uses of English in Finland 

 

While the focus of the previous chapter was on the global aspect of the spread of English and 

language contact more generally, the focus of this chapter will be on the different functions and 

uses of English in Finland. The aim of this section is to examine how, in which contexts and why 

English is used in Finland instead of or mixed with the national language Finnish. This section is 

divided into three sub-sections, each presenting one particular type of use of English in Finland. 

The section 2.2.1 discusses the use of English as an international and intranational means of 

communication, while situations of code-switching and mixing English with Finnish will be 

examined in 2.2.2. The many English loanwords in Finnish will be discussed in 2.2.3. 

Even though English has no official status in Finland, the uses of English have become quite 

versatile. There are numerous contexts where English is used by Finns either as the mere means of 

communication or mixed with Finnish. The use of English as the main language of communication 

will be discussed in the first section. Traditionally English has served the function of a lingua 

franca, a language used when communicating with people who do not speak Finnish. However, 

the role of English in Finland is currently changing. English is not anymore used only for 

communicating with foreigners, but it is increasingly used also in situations where all the 

participants know Finnish. The subject of this thesis, Finnish young women’s magazines, is one 

example of this change. Even though the magazines are aimed at Finnish speakers and are a part 

of intranational communication, they include quite a lot of English alongside Finnish. Thus, it could 

be argued that the use of English has become so natural to Finns, that English and Finnish have 

become at least nearly equal resources. 

The ways in which English is mixed with Finnish will be discussed in more depth in the second and 

third sections. Knowing English has offered Finns additional linguistic material, which has recently 

been made use of quite extensively. Under the strong influence of English in all spheres of life, 

Finns are increasingly taking elements from English to their own language use. Code-switching, the 

more irregular use of English elements in an otherwise Finnish conversation, will be the focus of 

the second section. The more established loans will be discussed in the third section. As both 

code-switching and loan words are widely used in the Finnish young women’s magazines studied 

in this thesis, these two phenomena will also be the focus of my research. 
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2.2.1 English as an international and intranational means of communication 

 

There are not many native speakers of English in Finland, and traditionally English has had the role 

of a foreign language, used as a lingua franca when communicating with foreigners (Taavitsainen 

& Pahta, 2003, p. 4). Due to internationalization, the possibilities and need for Finns to 

communicate with foreigners have increased during the last decades. Thus, Finns have become 

quite used to using English in all kinds of contexts from work and education to free time activities. 

In addition to the lingua franca uses of English, Finns have started to use English increasingly for 

intranational communication as well. 

According to House’s (2003) description, “[i]n its original meaning, a lingua franca – the term 

comes from Arabic ‘lisan-al-farang’ – was simply an intermediary language used by speakers of 

Arabic with travelers from Western Europe.” Later the meaning has been extended to any contact 

language used between people who speak different native languages. (p. 557) In theory, any 

language can be used as a lingua franca, but during the last hundred years there has been a rising 

need for a globally common lingua franca due to globalization, increased mobility and the 

foundation of many international organizations such as the United Nations and the World Bank 

(Heikkinen & Mantila, 2011, p. 77). Today English is the most commonly chosen lingua franca for 

international contexts. 

In EU, English has become the de-facto lingua franca, and today it is considered a basic skill of all 

citizens (Heikkinen & Mantila, 2011, p. 79). Using English for international communication has 

even become so self-evident that people commonly think that internationalization equals knowing 

English (Heikkinen & Mantila, 2011, p. 106). However, the variety of English used for international 

communication is no longer the variety of native speakers but its own variety, English as a lingua 

franca (ELF), which constitutes of simple sentences, focuses on communicative functions and is 

often described as an adaptive, creative and dynamic self-regulating system (Heikkinen & Mantila, 

2011, p. 81; Kankaanranta & Louhiala-Salminen, 2013, p. 19-20; MacKenzie, 2011, p. 83). 

In Finland, English is used as a lingua franca in many domains. In their national survey, Leppänen 

et al. (2011) found that Finns use foreign languages most often for travel and second most often 

for work. English was the foreign language most commonly used and Swedish the second most 

commonly used language. (57) Contexts where English was used by the respondents included 
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travelling, work, communicating with friends, school, hobbies and home (58). Young people 

indicated using English more often with friends and in pursuance of hobbies than older people. 

According to Leppänen et al., young people are also more often in contact with people whose 

mother tongue is other than Finnish. (63) 

In the survey by Leppänen et al. (2011), “46 % of respondents in working life indicated that they 

used English in their work at least once a week” (118). In the last three decades, globalization has 

changed the linguistic context of Finns’ working life. Many Finnish corporations have become 

international, and doing business with foreign companies has become more common. 

Technological developments have also made it easier to be in contact with colleagues in different 

countries. While 30 years ago, only a few people in a company used foreign languages, today all 

workers, even at grass-roots level, need to be able to communicate with co-workers, clients and 

suppliers in English. The most common contexts where English is used are negotiations, meetings, 

e-mail, daily communication and writing and reading documents. Recently English has also been 

chosen as the official language of many Finnish companies, e.g. Kone and Metso, thus often even 

the communication within the Finnish companies is partly in English. (Virkkula, 2008) 

In her study on Finnish companies, Huhta (1999) has found that “[a]ccording to the information 

given by personnel managers, the need for English is expressed by 100% of companies. Among all 

companies [English] is the most important language in 84% (n=69), the second most important in 

10% of companies and the third most important language in the rest of companies. Thus, all 

companies, even the smallest with no international operations express their need for English.” (p. 

62). A great majority of the employees interviewed in the study also admitted needing one or 

more foreign languages at work, with English as the most important, Swedish as the second most 

important and German as the third most important foreign language (p. 65-66). Thus, using 

foreign languages, and especially English, has become an inseparable part of Finns’ working life. 

As English is needed in working life, it also has an important role in vocational education in 

Finland. In vocational schools, polytechnics and universities, it is obligatory for all students to 

study the second national language and at least one foreign language (usually English) (Huhta, 

1999, p. 25-28). Due to the globalization of higher education, universities have also started to 

operate in an international context, creating a need for a common lingua franca for education 

(Graddol, 2006, p. 74). Today over half of the world’s international students are taught in English, 
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meaning that international often equals English in the context of education as well (Graddol, 2006, 

p. 76). Due to the Bologna process, many English master’s programs have been started in Finland 

and other partner countries, and for example in the academic year 2003-2004, about 1500 English 

master’s programs were offered in European countries where English is not spoken as a native 

language (Graddol, 2006, p. 74; Taavitsainen & Pahta, 2008, p. 31). Because of the new 

opportunities offered by the internationalization of higher education, the mobility of students, 

teachers and researchers has increased as well. Universities also support international exchange, 

and for example “One goal stated in the University of Helsinki strategy for 2006-2011 [was] to 

send all students abroad for at least one or two study units” (Taavitsainen & Pahta, 2008, p. 31). 

Academics and students also value international experience and every year 2-3 million students 

from all over the world travel to some other another country via international student exchange 

programs (Graddol, 2006, p. 74-76). 

In Finland, English has also become a dominant language in academic publishing and science, and 

many Finnish universities encourage academics to write in English (Heikkinen & Mantila, 2011, p. 

137). For example, in the University of Helsinki in 2002, “all dissertations in the Faculty of 

Medicine were in English, and even in the Faculty of Arts, which includes courses on the Finnish 

language and national subjects like folklore and Finnish literature, 56 per cent of dissertations 

were in English” (Taavitsainen & Pahta, 2008, p. 31). Thus, the field of medical science is a pioneer 

in adopting English as the professional language, and the mastery of English is seen as a necessity 

for professional development and participating in global discussion. However, there has been a 

conscious effort to promote the use of Finnish in medical science as well. Despite the growing 

pressure to use English, there is still Finnish terminology and Finnish text books available, and 

medical personnel are guided to use simple Finnish with patients and in medical reports 

(Taavitsainen & Pahta, 2008, p. 31-32). 

In addition to working life, education and science, English has an important role as the lingua 

franca of many other parts of Finns’ lives. Today a large number of people are using internet 

around the world, and English has become the lingua franca of online communication 

(Warschauer, Black & Chou, 2010). In addition to consuming English entertainment, Finns are so 

accustomed to using English that they also make English movies, video games and books 

themselves (Heikkinen & Mantila, 2011, p. 134). English is also used for Airspeak and Seaspeak, 

“the controlled radio telephony phraseologies for air and sea traffic” (Moore & Verantola, 2005, p. 
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134). Even in the Nordic context, English has replaced Scandinavian as the commonly used lingua 

franca. Especially “Finnish-speaking Finns usually prefer English to Swedish even though they have 

all learned Swedish at school.” (Moore & Verantola, 2005, p. 149) According to Kankaanranta and 

Louhiala-Salminen (2013), in the mergers of Finnish and Swedish companies, for example 

StoraEnso and Nordea, the choice of English as the corporate language has also been motivated by 

the neutrality of English as opposed to choosing either party’s mother tongue (p. 23-25). 

One context where English is used as an intracultural means of communication is CLIL classrooms. 

The first experiments of CLIL (content and language integrated learning) in Finland were 

conducted in the 1980s, resulting in a boom in the 1990s. Today the amount of CLIL education has 

slightly decreased in Finland, but in the EU, it is a growing trend. In Finland, English CLIL is offered 

in all levels from comprehensive schools to higher education. The results of CLIL have been 

positive, although teaching in a foreign language has been found more demanding both for 

students and teachers. However, as pupils usually make the choice themselves to attend to CLIL 

classrooms, they are often more motivated to learn. Research has also shown that pupils tend to 

participate in the learning situation more actively in CLIL than in traditional teaching. Even though 

the official language of the classroom is English, CLIL can also include code-switching between 

English and Finnish, as Finnish is usually the mother tongue of all the participants. (Nikula, 2008) 

As discussed above, English is frequently used by Finns as a lingua franca, but also in some 

situations chosen as the language of communication even if all the participants speak Finnish. 

Based on the responses in the national survey by Leppänen et al. (2011), Finns also have positive 

attitudes towards using English. Overall, Finns find English a useful tool in international 

communication, but the majority of Finns also feel positively about using English for intranational 

communication, for example as the language of instruction at schools or as the internal language 

of Finnish companies. (p. 74-58) 
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2.2.2 Code-switching and mixing English with Finnish 

 

As discussed in 2.1.3, one possible result of language contact and bilingualism is code-switching. 

Thomason (2001) has defined code-switching as “the use of material from two (or more) 

languages by a single speaker in the same conversation”. Furthermore, Thomason separates code-

switching, “switching from one language to another at a sentence boundary”, and code-mixing, 

where “the switch comes within a single sentence”. In addition to the bilingual skills of the 

speaker, one presumption of code-switching is that all the listeners also speak or at least to some 

extent understand both languages. (p. 132). 

The difference between code-switching and borrowing is that code-switching requires bilingualism 

and it can be unrepeatable and rather random use of material from the other language. By 

contrast, a loan word is a more permanent element, used also by non-bilinguals and usually to 

some extent adapted to fit the structures of the recipient language. (Thomason, 2001, p. 133-135) 

Although Finns are not officially bilinguals, the majority of Finns have already become so proficient 

in English that code-switching and mixing English with Finnish has become a new trend. In the 

national survey by Leppänen et al. (2011), the respondents were asked to self-evaluate how often 

they mix English with Finnish, and 26% of the respondents estimated that they mix English with 

Finnish in their own speech often, 35.3% occasionally, 27.8% rarely and merely 10.8% never (p. 

132). 

According to Thomason (2001), code-switching or code-mixing can be used for various 

conversational reasons, for example to fill a lexical gap, to avoid using an unpleasant or taboo 

word or to create a feeling of authenticity when talking about something that is strongly related to 

the other language (p. 132). In their survey, Leppänen et al. (2011) found that the most common 

reason for mixing English with Finnish is that Finns have become so familiar with the English 

expressions that they do not even notice using English instead of Finnish. For younger people 

using English is even more natural, and over 80% of the younger respondents claimed that they do 

not pay any attention to their own code-switching. Other common reasons mentioned by the 

respondents included using special terminology, creating an effect with the English element, the 

inability to find any other suitable expression and doing it because other people do it as well. (p. 

136-137) 



 
 

29 
 

Taavitsainen and Pahta (2008) have found that mixing English with Finnish is more common in 

private and spoken language than in public and written language. One exception is the written 

language used on the internet, which is usually more informal and speech-like and also includes 

more mixing. (p. 29-30) In Finland, code-switching is most common in youth language and in 

expert jargon, especially IT jargon (Taavitsainen & Pahta, 2003, p. 5). As English has become an 

inseparable part of Finns’ working life, professionals in many fields are drawn to using English 

terminology even if Finnish alternatives would exist (Taavitsainen & Pahta, 2008, p. 36). Code-

switching has also become a part of Finns’ everyday language, and English phrases can be used for 

example as greetings, discourse markers, emotional outbursts, catch-phrases, fillers and hesitation 

markers (so what?, who knows?, ok, hello, see you, anyway, you know, maybe, no problem, fuck!) 

(Taavitsainen & Pahta, 2003, p. 5; Taavitsainen & Pahta, 2008, p. 29-30) 

Some studies have been made in Finland on contexts where code-switching and code-mixing are 

especially common. For example, Piirainen-Marsh (2008) has studied the linguistic choices of 

Finnish young people playing English-speaking video games. In Finland, almost all youngsters, 

especially boys, play video games, and it is one context where Finnish comes into contact with 

English. This context also offers an opportunity for mixing. Piirainen-Marsh has found that Finnish 

and English are often mixed for example in a situation where Finnish friends are playing an 

English-speaking game together in the same room. The common language of the participants is 

Finnish, thus when discussing the game, for the most part the participants speak Finnish to each 

other. However, as the language of the game is English, the participants often also loan English 

phrases from the game to the conversation. According to Piirainen-Marsh, there may be various 

reasons for code-switching, for example that it is easier to loan the expressions from the game as 

opposed to translating them or that the speaker is using the switches to express changes in action, 

role or context (for example talking as oneself or talking as a character in the game). 

Several examples of even more established practices of mixing can be found in the subcultures of 

Finnish young people. Leppänen (2008) has studied one example of these kind of subcultures, the 

Finnish fan fiction communities. Leppänen has found that Finnish fan fiction forms its own genre, 

where the writers can choose between writing fully in Finnish, fully in some foreign language or 

mixing Finnish with some other language. Most commonly the foreign language used in the fan 

fiction texts is English. According to Leppänen, when English is mixed with Finnish, its function is 

most commonly to create an effect or to mark different sections, for example using Finnish in the 
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narration and English in the dialogs. Leppänen has argued that the reason behind the use of 

English is that the original texts (movies, video games, comics etc.) often are in English and that 

the Finnish fan fiction writers are also part of international fan groups, and thus for the Finnish 

writers, the use of English as an additional resource is quite natural. 

Toriseva (2008) has studied the language of Finnish skaters, another subculture where mixing 

English with Finnish is rather common. According to her, the language of Finnish skaters has been 

remarkably influenced by the Anglo-American skating culture, and thus the terminology and 

jargon used by Finnish skaters is largely based on the original English terminology. Using 

skateboarding slang and mixing English with Finnish is also an integral part of the group identity of 

skaters – by using their own jargon and English phrases the subculture can exclude people who are 

not familiar with the language of the group. Toriseva has found that using English terminology and 

mixing English with Finnish is also common in skateboarding magazines. The style of the 

magazines is often very informal and colloquial, and English can be found in the articles as single 

words, phrases or even full clauses. According to Toriseva, as the people featured in the magazines 

often are foreigners, code-switching can also be used in the articles in order to create a feeling of 

authenticity. 

As in the skating culture, English has also become an inseparable part of Finnish hip hop genre. 

Leppänen (2007) has studied some hip hop lyrics published in a Finnish hip hop discussion forum 

and found that mixing English with Finnish is very common in the Finnish hip hop genre and 

Finnish hip hop lyrics (p. 157-160). However, there is a lot of variation in the degree of mixing 

English with Finnish in hip hop lyrics, ranging from almost wholly Finnish to almost wholly English 

texts with only a few insertions in Finnish (p. 166). Based on her study, Leppänen has argued that 

English has become a natural part of the Finnish hip hop jargon, and it functions as an additional 

linguistic resource in the language of Finnish hip-hoppers (p. 160). According to her, one of the 

reasons for mixing English with Finnish is that Finnish hip-hoppers want to relate to the Anglo-

American hip hop scene, and thus to some extent imitate English hip hop; however, also wanting 

to mix elements from their own local culture with the global one (p. 160). 

As mixing English with Finnish has become a common trend among young Finns, it has also 

become a common feature in radio speech aimed at youngsters. Muhonen (2008) has studied the 

radio speech of YleX channel and found that the radio speech aimed at young people mimes the 



 
 

31 
 

language use of young people by including a lot of code-switching, code-mixing and English loans. 

She has found that code-switching can be used for various purposes, e.g. to entertain the 

audience, to get a comic effect or a wordplay, to dramatize, to refer to the English music played on 

the channel, to imitate someone or to use genre-specific register. Muhonen has also argued that 

radio speech reflects the identity of young people. Thus, to be convincing, the hosts have to talk to 

youngsters in their own language, which today includes shared bilingual competence. 

In addition to the more informal language use, code-switching has also started to enter new more 

formal contexts. Today examples of code-switching and mixing can be found even in different 

sections of newspapers. One common section is job advertisements, which frequently include job 

titles in English, e.g. Director of Software Development or Technical Project Manager. English also 

occurs in other sections: the “Where to go” section in Helsingin Sanomat, wedding 

announcements (e.g. conventional expressions loaned from English or intertextual references), 

interviews (e.g. quotations or colloquial expressions) and in different kinds of columns as a stylistic 

feature. (Taavitsainen & Pahta, 2008 p. 34-35) 

As mentioned in 2.1.3, code-switching is a linguistic tool usually used only by bilinguals. Thus, 

based on the previously discussed examples, it could be argued that due to their increasing English 

skills Finns have started to use English as an additional linguistic resource nearly in the level of 

bilingualism. In their survey, Leppänen et al. (2011) found that mixing English with Finnish has 

become such a natural part of Finns’ everyday language use that most Finns do not even notice 

their own code-switching. The ways in which Finns use English to their advantage for various 

functions also show linguistic talent and creativity. Today code-switching is still most common in 

the language of young people and expert jargon, but it has also started to enter new contexts, 

showing increasingly open attitudes towards using English as an additional linguistic resource. 
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2.2.3 English loanwords in Finnish 

 

Thomason and Kaufman (1988) have defined borrowing as “the incorporation of foreign features 

into a group’s native language by speakers of that language: the native language is maintained but 

it is changed by the addition of the incorporated features” (p. 37). The reason behind borrowing 

lies in the need for a language to fill certain functions. According to Edlund and Hene (1996), the 

functions of a language are: verbalizing (naming, categorizing and identifying things), 

communicating (exchanging information, expressing emotions, values or attitudes and persuading 

others) and expressing identity or group membership (p. 10). All these functions make it necessary 

to constantly introduce and spread new innovations to the language (Edlund & Hene, 1996, p. 11). 

The innovations can be invented from own material, for example by structurally editing existing 

words or giving an old word a new meaning, but most commonly the new features are loaned 

from other languages during contact (Edlund & Hene, 1996, p. 11; Karlsson, 1994, p. 180-181). 

Almost any element of a language can be loaned to another language, and there are several 

methods of borrowing. Thus, there are several different types of loans. A citation loan is a word 

that has been taken directly from the source language and added into the recipient language 

unalteredly, e.g. leasing, personal trainer and design taken from English to Finnish (Heikkinen & 

Mantila, 2011, p. 112-113). Oppositely, an adapted loan is a loan word that has been altered to fit 

better into the structures of the recipient language, e.g. meili ‘an e-mail’ or deletoida ‘to delete’ 

(Heikkinen & Mantila, 2011, p. 112-113). A transit loan has not been borrowed directly from the 

original source but via some other language, and it follows the spelling and pronunciation of the 

language where it is taken from, not the original one (Stålhammar, 2010, p. 27). A translation loan 

is a loan word that has been translated bit by bit, e.g. sohvaperuna ‘a couch potato’ and 

baarikärpänen ‘a bar fly’ (Heikkinen & Mantila, 2011, p. 112-124). Translation loans are often 

harder to notice as they look Finnish and could as well be self-invented terms – a comparison 

between languages is needed in order to reveal a translation loan (Nuutinen, 1989, p. 111). A 

meaning loan means that a word already existing in the recipient language gets a new meaning 

under the influence of another language, e.g. the Finnish word hiiri ‘a mouse’, traditionally 

referring to an animal, is today also used for referring to a computer device following the lead of 

the English synonym (Stålhammar, 2010, p. 25). Meaning loans can also be structural loans, e.g. 

today Finns may use ottaa suihku ‘to take a shower’ or ottaa taksi ‘to take a cab’ instead of the 
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more traditional Finnish expressions käydä suihkussa or mennä taksilla (Nuutinen, 1989, p. 111-

112). 

In addition to single words, loans can also be phraseological loans (Nuutinen, 1989, p. 119). Good 

phrases, idioms, sayings and metaphors tend to catch on, and they can be used either as such or 

as translation loans, e.g. déjà vu, pala kakkua ‘a piece of cake’, kuuma peruna ‘a hot potato’ and 

heittää ensimmäinen kivi ‘to cast the first stone’ (Edlund & Hene, 1996, p. 27; Nuutinen, 1989, p. 

119-121; Stålhammar, 2010, p. 25). Other linguistic elements than words can be borrowed as well, 

and loaned words can also cause changes in the structures of the recipient language. New words 

can bring with them new phonemes or new possible phonetic structures (e.g. new possible 

positions or combinations of phonemes) or cause a need to make a distinction between phones 

that previously were nondistinctive, e.g. the Finnish words baarit ‘bars’ and paarit ‘a stretcher’ 

(Edlund & Hene, 1996, p. 11-12; Thomason & Kaufman, 1988, p. 54). Loans can also change the 

grammar and morphology of the recipient language, e.g. introduce new prefixes and affixes, 

create new inflection types, cause the loss of certain functional categories or affect word order 

(Edlund & Hene, 1996, p. 11-12; Heikkinen & Mantila, 2011, p. 126-128; Moore & Verantola, 2005, 

p. 142-143; Thomason & Kaufman, 1988, p. 54). For example, in Finnish the strong influence of 

English has caused the emergence of a totally new grammatical feature, the use of you-passive 

(Heikkinen & Mantila, 2011, p. 129). The influence of another language can also cause changes in 

writing conventions. For example, the differences in the spelling and punctuating rules between 

Finnish and English have started to affect Finns’ writing, causing Finns to write compound words 

separately, write the names of governing bodies with a capital letter and use commas for rhythm 

(Heikkinen & Mantila, 2011, p. 130-132). Influence from other languages can also support the use 

of rare or nearly forgotten words or grammatical structures. For example, if a language has two or 

more synonyms for a single word, the influence of another language may encourage the speakers 

to choose the synonym that is closer to the same word in the other language, or if the word order 

in the recipient language is relatively free, the speakers may start to follow the word order that is 

more common in the source language. (Edlund & Hene, 1996, p. 12) This type of influence is 

especially common when texts are translated from the source language to the recipient language, 

and the structures of the original text are affecting the word choice and grammar of the translated 

text. For example, today many Finnish texts are translations from English, and this has started to 
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affect the language sense and writing conventions of Finnish speakers. (Moore & Verantola, 2005, 

p. 141-142) 

When a new element is loaned from another language, it does not usually get full acceptance in 

the recipient language right away, but at first it may have some usage restrictions. Later the new 

element can be adopted to wider use, it may retain its restricted use or it may go out of style. 

There is also variation in how foreign a loan is felt by the speakers of the recipient language. 

According to Görlach (2001a), there are different degrees of acceptance of loans: on one end 

there are loans that are known mainly by bilinguals and strongly felt as foreignisms, and on the 

other end there are loans that are fully accepted, widely used and no longer recognized as 

foreignisms. Between the two ends, there are loans that are known by most of the speakers, but 

which have restricted use or are clearly marked as foreignisms in spelling, pronunciation or 

morphology. The possible usage restrictions mean that the loan may be used only in a certain 

field, medium (written/spoken), region, style or register (e.g. colloquial, youth language or slang). 

(XXIV-XXV) 

Loans to Finnish have traditionally come from cognate languages, neighboring languages and 

culturally close languages. As more intensive borrowing requires the speakers of the recipient 

language to have good skills in the source language, most of the loans in Finnish have been 

borrowed from Swedish or English. (Sajavaara, 1989, p. 65) Finns have been borrowing elements 

from Swedish for a long time, beginning already in the prehistoric times; however, the borrowing 

from Swedish was most extensive during the period when Finland was under the Swedish rule. 

Many transit loans have also been adopted to Finnish via Swedish from other European languages, 

e.g. German, French and Latin. Loans from Swedish have also introduced new word-inner forms to 

Finnish, including double consonants in the beginning of a word and word-inner consonant 

clusters previously unknown in Finnish, e.g. in words presidentti and tariffi. (Sajavaara, 1989, p. 66) 

The first loanwords from English to Finnish have been borrowed via Swedish as well, but later, as 

Finns became more proficient in English, Finns started to loan words from English directly 

(Pulkkinen, 1984, p. 7). Many of the loanwords borrowed in the 19th century belong to the 

semantic categories of food (rommi, pihvi), sea fare (loki), farming (timotei, komposti), textile 

industry (ulsteri, klootti), technological innovations (klosetti, revolveri), trade (budjetti, shekki), 

money and units of measurement (dollari, tonni), titles (lordi, miss) and sports terminology 
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(jalkapallo, rekordi) (Pulkkinen, 1984, p. 8-9). In the 20th century the most commonly borrowed 

words were sports terminology (golf, sportti, tennis, treenata), words related to entertainment 

and free time (baari, cocktail, filmi, piknik) and names for dog breeds (bulldoggi, spanieli) 

(Pulkkinen, 1984, p. 9-10). 

After the Second World War, loaning from English to Finnish was accelerated by the admiration of 

American lifestyle, increased language skills, international relations in e.g. science, trade and 

politics, the emergence of new youth and mass cultures, increased mobility and the introduction 

of new technological innovations, radio, television and internet (Sajavaara, 1989, p. 73; Pulkkinen, 

1984, p. 10-11). After the Second World War, translation loans and meaning loans also became 

more common (Pulkkinen, 1984, p. 10-11). In the 1980s, a lot of English loan words could be found 

in the following semantic groups: sports (bingo, matsi, ralli, startata), trade (bisnes, budjetti, 

sponsori), science and technology (case study, kloonata, laser, televisio, testi), transportation and 

travelling (camping, helikopteri, motelli, stuertti), entertainment (blues, disko, pop, rokki, agentti, 

come-back, manageri, video), food and drinks (hampurilainen, hot dog, ketsuppi, coca-cola), 

textiles and clothing (bikini, bleiseri, flanelli, smokki, sortsit, tweed) and professions and titles (art 

director, astronautti, gangsteri, partneri, šeriffi) (Sajavaara, 1989, p. 86). 

Borrowing from English to Finnish is still a growing trend. For example, in the field of information 

technology, vocabulary is constantly loaned from English to Finnish (Moore & Verantola, 2005, p. 

137). As the changes in the field have been happening relatively fast, instead of creating own 

terminology, Finns have found it easier to just borrow the required terms, e.g. full hd, Bluetooth, 

mesettää and surffata (Heikkinen & Mantila, 2011, p. 116). In addition, today even children get 

used to English at an early age, as not even the names of children’s movies and toys are translated 

into Finnish, but instead children talk about My Little Ponies, HotWheels and Littlest PetShop 

(Heikkinen & Mantila, 2011, p. 120). 

Even though the social context is very supportive of borrowing from English to Finnish, there are 

some differences between the language systems which cause hindrances to loaning. English is an 

Indo-European language and Finnish a Uralian language, thus English and Finnish belong to 

different language groups (Karlsson, 1994, p. 241-255). As a consequence, the typological distance 

between English and Finnish is relatively large (Thomason & Kaufman, 1988, p. 54). As the two 

languages follow different systems, some elements are harder or even impossible to borrow. For 
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example, as Finnish does not traditionally use prepositions, it is very unlikely that prepositions 

would be borrowed from English to Finnish. 

Both English and Finnish use Latin script, but there are some differences in the writing systems 

which cause problems with loan words (Görlach, 2001b, p. 6-7). The graphemes <b>, <c>, <f>, <q>, 

<w>, <x> and <z> commonly used in English are rare in Finnish. Finnish also includes fronted 

versions of <a> and <o> written as <ä> and <ö>, and the grapheme <y> is in Finnish used for the 

fronted vowel /y/. In addition, Finnish does not traditionally allow word-initial consonant clusters, 

which are common in English. (Batterbee, 2002, p. 267-269) Finnish also has a systematic and 

highly phonetic writing system, whereas the spelling of English is more irregular, causing problems 

with the pronunciation and writing of loan words (Batterbee, 2002, p. 262-263; Stålhammar, 2010, 

p. 28). 

There are also some phonological hindrances for loaning words from English, as English recognizes 

sounds that Finnish does not and Finnish words need to follow vowel harmony, which means that 

back and front vowels may not occur in the same word (Batterbee, 2002, p. 268). In Finnish, the 

word stress always falls on the first syllable of the word, whereas English has a moving word stress 

(Karlsson, 1994, p. 51-52). One special feature of Finnish is that Finnish includes plenty of 

compounds, and compounds are usually written together oppositely to the English system of 

writing compounds separately (Karlsson, 1994, p. 79, 178). There is also great difference in the 

grammatical systems of English and Finnish as Finnish uses almost only suffixes and inflection to 

mark different grammatical categories, whereas English uses prepositions and less inflection. For 

example, Finnish nouns have 14 grammatical cases and there are 1500-2000 possible graphic 

forms for a Finnish noun, while English nouns can only have 4 different graphic forms (e.g. car, 

cars, car’s and cars’). (Karlsson, 1994, p. 93-102, 171) 

Due to the different systems, when words are loaned from English to Finnish, they need to be 

integrated and modified to fit into the structure of the recipient language. There are several 

variants affecting the quality and amount of assimilation: how often and by how many people is 

the word used, is the word loaned in its spoken or written form, what is the context of usage and 

is the loan a part of the special language of some subgroup or is it used in standard language 

(Sajavaara, 1989, p. 72). When a loan word is changed to fit into the structures of the recipient 

language, the borrowers are rarely aware of the changes, but the assimilation often happens 
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automatically and unnoticed (Aitchison, 1991, p. 113-117). The assimilation of a loan word may 

include phonological, orthographical, morphological and/or lexical integration. 

When words are borrowed from English to Finnish, there are some challenges in the phonological 

integration, as English includes sounds that are not used in the Finnish language and there are 

some differences between the phonetic rules of the two languages. The variant sibilants /s/, /z/, 

/ʃ/ and /ʒ/ are all in Finnish realized as /s/, and the affricates /tʃ/ and /dʒ/ are realized in Finnish as 

/ts/. The letter <z> is pronounced in Finnish as either /s/ or /ts/. The voiced plosives /b/, /d/ and 

/g/ and the unvoiced fricative /f/ do not traditionally occur in the Finnish phonology, but today 

they occur fairly often in loanwords and slang words, e.g. bailata, bileet, donitsi, duuni and femma. 

However, in colloquial speech the voiced plosives are often realized as /p/, /t/ and /k/. The non-

sibilant fricative /θ/ is not recognized in the Finnish phonology either, and it is normally realized in 

Finnish as /t/. (Batterbee, 2002, p. 267-268) 

The gemination of certain consonants is a feature of the Finnish phonology which also affects loan 

words, causing certain single consonants in English to be changed to double consonants in Finnish, 

e.g. cent becomes sentti. As word-initial consonant clusters are not traditionally allowed in Finnish, 

in colloquial speech loan words with a consonant cluster are often pronounced with a single 

consonant, e.g. stressi is pronounced as [res:ɪ]. The Finnish rule of vowel harmony may also cause 

problems with loan words. The vowel harmony requires that in Finnish the back vowels /a/, /o/ 

and /ʊ/ and the front vowels /ɶ/, /ø/ and /y/ may not occur in the same word, but neutral vowels 

/ɪ/ and /e/ may be used with both back and front vowels. Because of the vowel harmony, many 

Finnish morphological endings also have two realizations, e.g. -ssa/-ssä, to fit words with either 

back or front vowels. When a loan word including both front and back vowels, e.g. olympialaiset, is 

loaned into Finnish, it often causes problems in pronunciation, writing and morphology as the new 

word does not follow the phonetic rules of Finnish. English phonemes /ɶ/ and /ʌ/, written as <a> 

and <u> also cause problems, because even though they occur in Finnish, they are in Finnish 

written with different graphemes, <ä> and <a>. Thus, in loan words including these phonemes, 

there is variation in whether the word is loaned according to its spoken or written form. For 

example, dumpata ‘to dump’ is loaned according to its orthographic form, but lämäri ‘slam shot’ is 

loaned according to its phonetic form. (Batterbee, 2002, p. 267-268) 
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When a word with foreign structures is borrowed, the phoneme or grapheme not fitting into the 

structures of the recipient language may be imported or substituted, and there may also be 

variation in the pronunciation or spelling of the word. Thus, loans may cause new phonetic or 

graphemic structures to be available in the recipient language, or the pronunciation and writing of 

the word may be adapted to fit better into the conventions of the recipient language. (Edlund & 

Hene, 1996, p. 102-110) For example in Swedish, loans from English preserve their original 

typography today more often, as due to internationalization the speakers of Swedish are more 

often familiar with the original form of the word (Stålhammar, 2010, p. 24). 

In Finnish, the orthographic integration of loan words is especially common in words that include 

graphemes which are traditionally rarely used in Finnish (Batterbee, 2002, p. 268-269).  However, 

letters <b>, <d>, <g> and <f> usually stay the same, e.g. biljardi and filosofia. In older loans, word-

initial consonant clusters have been changed to single consonants, e.g. strand (from Swedish, ‘a 

beach’) has become ranta, but in newer loans, initial consonant clusters have been retained, e.g. 

brutto, draama and stressi. The consonant <c> in loanwords is usually changed to <s> (when it is 

followed by a front vowel) or <k> (when it is followed by a back vowel), e.g. senttimetri and 

kortisoni. The letter <q> is usually changed to <k>, <x> to <ks> and <z> to <ts> or <s>, e.g. 

kvantiteetti, eksponentti, sambo and zeppeliini. In loans from Greek, <ph> has usually been 

replaced with <f>, <th> with <t> and <ch> with <k>, e.g. amfiteatteri, teologia and krooninen. 

(Sajavaara, 1989, p. 97) The vowels in loan words do not usually cause significant problems except 

for the rule of vowel harmony, but the letter <y> in the end of a word is usually replaced in Finnish 

with <i>, e.g. kantri, ralli and viski (Sajavaara, 1989, p. 97-99). In addition to the replacement of 

certain graphemes, another challenge of the orthographic integration of English loan words is 

whether the word should be in Finnish written according to the original orthographic or phonetic 

form, as the freer writing conventions in English differ greatly from the strictly phonetic writing 

system of Finnish (Batterbee, 2002, p. 262-263). 

When a word is loaned, it has to be adapted to fit the inflection system of the recipient language 

as well. Finnish is a highly inflected language – verbs are inflected for person, number, tense and 

mood, and nouns and adjectives are inflected for syntactic role and semantic function (Batterbee, 

2002, p. 269-270). Thus, in the case of Finnish, morphological integration is especially important. 

As the Finnish inflection is based on different kinds of suffixes, most important for the adaptation 

of loanwords is that their endings fit into the inflection system. (Sajavaara, 1989, p. 97-99) 
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In Finnish, to allow inflection, nouns have to end in a vowel. When a loan word ends in a 

consonant or a consonant cluster, the most common type of adaptation is to add <i> to the end of 

the word, e.g. symboli, kurssi, bändi and stressi. Sometimes the ending can alternatively be <a>, 

e.g. estetiikka, tekniikka, miljoona and punta. If the last consonant in the loanword is according to 

its pronounced form /k/, /p/, /t/ or /s/, the consonant is doubled in the adapted version before 

the <i>, e.g. bussi, kurssi, teippi and hitti. Sometimes some other consonants can be doubled as 

well, e.g. rommi and gentlemanni. In some cases, the word-final <i> is not added to the nominative 

form of the loan word. However, when the word is inflected, the <i> ending has to be added to all 

the other cases, e.g. pop becomes poppia, gallup becomes gallupin and New York becomes New 

Yorkia. Nouns borrowed from English ending with <ing> seldomly get the ending <i> and even then 

sound very casual, e.g. fiilinki and miitinki. Thus, English words ending with <ing> are often loaned 

as citation loans, e.g. body building, dumping, leasing and doping. (Sajavaara, 1989, 97-99) 

Loans ending with vowels create no problems and usually remain in the original form as all vowels 

can be possible endings of nouns in Finnish. However, there are a few exceptions: the letter <y> is 

usually changed to <i>, e.g. country becomes kantri, and words ending with written <e> are often 

adapted similarly to words ending with a consonant as the word-final <e> is not usually 

pronounced in English, e.g. tape becomes teippi. English words that end in writing with a 

consonant but in pronunciation with a vowel cause some problems when loaned to Finnish. When 

such words are loaned as citation loans, the Finnish inflectional endings need to be added to the 

words with an apostrophe, e.g. show becomes show’n. (Sajavaara, 1989, p. 97-99) 

Because Finnish follows vowel harmony, the inflection of loan words that include both front and 

back vowels may be a bit problematic. The general rule is that if a word includes both front and 

back vowels, the quality of the suffix is decided according to the last vowel in the word, e.g. 

syklaami becomes syklaamia and afääri become afäärejä. However, if the word is written with 

back vowels but pronounced with front vowels, the choice of the appropriate suffix becomes even 

more complicated. In these cases, sometimes the suffix is chosen according to writing, e.g. 

Lancasterissa, and sometimes according to pronunciation, e.g. crazyä. (Sajavaara, 1989, p. 104) 

In Finnish, adjectives can have different kinds of endings. The most common ending for adjectives 

is <nen>, but it may not be used for loan words. Possible solutions for loaned adjectives are 

endings <(i)lainen>, <(i)mainen> and <(i)nainen>, which all mean ‘like something’. In some cases, 
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the loaned adjectives may only be used uninflected or in compounds e.g. hifilaitteet (hi-fi 

equipment). Adverbs can normally be derived from all adapted loan adjectives with the ending 

<sti>. Loaned verbs are also mostly unproblematic as the ending <ata>/<ätä> can almost always be 

added to English loans, e.g. faksata and printata. Another possible solution is to add the ending 

<oida>, e.g. privatisoida and konsultoida. Once the loaned verb has been adapted, conjugation in 

all categories is possible. (Batterbee, 2002, p. 271) 

In addition to phonological, lexical and morphological integration, new loan words need to be 

lexically integrated into the recipient language. The addition of new words can affect the lexicon of 

the receiving language both qualitatively and quantitatively. When a new word enters the 

vocabulary, the language may either merely get an additional word, the meaning or use of an 

already existing word may change or an old word may fall out of use. (Edlund & Hene, 1996, p. 

114-120) The meaning and use of the loan word may also change during the loaning process, and 

loan words often have a more restricted meaning and use in the receiving language compared to 

the original word (Edlund & Hene, 1996, p. 114, Görlach 2001b, p. 10). When a loan word and an 

indigenous synonym co-exist in a language, there may be some stylistic differences in their uses. 

For example, in Finnish, there are often two alternative terms available, an Anglicism and an 

indigenous word, but the Anglicism is usually perceived as a more colloquial expression related to 

youth and modernity while the indigenous term is considered to be more formal and traditional. 

(Batterbee, 2002, p. 265-266). Loan words may also be perceived as more neutral than indigenous 

Finnish words. For example, a Finnish doctor may use the word leukemia instead of verisyöpä in 

order to avoid the negative connotations related to the indigenous word (Sajavaara, 1989, p. 93). 

A special feature of Finnish is the extensive derivation of words from already existing word forms. 

Once a loan words has been adopted and integrated, it can be used for deriving new words as 

well. For example, blogi (a noun) can be derived to blogata (a verb), further to bloggaaja (an 

agent) and bloggaaminen (a nominalized verb). (Heikkinen & Mantila, 2011, p. 190) The Finnish 

lexis also includes a large number of compound nouns, and after integration, loan words can be 

used in compounds as well. However, loan words tend to be used as the first element of a 

compound rather than the second, except for the word “center” which is commonly used as the 

second element of compounds especially in commercial language. (Batterbee, 2002, p. 272)  
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2.3 English as a stylistic tool 

 

This section includes discussion of two contexts where English is commonly used as a stylistic tool 

instead of or mixed with Finnish. The uses of English in advertisements will be discussed in the 

section 2.3.1, and the role of English in young people’s language in the section 2.3.2. Both of these 

topics are especially relevant for this study, as the magazines include a lot of advertisements and 

are aimed at as well as often written by young people. 

The use of English in advertisements, headings, cover pages and company and product names has 

become very common in Finland. The first section offers examples of how advertisers make use of 

English as well as sheds some light on the reasons for using English instead of Finnish. When 

English is used in advertising, it is usually not because of a lack of a suitable expression in Finnish, 

but English is normally chosen for stylistic reasons. As code-switched parts usually stand out from 

the rest of the text, English may be used to highlight certain parts or to catch attention. English 

may also be used to show creativity, create humor or to raise certain connotations. 

Another context where English is used quite extensively for stylistic purposes is the language of 

young people. The second section portrays how English has become an inseparable part of young 

people’s language in Finland and elsewhere. As the younger generation is creatively making use of 

the additional linguistic material, mixing English with Finnish has even become an identity marker 

for young people as well as a way to show belonging to a certain group. As magazines are often 

written in a language variety similar to the one used by their readers, it is natural for Finnish young 

women’s magazines to include a lot of mixing as well.  
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2.3.1 The trendy English – Uses of English for advertising and highlighting 

 

The idea to put advertisements into magazines was originally an American invention, and today 

the advantages of advertising are exploited all over the world (Crystal, 2012, p. 93-95). From the 

beginning, English has had a special status in advertising, and today English can be considered as 

the language of global advertising. In the inner circle (according to Kachru’s model), the use of 

monolingual English advertisements is natural, but even in the outer and expanding circles, the 

use of bilingual or multilingual advertisements is quite common, and English is often used as an 

additional linguistic resource alongside the local languages. (Bhatia, 2009) 

For international advertisers, one key issue is whether to use globalized or localized 

advertisements, and often the best solution is to mix both local and global elements, e.g. use a 

global advertising campaign with some details adapted to the local taste (Bhatia, 2009). The choice 

of language or languages for the advertisements in a particular country is thus an important 

decision and can determine how the advertisements are perceived (Hashim, 2010). Today 

advertisements are also facing homogenization. Due to internationalization, the lexicon, structures 

and discourse styles of advertisements in different countries are affecting one another, and 

advertisers all over the world have started to use similar persuading strategies (Bhatia, 2009). 

Outside the inner circle, one common trend is to use English in company and product names. 

English is also commonly mixed with local languages in advertisements to attract the attention of 

potential customers. English can often be found in slogans, labels, logos, packages and even main 

texts of advertisements. (Bhatia, 2009) Using English elements is generally more common in the 

advertising of certain products, e.g. cosmetics, beauty products, home electronics, sports 

equipment and fashion (Bhatia, 2009; Stålhammar, 2003, p. 34-35). 

According to Hashim (2010), in advertisements, “[l]anguage is used to capture the attention of the 

readers/listeners and persuade them to purchase the product” (p. 520). Thus, the language choice 

in advertisements is always conscious and justifiable. In advertising outside the inner circle, English 

is always used for a reason, though in advertising the reason for using foreign material is usually 

not the lack of a suitable expression in the local language, but the desire to create special effects 

or creative meanings with the use of an additional language (Bhatia, 2009). 
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From the list of possible reasons for loaning a word by Edlund and Hene (1996) discussed in 2.1.3, 

the use of a loaned term to create an effect or to get a word with an easier form are most 

commonly exploited in advertising. A word from another language may be loaned to create verbal 

humor or to show creativity with word play. In advertisements and headings, there is also a need 

for short and easy words as the writing space or advertising time may be limited. Thus, loan words 

may be used to get a shorter word, to avoid words that are hard to pronounce or to avoid 

homonyms that might cause misunderstandings. (Edlund & Hene, 1996, p. 81-86) Loan words may 

also be used in advertisements simply because they are more fashionable (Heikkinen & Mantila, 

2011, p. 123). 

Hashim (2010) has also stated that “[h]ow different languages convey certain meanings about a 

product is exploited by advertisers” (p. 521). Thus, another reason for using a foreign language or 

a loan word in advertising is that different languages carry different connotations. In advertising 

outside the inner circle, English is often used as a symbol of internationalism, modernity, 

globalism, youth, innovations, trustworthiness, technological efficiency, trendiness or American, 

British or anational identity (Bhatia, 2009; Paakkinen, 2008). In addition, foreign languages may be 

used mixed with local languages to attract attention, to highlight the code-switched parts of the 

advertisement or to create humor and interesting catch phrases, which help the potential 

customer to remember the product better (Bhatia, 2009; Hashim, 2010, p. 522-523). 

Heikkinen and Mantila (2011) have stated that in Finland, “English is the language of advertising, 

Russian the language of money (potential customers) and Finnish and Swedish the languages of 

giving official information” (p. 68). There has been some American influence on the Finnish 

advertising already since the 1960s, but the biggest boom on giving English names for companies 

and products started in the 1980s. Today the use of English in marketing and advertising in Finland 

has become quite extensive, and English is used very creatively and versatilely, including all kinds 

of puns and word plays. (Taavitsainen & Pahta, 2008, p. 34) International companies functioning in 

Finland often use global advertising formats with foreign actresses, English hit music and naturally 

English language, but English is often mixed with Finnish even in the advertisements of Finnish 

companies (Paakkinen, 2008). In Finnish advertising, English is commonly considered as a better 

branding language than Finnish, and English has become a popular marketing tool for both 

domestic and international companies (Heikkinen & Mantila, 2011, p. 112, 163). 
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As already mentioned, during the last three decades, many Finnish companies, even those 

operating only in the domestic market, have taken an English or English-sounding name to create 

a trendier and more modern image. Using English names has been most in trend among 

companies that operate in certain fields: beauty products and services, fitness, entertainment, 

information technology industries, security services, temporary workers, bars and restaurants, sex 

shops and music industry. For example, the word ‘hair’ is commonly used in the names of Finnish 

hair salons either as a fully English name or a mixture of English and Finnish. (Moore & Verantola, 

2005, p. 135-136; Taavitsainen & Pahta, 2008, p. 33-34) In company names, ‘Finn’ is also a very 

common prefix, e.g. Finnair, Finnwear and Finnforest (Moore & Verantola, 2005, p. 138). 

English is also commonly used in other names than the names of companies and products, 

including names of events, e.g. We Love Helsinki city festival and Helsinki Poetry Jam; Finnish 

magazines, e.g. Event, Exclusive and HS Next and Television channels, e.g. Sub and Liv (Heikkinen & 

Mantila, 2011, p. 120-121). As universities in Finland try to obtain an international image, English 

is often used in names in educational context as well. For example, the official name of one Finnish 

university is Lappeenranta University of Technology and the fundraising project for the University 

of Helsinki is called Helsinki Insight (Heikkinen & Mantila, 2011, p. 122-123). In Finland, the use of 

English in names has even become so natural that today English proper names and titles in films 

and literature are often left untranslated (Moore & Verantola, 2005, p. 140). 

In addition to company and product names, English is also commonly used as a stylistic devise in 

Finnish advertisements. In Finland, fully English advertisements are still quite rare, and those are 

often relatively short advertisements with only a few words, but code-mixing and code-switching 

are fairly common. The amount of English in the advertisements is often quite small – only a few 

English words either included in the Finnish text or separated from the Finnish parts. However, 

even though the proportion of English is small, it is often used in very noticeable parts of the 

advertisement: in product names, slogans, punch lines, writings on pictures and background 

music. The English parts are often also situated in more noticeable spots, e.g. at the end of the 

advertisement, or in magazine advertisements the English phrase may be written with a bigger 

font than the rest of the text. (Paakkinen, 2008) 

Finnish advertisements usually include only really simple and easy English. In order to ensure the 

understanding of a larger target group, advertisers have to use language that does not require a 
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very high knowledge of English. In television advertisements, visual aids are also often used to 

make sure that the potential buyer understands the advertisement and recognizes the product, 

e.g. the name of the product is usually presented in writing and the written English parts may be in 

speech translated to Finnish. Most commonly the English words used in Finnish advertisements 

are nouns, the second most common word class being adjectives. The words usually refer 

semantically to everyday life, while more challenging vocabulary and grammatical forms are more 

uncommon. If English is used in full sentences, they are usually simple main clauses. English words 

may be used physically separated from the Finnish parts, as compounds with a Finnish word or 

inflected with a Finnish morphological ending. Code-switching can also occur both inside and 

between clauses. (Paakkinen, 2008) 

When advertisers mix English with Finnish, they are making use of the linguistic and cultural 

knowledge of the Finnish consumers (Taavitsainen & Pahta, 2008, p. 34). While Finnish is used in 

advertisements for providing facts, English is used for persuading. English is often also used in 

otherwise Finnish advertisements to catch the attention of the potential customer or sometimes 

to minor the reaction to strong words, e.g. using the English words bitch and fuck instead of the 

Finnish equivalents. In addition, English may be used as a marker of being part of a certain group, 

e.g. advertisements in young people’s magazines may try to imitate the language of young people 

and thus use English mixed with Finnish. Today the use of English in Finnish advertisements has 

even become so normal that the viewers/listeners do not necessarily even notice it, and Finnish 

and English can be regarded as equal resources in advertising. (Paakkinen, 2008) 

The use of English is usually more extensive in advertisements that have young people as their 

target audience or that are published in magazines with an international image. In addition, the 

price and type of the product advertised also affect the language choice. Advertisements for 

pricier or luxury products, e.g. clothes, watches, perfumes, cosmetics and cars, usually include 

more English and also more challenging English than advertisements for every day products. For 

example, food is usually only advertised in Finnish. The origin of the company that manufactures 

the product also counts for language choice. For example, advertisements for Finnish companies 

include less English than advertisements for foreign companies with an international audience. 

(Paakkinen, 2008) 
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2.3.2 English as a part of young people’s language 

 

Not all speakers of the same language speak in the same way, but there is variation even within a 

single language. Different groups of people have their own styles of speaking, every individual 

speaker has their own personal style, and even the same person may speak differently in different 

situations. There are several external variables that affect what kind of language is used. Firstly, 

the age, home, socioeconomic background and gender of the speaker affect which linguistic 

groups the speaker belongs to and thus influence their language use. People in different age 

groups and from different regions tend to have their own way of speaking, and the education, 

occupation and social class of the speaker are also typically signaled by certain linguistic choices. 

The gender of the speaker also matters, as men and women are socialized into using different 

kinds of languages. Secondly, the speaker may adapt their way of speaking according to their 

individual aims, and thus all speakers of the same language have their own personal style. Thirdly, 

the context and channel of the conversational situation affect what type of language the speaker 

chooses to use. Written language usually differs from spoken language, different text types 

require different kind of language and the social context of the conversation encourages the 

speaker to use a certain style. (Karlsson, 1994, p. 232) 

One significant variable creating variation and language change is time and age. A clear generation 

gap can often be seen between the language of the older and younger as linguistic changes are 

taking place in the language use of the younger generation. (Karlsson, 1994, p. 232) A universal 

tendency is that young people do not follow the lifestyle of the older generations, but create their 

own culture. Accordingly, young people also create their own language styles, and young people’s 

language usually differs from both adults’ language and the standard language. As a consequence, 

older people have a tendency to criticize the lifestyle and language of the younger generation, as 

the new and creative ways of living and speaking do not fit into the norms of the older generation. 

(Kotsinas, 1994, p. 7-18, 25) 

Characteristic of young people’s language is creativity, expressiveness and playfulness. Young 

people are usually very innovative, and they like to play with language, create new linguistic 

elements and styles, use old elements in new creative ways and transform existing elements to 

new uses. (Kotsinas, 1994, p. 23-24) Peculiar to the language use of the youth of today is that the 
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new generation is more globally connected, and English has become a key aspect of youth 

language, used either alone or mixed with the native language (Leppänen, 2007, p. 151). Young 

people also usually have a more positive attitude towards loans than older people, and it is typical 

for young people to draw influence from other languages (usually English) and take advantage of 

all the linguistic material available (Jämtelid, 1996, p. 8; Kotsinas, 1994, p. 68-69). 

Typical for young people is also to take influence from the media and popular culture. In their 

speech, young people often use citations from e.g. songs and television programs. However, they 

do not take everything as given, but creatively mix the examples and create their own style. 

(Kotsinas, 1994, p. 16-18, 23-24) As English is today undeniably one of the most influential 

languages of popular culture, the spread of popular culture products, e.g. television shows, music 

and films, spreads also linguistic material from English to other languages, and especially to the 

language of young people (Moody, 2010, p. 544-546). In addition, the extensive use of computers, 

the internet and the new media have enabled the new generation to act in a multilingual 

environment and follow international trends more easily (Leppänen, Pitkänen-Huhta, Piirainen-

Marsh, Nikula & Peuronen, 2009, p. 1080-1085). 

Why there are differences in the language uses of different groups, e.g. older and younger people, 

is partly explained by the fact that language is always a part of a person’s identity. With the use of 

certain type of language, an individual can express their own identity, give linguistic clues about 

their social background and show belonging or not-belonging to certain groups. (Blot, 2003) It is 

natural that people in all societies form different kinds of groups according to different social 

variables, e.g. age, occupation, religion and hobbies. People also use different kinds of symbols, 

e.g. hair style, clothes and behavior to show which groups they belong to. Every group also 

develops their own style to speak, and language can be used as a group symbol. In a multilingual 

society, the linguistic group symbol may be the choice of language, but even in a monolingual 

society being part of a certain group can be signaled by the choice of style, register or dialect, or 

the choice of certain words, pronunciation or grammar. (Kotsinas, 1994, p. 16-20) Loans from a 

language with high prestige and exclusive terminology may also be used to exclude people from a 

group (Edlund & Hene, 1996, p. 87-89). For today’s young people, especially the use of English has 

become a tool for expressing identity and group membership (Leppänen, 2007, p. 166-167). 
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As in many other European countries, English has an important role in the language use of Finnish 

youth today. One of the reasons lies in historical developments, as after the Second World War 

Finland was trying to identify with the West and as a consequence the younger generation became 

very motivated to learn English. Since the 1960s, Finns have also been extensively exposed to 

English-speaking popular culture. Today practically all young Finns have learnt English at school 

and are exposed to English every day through television, films, pop music, internet and various 

free time activities. Finnish young people are also very globally connected and draw inspiration to 

their own culture from global trends and other cultures. (Leppänen, 2007, p. 150-151, 166-167) 

Due to the good language skills, extensive exposure and active use of English, mixing English with 

Finnish has become a natural part of young Finns’ language use (Leppänen & Nikula, 2007, p. 35). 

In their national survey, Leppänen et al. (2011) have found that English is more present in the 

everyday lives of younger Finns, and young Finns are also more active users of English than older 

Finns (p. 59). Even 97% of the youngest respondents indicated that they listen to English music 

weekly, and watching English-speaking films and television programs without subtitles was also 

more common among younger respondents (p. 108). The study also showed that younger Finns 

are on average more active writers and speakers of English and use English on the internet more 

often than the older generations (p. 111, 113, 116). In general, young people also had more 

positive attitudes towards code-switching and admitted mixing English with Finnish in their own 

speech more often than older people (p. 130-132). 

Leppänen et al. (2011) have found that young Finns have altogether more positive attitudes 

towards English than the older generations. Based on the responses, young Finns consider English 

important, useful and positive (p. 65, 82). They are also willing to use English and find using English 

natural. From the different varieties of English, young people consider American English most 

often as the most appealing variety (p. 71). Overall, Leppänen et al. have found that Finnish young 

people use English as an everyday resource “without experiencing the communication as 

distinctively ‘’foreign’”, and English is commonly used among younger people to show expertise, 

identity or group membership (p. 24). 
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3. Research approach 

 

The aim of this section is to present the research approach of this study. In the first chapter, I will 

discuss the research questions and methods as well as outline the research topic. In the second 

chapter, I will describe the research data and provide some background information about the 

three Finnish young women’s magazines examined in this study. 
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3.1 Research questions and research process 

 

The aim of this thesis is to study one context where English is used as an additional linguistic 

resource among Finnish. The research topic is a part of the research field English in Finland. The 

present study is also connected to the research field of language change as it studies the changes 

that are happening in the use of Finnish caused by the influence of English. In addition, the study 

could also be counted as a study of sociolinguistics as it examines the language use of a specific 

social group, Finnish young women. 

The research subject of the present study is the use of English in three Finnish young women’s 

magazines, Demi, Trendi and Cosmopolitan. The data studied in this thesis consists of one issue of 

each magazine. As discussed in the section 2.1.2, English can be both heard and seen a lot in the 

linguistic landscape of Finland, and the subject of this thesis represents an example of the use of 

English in written language. The choice of the language of young women’s magazines as the 

research topic is also especially reasonable. As noted in the section 2.3.2, the use of English is 

most common among younger people. Thus, as both the target group and the writers of the 

magazines are relative young people, the magazines could be assumed to include good examples 

of the use of English as an additional linguistic resource in Finland. The research data will be 

described in more detail in the section 3.2. 

The aim of this thesis is to study the amount of English and the ways in which English is used 

alongside Finnish in Demi, Trendi and Cosmopolitan. In addition, one aim of the analysis is to 

discuss the possible reasons for using English instead of Finnish by comparing the findings of this 

thesis with the results of previous studies. The research questions of this thesis are 1) How much 

English do the articles and advertisements in the magazines contain? 2) In what type of contexts is 

English used and how is it integrated into the Finnish texts? 3) Why is English used instead of 

English in these instances? 

The main research method of this thesis is qualitative analysis. The magazines will be examined 

thoroughly to find examples of different kinds of uses of English. Furthermore, the examples will 

be categorized and analyzed, and the findings will be compared with the results of previous 

research discussed in the theoretical framework. The findings in the three magazines will be 

studied together as a representation of the specific genre, but also separately to see if there are 
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any differences in the amount and use of English between the magazines. The articles and 

advertisements in the magazines will also be studied separately because they represent two 

different text types and the advertisements have been designed by other people than the editorial 

staff of the magazines. 

The articles will be searched for examples of different types of uses of English among the 

otherwise Finnish texts. The main types of mixing looked for in the articles are code-switching, 

code-mixing, loaning and references to different types of English names. The positioning and 

inflection of the examples found in the magazines will also be studied to see how the English parts 

have been integrated into the Finnish grammatical system. As the data consists of merely written 

material, the pronunciation of the English parts will not be studied in this thesis. 
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3.2 Research data 

 

The data of this thesis consists of three Finnish young women’s magazines: Demi, Trendi and the 

Finnish edition of Cosmopolitan. The study focuses on one issue of each magazine, all published in 

September 2016. All three magazines are aimed at relatively young Finnish women; however, 

there are some differences in the target groups and different emphases of themes features in the 

magazines. 

Demi is published by A-lehdet, and its target group consists of 15-19-year-old young women. Thus, 

it has the youngest target group of the three magazines. According to reader statistics, 92% of its 

readers are women and 70% are students. Demi has a circulation of 48 382 and it reaches about 

135 000 readers. Demi is a monthly magazine with 12 published issues per year, and it also has its 

own web forum (demi.fi) as well as pages on Facebook and Instagram. Demi is described as “a 

young person’s best friend”, and it covers themes related to the lives of its readers: beauty, 

fashion, health, relationships, entertainment, hobbies and studying. In the issue 10/2016 studied 

in this thesis, the main themes are hair trends and tips for student exchange. (Demi, n.d.) 

Trendi is a lifestyle and fashion magazine also published by A-lehdet. Its target group is 25-39-

year-old women. Thus, it has the oldest target group of the magazines studied in this thesis. 

However, according to reader statistics 45% of the actual readers of Trendi are under 24 years old. 

The circulation of Trendi is 35 469 and it has approximately 95 000 readers in total. Trendi has 9 

published issues per year, and it focuses on the themes of fashion, beauty, well-being, work, food, 

home, family and life choices. In the issue 7/2016, the main themes are well-being, autumn 

fashion, work outfits, foundations and hair styles. (Trendi, n.d.) 

Cosmopolitan is the only one of the studied magazines that is part of an international brand. The 

American version of Cosmopolitan has been published since 1886, first as a family magazine, later 

as a literary magazine and since the late 1960s as a women’s magazine. Today there are 58 

international editions of Cosmopolitan in 34 different languages, and it is read in over 100 

countries. (Cosmopolitan USA, n.d.) The Finnish edition of Cosmopolitan is published by Sanoma 

Media, and it is issued twelve times a year. The target group of the Finnish Cosmopolitan is 18-24-

year-old women who live in cities and are interested in shopping, fashion, beauty, the social media 

and going out. The print version reaches 144 000 readers, but including the digital version the total 
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number of readers reaches 209 000. Cosmopolitan has a very daring image, and the articles in the 

magazine mostly discuss topics related to beauty, fashion, relationships, work, well-being and 

men. The main themes of the issue 9/2016 are fashion picks of the season, autumn coats and 

electronics. (Cosmopolitan, n.d.) 
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4. English in the Finnish young women’s magazines Demi, Trendi and 

Cosmopolitan 

 

In this section, I will present and discuss the findings of my research on the use of English in Demi, 

Trendi and Cosmopolitan. The section is divided into four sub-sections based on the categorization 

of the findings. The instances of code-switching and code-mixing in the articles will be examined in 

the section 4.1, while the section 4.2 consists of discussion on the different types of loans from 

English used in the magazines. The way English appears in the magazines in the form of company, 

product and people’s names will be studied in the section 4.3. As advertisements form their own 

special genre, and the people deciding on the language choices made in the advertisements are 

different than the writers of the magazines, the use of English in advertisements will be discussed 

separately in the section 4.4. 
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4.1 Code-switching between English and Finnish 

 

As discussed in the section 2.2.2, code-switching between Finnish and English has become rather 

common in young people’s language. Many examples of code-switching can also be found in the 

young women’s magazines studied in this thesis. The magazines include both code-switching, 

where the language switch takes place in the sentence or clause boundary, and code-mixing, 

where the switch takes place within a sentence. The use of code-switching is especially common in 

two special contexts, headings and hashtags, but the articles in the magazines include many 

examples of both code-switching and code-mixing as well. 

One common way to use code-switching in all of the magazines is to give a Finnish article an 

English heading (table 1). As headings are usually very noticeable parts of a magazine, in these 

cases, English might be used to catch the reader’s interest. In addition, all of the three magazines 

even include English on the cover, and in Cosmopolitan’s cover the English clause “Let’s talk about 

sex” is written in the biggest font. Out of the three magazines, Cosmopolitan has the most 

headings in English, which presumably is caused by the influence of the American edition of 

Cosmopolitan. Some of the headings in Cosmopolitan are directly loaned from the American 

Cosmopolitan, such as “Cosmoquiz” and “Fun fearless female”, but even the general style of using 

English in headings might be a result of the influence of the international context. 

The majority of the English headings consist of short, frequently used idioms, which often have no 

exact equivalents in Finnish, such as “Hot!”, “Q&A”, “You said it!”, “To-Do-List”, “Finders keepers, 

losers weepers” and “BEHIND THE SCENES @COSMOFINLAND”. In some of the headings, English is 

mixed with Finnish, for example “Sääennuste: chic”, “Sandra Lee on finnejä puristeleva Dr. Pimple 

Popper” and “Must have: Tapettitaituri”. Some of the headings also include special terminology or 

references, which require the use of English, such as “No mother -ilmiö EN HALUA ÄIDIKSI 

Lapseton sukupolvi”. Demi also includes three headings with hashtags: “#BODYPOSITIVITY olet 

muutakin kuin kaunis”, “#finnishboy” and “#lifehack”. Interestingly, in Cosmopolitan, the cover 

heading which advertises an article about breaking sex taboos includes the part “Let’s talk about 

sex” in English. As talking about sex usually is considered unorthodox, the use of English instead of 

Finnish on the cover clause could be considered avoidance of the use of a taboo expression. 
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However, as the message of the article is to break taboos, the use of English instead of Finnish in 

the heading is somewhat conflicting with the purpose of the article. 

Table 1. English in headings 

Demi 
 

- #BODYPOSITIVITY olet muutakin kuin kaunis1 (on the cover) 
- #finnishboy 
- Hot! 
- Q&A 
- #lifehack  
 

Trendi 
 
- No mother -ilmiö EN HALUA ÄIDIKSI Lapseton sukupolvi2 (on the cover) 
- Sandra Lee on finnejä puristeleva Dr. Pimple Popper3 (in the table of contents) 
- Sääennuste: chic4 
 

Cosmopolitan 
 
- Let’s talk about sex mursimme yleisimmät tabut5 (on the cover) 
- Cosmoquiz 
- Walk with me: Anette Luomanperä 
- You said it! 
- Body love 
- Fun fearless female 
- To-Do List 
- Ask a boss! 
- Must have: Tapettitaituri6 
- Finders keepers, losers weepers 
- Let’s talk about sex 
- BEHIND THE SCENES @COSMOFINLAND 
- GOING BANANAS 
- WHEN IN FINLAND… 
- This is Halloween! 
 

 

                                                      
1 #BODYPOSITIVITY you are more than just beautiful 
2 No mother phenomenon I DO NOT WANT TO BE A MOM the childless generation 
3 Sandra Lee is the spot popping Dr. Pimple Popper 
4 Weather forecast: chic 
5 Let’s talk about sex – we broke the most common taboos 
6 Must have: a wallpaper wizard 
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Another context where code-switching and code-mixing occur commonly is when there are 

references to hashtags. The use of hashtags for labelling pictures and posts in social media has 

become a recent trend among youngsters, and English has become an inseparable part of the 

phenomenon. Hashtags are commonly used in social media services that are originally operating in 

English, such as Twitter, Snapchat, Instagram and Facebook. Thus, the language of the interfaces 

might encourage the users to write posts and hashtags in English. In addition, in the services, the 

users are often globally connected, and the same hashtags may be used all around the world, 

which further encourages the users to use English instead of local languages in posts and hashtags.  

Following the trend, there are several examples of the use of English in hashtags in all of the three 

magazines (see table 2). In Demi, there is even an article about the “#Relationshipgoals” 

phenomenon. Hashtags are used both as separate elements after clauses and as embedded 

elements inside clauses, for example “Mietin aina kaupassa, kumpaa ottaisin, suklaata vai sipsejä, 

ja nyt te tajusitte tehdä niiden yhdistelmän. Ihan mahtavaa! #musttry” and “Gigi ja Zayn eivät ole 

ainoa pariskunta, joiden yhteiskuviin tägäys #relationshipgoals sopii kuin nakutettu”. In some 

cases, hashtags are used as a part of a compound or even in an inflected form, for example 

“Etsikää esimerkiksi kasvoja maisemista ja esineistä iseefaces-hashtagin innoittamina!” and 

“#Relationshipgoalseille on ihana huokailla”. In Demi, hashtags are also used also nicknames in the 

readers’ posts: “#BECAUSEWHYNOT” and “#BECAUSEYOUAREMYSUNSHINE”. 

Both Trendi and Cosmopolitan advertise their own hashtags “#trendimag” and “#cosmofinland”, 

which have been chosen to include English even though the magazines are Finnish. Trendi also 

advertises its social media accounts with the account name “@trendimag”. In addition, 

Cosmopolitan even includes two quotes from the readers’ Instagram posts including the 

“#cosmofinland” hashtag. Interestingly, both of the posts are written in English, although the 

supposed target group is the editorial staff and the readers of the Finnish Cosmopolitan. One of 

the posts also includes code-switching, as two Finnish hashtags are mixed with an English text and 

an English hashtag: “This home runs on love, laughter and really strong coffee #cosmofinland 

#ekaaamuyksin #cosmopitääseuraa”. 
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Table 2. English in hashtags 

DEMI 
 
- Mietin aina kaupassa, kumpaa ottaisin, suklaata vai sipsejä, ja nyt te tajusitte tehdä niiden 
yhdistelmän. Ihan mahtavaa! #musttry7 
- Etsikää esimerkiksi kasvoja maisemista ja esineistä iseefaces-hashtagin innoittamina!8 
- #Relationshipgoals-kuville satelee sydämiä9 
- Gigi ja Zayn eivät ole ainoa pariskunta, joiden yhteiskuviin tägäys #relationshipgoals sopii kuin 
nakutettu.10 
- #Relationshipgoalseille on ihana huokailla11 
- Onneksi #bodypositivity-liikkeen myötä mediassa näkyy nykyään entistä enemmän erilaisia, kauniiksi 
ylistettyjä vartaloita.12 
- #BECAUSEWHYNOT (nickname of a reader) 
- #BECAUSEYOUAREMYSUNSHINE (nickname of a reader) 
 

TRENDI 
 

- Tägää palautteesi #trendimag.13 
- @trendimag (account for Snapchat, Twitter and Instagram) 
 

COSMOPOLITAN 
 
- Tägää kuvasi #cosmofinland14 
- This home runs on love, laughter and really strong coffee #cosmofinland #ekaaamuyksin 
#cosmopitääseuraa (a quote from a reader’s Instagram post)15 
- Got my breakfast moment today with #robinpackalen #goodmorning #gettingbetter #cosmofinland (a 
quote from a reader’s Instagram post) 
 

 

Both code-switching and code-mixing occur commonly in the articles as well. However, code-

mixing appears to be more common than code-switching (see table 3 for examples of code-mixing 

and table 4 for examples of code-switching). There are also differences between the magazines on 

how established and accepted the use of English inside a Finnish clause is. In Demi, there are two 

                                                      
7 When I am at the grocery store, I always wonder whether I should buy chocolate or chips, and now you came up 
with the idea of mixing them. Awesome! #musttry 
8 Get inspired by the iseefaces hashtag, and try to find for example faces in landscapes and objects. 
9 #Ralationshipgoals pictures are gathering hearts. 
10 Gigi and Zayn are not the only couple to whose couple’s pictures the tag #relationshipgoals fits perfectly. 
11 It is nice to admire #relationshipgoals 
12 Luckily, more different kinds of beautiful bodies are shown in the media today, thanks to the #bodypositivity 
movement. 
13 Tag your feedback #trendimag 
14 Tag your pictures #cosmofinland 
15 This home runs on love, laughter and really strong coffee #cosmofinland #firstmorningalone #cosmokeepscompany 
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instances of code-mixing where the English part is marked with quotation marks, while in the 

other code-mixed parts, English is used either unmarked or in a compound with the second part in 

Finnish. For example, “Asuntoa voi koittaa etsiä esimerkiksi Facebook-ryhmien kautta 

kirjoittamalla hakuun “apartments” ja kohdekaupungin”, “Maijun Q&A sai minut hyvälle tuulelle” 

and “Sitten luen haastatteluja ja katson kaikki mahdolliset behind the scenes -videot”. In one of 

the clauses with code-mixing, the English part is even followed by an explanation in Finnish: “Sen, 

miten elokuva “feels” eli menee syvälle tunteisiin”. In Trendi, the English parts are most commonly 

separated from the Finnish clause with the use of italics or quotation marks. For example, 

“Trendin vastaava muotituottaja Noora Nuotio noudattaa tyylimottoa “kill your darlings”” and “Ja 

kun winter is coming oikeasti, otetaan kaikki keinot yhtä aikaa käyttöön”. The use of English seems 

to be most accepted in Cosmopolitan, as the English parts of the clauses are not marked in any 

way, and in two cases the English parts are even used inflectedly: “Pimenevien syysiltojen quilty 

pleasuresi?” and “Olen aina ollut kunnianhimoinen, eikä minulla ole koskaan ollut kunnollista plan 

b:tä.” 

In many cases, the code-mixed parts are idioms that are frequently heard in English, for example 

“Bring it on Suomen sää, me olemme valmiina”, “Bubbling under: glittersukat” and “Yrittäjänalut, 

get inspired!”. In some cases, there is not even a good Finnish equivalent available for the phrase, 

and thus the use of English might be reasonable. Sometimes code-switching is used when referring 

to something in English, such as special terminology, international phenomena, search words or 

texts on T-shirts. For example, “Katso Pinterestistä hakusanoilla diy flower curtain”, “Maailmalla 

lapsettomat naiset ovat kehitelleet uutta sanastoa ja alkaneet käyttää itsestään termiä nomo eli no 

mother” and “Thrasher-huppari”. In addition to the need to use English for sayings with no Finnish 

equivalents and for intertextual references, English may also be used by the writers to show 

playfulness and creativity. 
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Table 3. Code-mixing in articles 

Demi 
 
- Maijun Q&A sai minut hyvälle tuulelle.16 
- Midnight snack -tyynyliinasetti17 
- Katso Pinterestistä hakusanoilla diy flower curtain.18 
- Kun Gigi Hadid latasi Instagramiin kuvan, jossa hän makasi sylikkäin poikaystävänsä Zayn Malikin 
kanssa, saattoi melkein kuulla, kuinka ympäri maailmaa huokaistiin: “Niin relationshipgoals!”19 
- Relationship goals -ilmiö eli julkkisten ja muiden kiinnostavien ihmisten seurustelusuhteiden 
suitsuttaminen sosiaalisessa mediassa on syntynyt ymmärrettävästä syystä.20 
- Asuntoa voi koittaa etsiä esimerkiksi Facebook-ryhmien kautta kirjoittamalla hakuun 
“apartments” ja kohdekaupungin.21 
- Olen ostanut kirpparilta paidan, ja vitsailen koulukaverieni kanssa, miten hirveä se on. “Toi on 
niin white trash”, yksi heistä sanoo. Minähän olen white trash, ajattelen.22 
- Sen, miten elokuva “feels” eli menee syvälle tunteisiin.23 
- Sitten luen haastatteluja ja katson kaikki mahdolliset behind the scenes -videot.24 
 

Trendi 
 
- Vaikka mottoni on ‘kill your darlings’, tätä juttua kirjoittaessa se oli vaikeaa.25 
- Sanonta “no pain, no gain” saattaa pitää paikkansa salilla, ja työelämässä Siperia todennäköisesti 
opettaa.26 
- Niihin kaikkiin on painettu sanat Dr. Pimple Popper, tohtori finnienpuristelija.27 
- Trendin vastaava muotituottaja Noora Nuotio noudattaa tyylimottoa “kill your darlings”.28 
- Bubbling under: glittersukat.29 
- Ja kun winter is coming oikeasti, otetaan kaikki keinot yhtä aikaa käyttöön.30 
- Maailmalla lapsettomat naiset ovat kehitelleet uutta sanastoa ja alkaneet käyttää itsestään 
termiä nomo eli no mother.31 

                                                      
16 Maiju’s Q&A got me in a good mood. 
17 Midnight snack pillow case set 
18 Search Pinterest with the search words diy flower curtain. 
19 When Gigi Hadid posted a picture on Instagram of her lying in the arms of her boyfriend Zayn Malik, you could 
almost hear when people all around the world would sigh: “That is so relationshipgoals!” 
20 The relationshipgoals phenomenon, i.e. the praising of the relationships of celebrities and other interesting people, 
has arisen for an understandable reason. 
21 You can try to find an apartment for example in Facebook groups by writing in the search box “apartments” and the 
city of destination. 
22 I have bought a shirt at the flee market and I’m joking with my schoolmates about how horrible it is. “That is so 
white trash”, says one of them. But I am white trash, I think. 
23 That how a movie ”feels”, i.e. touches you. 
24 Then I read interviews and watch all the possible behind the scenes videos. 
25 Even though my motto is ’kill your darlings’, it was hard to follow when I was writing this article. 
26 The saying ”no pain, no gain” might hold true in the gym, and in the working life, Siberia probably teaches. 
27 They all have the words Dr. Pimple Popper written on them. 
28 The fashion editor, Noora Nuotio, follows the fashion motto “kill your darlings”. 
29 Bubbling under: glitter socks 
30 And when the winter is really coming, all the tricks will be taken into use at the same time. 
31 Around the world, childless women have come up with new vocabulary and started to refer to themselves with the 
term nomo, a shortening from the words no mother. 
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- Joitain vuosia sitten työssä käyvät lapsettomat parit nimettiin dinkuiksi lyhenteenä sanoista 
“dual income, no kids”32 
- Lapsettomat käyttävät itsestään nimitystä nomo, no mother.33 
 

Cosmopolitan 
 
- Pimenevien syysiltojen quilty pleasuresi?34 
- Näillä hellittelynimillä eurooppalaiset kutsuvat puolisoitaan: Iso Britannia – Darling (rakas) […]35 
- Olen aina ollut kunnianhimoinen, eikä minulla ole koskaan ollut kunnollista plan b:tä.36 
- Todellinen jokapaikan lakka = wanted.37 
- Alun perin Havaijilta rantautunut poke bowl muuntautuu moneen muotoon.38 
- Yrittäjänalut, get inspired!39 
- Thrasher-huppari, Ivy Park -huppari40 (referring to texts written on the shirts) 
- Bring it on Suomen sää, me olemme valmiina.41 
- Tänä syksynä trendikkäin punasävy on cuivre red eli vaalea, hieman hunajaiseen ruusukultaan 
taittava punakupari.42 
- Hiustenvärjäyksen edelläkävijät ovat ehtineet jo innostua cinnamon swirl -nimellä kulkevasta 
väritrendistä, jossa leikitellään liukuvärin sekä eri vaaleusasteisten raitojen yhdistelmällä.43 
- Arvostelijoille tekisi mieli sanoa, että honey, pitäisikö sinun ensin miettiä omia epävarmuuksiasi 
ennen kuin tulet arvostelemaan minun valintojani?44 [sic!] 
 

 

Although code-mixing appears to be rather common in the articles, there are not that many 

instances of code-switching. In Demi, there are two sentences with intertextual references 

including a quote in English: “Kuuntelen rivissä muiden uusien ylioppilaiden kanssa, kun meille 

lauletaan Joni Mitchelliä: I’ve looked the life from both sides now” and “Jos satun katsomaan 

kännykästä kelloa sen ollessa 12:09, toivotan mielessäni “Happy birthday, Harry!” kuten Harry 

sanoo itselleen Harry Potter ja Viisasten kivi -leffassa.” In Cosmopolitan, there is also one instance, 

where the code-switched part is motivated by intertextuality: “En antanut pelon estellä, vaan 

                                                      
32 Some years ago, childless working couples were named dinks as a shortening from the words “dual income, no 
kids”. 
33 Childless people refer to themselves with the term nomo, no mother. 
34 Your guilty pleasure on darkening autumn evenings? 
35 Europeans are using these nicknames for their spouses: Geat Britain – Darling […] 
36 I have always been ambitious, and I have never had a proper plan b. 
37 A nail polish suitable for every situation = wanted. 
38 The originally Hawaiian poke bowl can be adapted easily. 
39 Budding entrepeneurs, get inspired! 
40 Thrasher hoodie, Ivy Park hoodie 
41 Bring it on, Finnish weather, we are ready! 
42 The trendiest shade of red this autumn is cuivre red, a light copper shade with a hint of honey and rosegold. 
43 The forerunners of hair color trends have already got excited about the new color trend called cinnamon swirl, 
which plays with ombre effects and mixtures of highlights in different shades. 
44 I would like to tell the haters that honey, shouldn’t you first think about your own insecurities before you come 
judging my choices. 
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luotin siihen, että olen oikealla tiellä. Be comfortable with being uncomfortable. Se on niin totta.” 

However, in the two latter cases, the code-switching is not chosen by the writers of the magazine, 

but in Demi the writer is one of the readers, and in Cosmopolitan the code-switching appears in an 

interview. 

In the other three cases, the code-switched parts include commonly used sayings in English, which 

do not have any exact equivalents in Finnish. In these cases, English may also be used as a stylistic 

device to get a more playful expression: “Kiiltävän satiinin ja karhean neuleen yhdistelmä, Trendi 

loves”, “Laatu? Check. Lämpöisyys? Check. Glamour? Check” and “Päällimmäinen ajatukseni taisi 

olla, että too much information”. In many of these examples, the code-switching does not occur at 

sentence boundary, but as the switch takes place between different clauses, they can be counted 

as code-switching rather than code-mixing. 

Table 4. Code-switching in articles 

Demi 
 
- Jos satun katsomaan kännykästä kelloa sen ollessa 12:09, toivotan mielessäni “Happy birthday, 
Harry!” kuten Harry sanoo itselleen Harry Potter ja Viisasten kivi -leffassa.45 (Readers’ 
confessions) 
- Kuuntelen rivissä muiden uusien ylioppilaiden kanssa, kun meille lauletaan Joni Mitchelliä: I’ve 
looked the life from both sides now.46 
 

Trendi 
 
- Kiiltävän satiinin ja karhean neuleen yhdistelmä, Trendi loves.47 
- Laatu? Check. Lämpöisyys? Check. Glamour? Check.48 
 

Cosmopolitan 
 
- Päällimmäinen ajatukseni taisi olla, että too much information.49 
- En antanut pelon estellä, vaan luotin siihen, että olen oikealla tiellä. Be comfortable with being 
uncomfortable. Se on niin totta.50 
 

                                                      
45 If I happen to check what time it is on my cellphone when it is 12:09, I wish myself “Happy Birthday Harry” just like 
Harry Potter says to himself in the movie Harry Potter and the Philosopher’s Stone. 
46 I am standing in a row with the other gratuates and listening to someone sing Joni Mitchell to us: I’ve looked the life 
from both sides now. 
47 A mixture of shiny satin and coarse knit, Trendi loves. 
48 Quality? Check. Warmth? Check. Glamour? Check. 
49 The first thought on my mind might have been that this is too much information. 
50 I didn’t let fear stop me, but I trusted that I’m on the right path. Be comfortable with being uncomfortable. That is 
so true. 
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In addition to the previously presented types of code-switching and code-mixing, Demi and 

Cosmopolitan also include two types of code-switching that do not fit into any of the other 

categories (table 5). In the “readers’ confessions” section of Demi, a common trend for the readers 

is to use an English or English-sounding nickname, although they write their comments in Finnish. 

These include nicknames such as “SCREEM QUEENS”, “HELP?”, “Potterhead” and the two 

previously mentioned with hashtags “#BECAUSEWHYNOT” and “#BECAUSEYOUAREMYSUNSHINE”. 

In Cosmopolitan, there is also one instance of a peculiar language change in the middle of the info 

text about the mother company Hearst Magazines International. The info text starts with 

information about the company and its key employees in English. However, when the editor-in-

chiefs of all the different international editions are presented later in the same info text, the 

language suddenly changes into Finnish: “Hearst Magazines International Senior Vice 

President/CFO and General Manager: Simon Horne Senior Vice President/International 

publishing Director: Jeannette Chang […] Editor-in-Chief, Cosmopolitan (1965-1997): Helen 

Gurley Brown Alankomaat: Anne Marije de Vires Lentsch Argentiina: María José Grillo […]”. 

Table 5. Other instances of code-switching 

Demi 
 

- SCREEM QUEENS [sic!] as a nickname of a reader 
- HELP? as a nickname of a reader 
- Potterhead as a nickname of a reader 
- Alicorn as a nickname of a reader 
- Aww<3 as a nickname of a reader 
 

Cosmopolitan 
 

- Hearst Magazines International 
 Senior Vice President/CFO and General Manager: Simon Horne Senior Vice 
President/International publishing Director: Jeannette Chang […] Editor-in-Chief, Cosmopolitan 
(1965-1997): Helen Gurley Brown Alankomaat: Anne Marije de Vires Lentsch Argentiina: María 
José Grillo […] 
 

 

According to previous research (e.g. Taavitsainen & Pahta, 2008), code-switching between Finnish 

and English has been considered a phenomenon of mostly spoken and private language. However, 

based on the examples presented in this section, code-switching has also entered the written and 
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public genre of young women’s magazines. All of the magazines also include different types of 

code-switching quite equally. However, in Cosmopolitan, the English parts seem to be more tightly 

adopted into the language, whereas in Demi and Trendi, some of the code-mixed parts are marked 

with italics or quotation marks. What further reasserts the common acceptance of code-switching 

is that the magazines include articles by many different writers. In addition, some of the articles 

even consist of interviews or include comments written by readers. Thus, the use of code-

switching could be considered not just the personal style of a few writers, but a broader 

phenomenon among young Finnish women. 

As discussed in the section 2.3.2, mixing English with Finnish has become a rather natural part of 

young Finns’ language. Thus, one reason for the magazines to include so much code-switching can 

be that the writers are imitating the language of the readers to show group membership. 

Additionally, the use of English can be motivated by a lexical gap, an intertextual reference, using 

special terminology, stylistic matters or trying the catch the reader’s attention. As young people 

also take a lot of influence from the social media, in some cases the use of English is motivated by 

following the global trends, for example when using English with hashtags. However, even though 

some of the code-switching seems to result from imitating international trends, and in 

Cosmopolitan’s case the American edition of the magazine, the writers also create their own 

language and creatively mix English with Finnish. 
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4.2 Loans from English 

 

One of the most extensive ways English is influencing Finnish is through different kinds of loans. 

Since the Second World War, numerous loan words have been taken from English into Finnish, but 

today loaning seems to be even increasing as people are more globally connected and new 

international trends are quickly spreading English terminology with them. A lot of examples of 

different kinds of loans can also be found in the magazines studied in this thesis. The magazines 

include both older and newer loans, and the examples can be divided into different semantic and 

structural categories. 

Most of the loanwords found in the magazines belong semantically to themes that are frequently 

discussed in the articles, such as information technology, social media, fashion, beauty, cosmetics, 

music and entertainment. Since many social media services, such as Facebook, Twitter, Snapchat 

and Instagram, are originally in English, a lot of terminology in the field has been loaned from 

English to Finnish, for example blogi, hashtag, postaus, snäpätä, surffata netissä, unfollaus and 

vloggaaja (see table 6). In the semantic category of fashion, a lot of names for clothes, styles and 

trends have been loaned from English, for example bootcut-farkut, body, catwalk, design, look, 

oversize-bikerliivi, trendi and vintage (see table 7). Many English loans, and a great number of 

translation loans, can also be found in the semantic category of beauty and cosmetics, such as 

balayage, long bob, meikki, primer, seerumi, strobing-trendi, trimmata, hiusstailisti and kuivaöljy 

(see table 8). In the field of music and entertainment, many new innovations and trends have also 

come to Finland from the USA, bringing with them a lot of loan words, such as backstage, bändi, 

haipata, manageri, pop-tähti, räppiskene, soundi and stuntti (see table 9). 

Even though the majority of the loans used in the magazines belong to the previously mentioned 

semantic categories, there are many loans belonging to other semantic categories as well (see 

table 10). Many job titles mentioned in the magazines are loans from English, either citation loans 

such as Art Director, Community Manager and associate, or translation loans such as graafinen 

suunnittelija and media-assistentti. However, it is quite interesting that two of the job titles loaned 

as citation loans are written with capital letters even though they are common nouns. A lot of 

loans from English can also be found in the field of sports, for example extreme-laji, endure, 

liikuntafriikki, bodattu, skeitata, squash, wakeboarding and surffaaminen. In addition, the 
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magazines also include loans in many other semantic categories, for example budjetti, deittielämä, 

dipata, ex-poikaystävä, feikata, frendi, konflikti, stalkata, brändijohtaminen, kollega, kuppikakku 

and match. 

Table 6. Loanwords in the semantic category of information technology and social media 

 
attending-nappula 
bloggaaja 
bloggaus 
blogi 
e-mail 
emojiyhdistelmä 
hashtag 
HDR-toiminto 
hiiri 
ilmoitus 
Insta-feed 
 

 
Instagram-seuraaja 
it-tukihenkilö 
kauneuskanava 
lisätä kaveriksi 
live 
makrolinssi 
meili 
näkymä 
postaus 
screenshot 
selfie 
 

 
snäppi 
snäppäily 
snäpätä 
some-guru 
somesurffailu 
somettaa 
somettaja 
sometus 
sosiaalinen media 
surffata netissä 
tagaaja 
 

 
tubettaja 
tägätä 
tägäys 
unfollaus 
uutiskirje 
verkko 
vloggaaja 
vlogi 
Youtube-tili 
ääniviesti 
 
 

 

Table 7. Loanwords in the semantic category of fashion 

 
arkkitehtoninen 
beige 
biker-henkinen 
bleiseri 
body 
bomber 
bomber-takki 
bootcut-farkut 
brokadikuvioitu 
burgundi 
camo-kuvio 
catwalk 
choker 
 

 
coctail-mekko 
college 
collegepaita 
design 
grunge 
grunge-tyyli 
jumpsuit 
kašmirneule 
kimalle-clutch 
kipparihattu 
lakeribuutsit 
loaferit 
look 
 

 
megamuodikas 
millennium-henkinen 
muotieliitti 
nude 
off shoulder -trendi 
oversize-bikerliivi 
oversize-huppari 
poolo 
printtihuivi 
retrorillit 
samettibleiseri 
slip dress -mekko 
sporttinen 
 

 
statement-väri 
teddykarvakaulus 
tennarit 
trendi 
trendikäs 
trenssi 
velour-verkkaripuku 
viikonloppulaukku 
viktoriaaninen 
vintage 
vinyylitrendi 
wishbone-
onnenkaulakoru 
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Table 8. Loanwords in the semantic category of beauty and cosmetics 

 
army-takki 
baking 
balayage 
blondi 
cornrow-letit 
drag queen 
geeli 
hiuslook 
hiuspuuteri 
hiusstailisti 
huulikiilto 
 

 
irtopuuteri 
itseruskettava voide 
kansilook 
kasvonaamio 
kiiltosuihke 
kuivashampoo 
kuivaöljy 
kulmamaskara 
lob-mallinen 
long bob 
macaron-tukka 
 

 
meikata 
meikattu 
meikinkiinnityssuihke 
meikki 
muotoiluvoide 
pigmenttipitoinen 
primer 
primer-tuote 
seerumi 
snowlights-raidat 
strobing-trendi 
 

 
suolasuihke 
syväpuhdistava 
sampoo 
trimmata 
undercut-leikkaus 
unisex-tuoksu 
uv-suoja 
volyymisampoo 
 

 

Table 9. Loanwords in the semantic category of music and entertainment 

 
artisti 
backstage 
bassosoundi 
biitti 
bändi 
debyyttilevy 
demonauha 
dj-keikka 
draamakomedia 
dubata 
dubbaaminen 
fani 
genre 
 

 
haipata 
hype 
idoli 
imitoida 
klubi 
kulttileffa 
leffanörtti 
levydiili 
manageri 
open mic -ilta 
podcast 
popin kuningas 
popkappale 
 

 
popkappale 
pop-tähti 
populaarikulttuuri 
promoottori 
punkkari 
r’n’b-biisi 
rock 
räppi 
räppiskene 
räppäri 
räpätä 
show 
sooloalbumi 
 

 
soolohitti 
soul 
soul-diiva 
soul-kappale 
soundi 
studio 
stuntti 
tuottaja 
tv-ohjelma 
Youtube-cover 
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Table 10. Loanwords in other semantic categories 

 
agentti 
anonymiteetti 
Art Director (AD) 
ASMR-ilmiö 
associate 
au pair 
automaattinen 
b- ja c-suunnitelmat 
bisnes 
blenderikannu 
bling bling 
blogikoti 
bodattu 
boheemi 
brändijohtaminen 
budjetti 
burn out 
Community Manager 
cool 
CV 
deittielämä 
dipata 
donitsi 
downshiftaus 
efekti 
elektroninen 
enduro 
eskaloitua 
ex-poikaystävä 
extreme-laji 
feikata 
feikkaaminen 
 

 
fiktio 
fitness-lehti 
flirttaileva 
fobia 
fraasi 
freesi 
frendi 
gangsteri 
ghostata 
ghostaus 
globaali 
glooria 
graafinen 
graafinen suunnittelija 
guru 
halloween 
halloweenbileet 
Halloween-herkut 
IB-tutkinto 
intiimi 
intuitio 
investointipankkiala 
it-tyttö 
jet set -elämä 
kasuaali 
kauhuskenaario 
kollega 
kombo 
konflikti 
kontrollifriikki 
koordinointi 
kreisi 
 

 
kreisibiletysvaihe 
kuppikakku 
liikuntafriikki 
lobbari 
logo 
match 
maxi 
media-assistentti 
mentori 
mentorointi 
metropoli 
minimalistinen 
motto 
must have -lista 
pikaruokapaikka 
popcorn 
poseeraaminen 
poseerata 
pro-vinkki 
radiohiljaisuus 
random-mies 
random-tyyppi 
rakkausstoorit 
roskaruoka-addiktio 
seilori 
seksisessio 
sensaatio 
sertifioitu 
shopattava 
simppeli 
sinkku 
Sinä pystyt siihen! 
 

 
sivubisnes 
skarppi 
skeitata 
skeitti 
small talk 
smoothieainekset 
s’more 
sosiaalinen etiketti 
spa-ilta 
spekuloida 
sporttaaja 
squash 
stalkata 
stalkkeri 
stoori 
surffaaminen 
surffata 
tekstata 
to do -lista 
toivelista 
treenata 
trippi 
tsekata 
uniikkikappale 
vaippashow 
villi länsi 
wakeboarding 
zombietyttö 
Älä ikinä luovuta! 

 

In addition to loans from different semantic categories, the magazines also include examples of 

many structurally different types of loans. The majority of the loan words are adapted loans, such 

as snäppi, bleiseri, sporttinen, bändi, soolohitti, kasuaali, simppeli, poseerata and lakeribuutsit. 

However, there are many citation loans as well, and especially newer loans are more often left 

unadapted, for example live, screenshot, selfie, bomber, choker, nude, jumpsuit, baking, burn out, 

small talk, hype and wakeboarding. Some of the loans are used as citation loans as the first part of 
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a compound, for example wishbone-onnenkaulakoru, slip dress -mekko, cornrow-letit, to do -lista, 

unisex-tuoksu, open mic -ilta, attending-nappula and it-tyttö. In addition, there are two cases 

where a previously adapted loan is now used as a citation loan: rock instead of rokki and e-mail 

instead of meili. Thus, it could be argued, that the use of citation loans instead of adapted loans is 

becoming more common in newer loans, and even in already established loans. 

In addition to adapted loans and citation loans, examples of other types of loans can be found in 

the magazines as well. Many of the loan words, especially in the field of beauty, have been loaned 

as translation loans, such as viikonloppulaukku, huulikiilto, itseruskettava voide, kuivasampoo, 

kasvonaamio, sosiaalinen etiketti, kuppikakku and popin kuningas. Meaning loans are often used 

in the field of information technology and social media, such as hiiri, ilmoitus, näkymä, 

kauneuskanava, surffata netissä, verkko, lisätä kaveriksi, Youtube-tili and Instagram-seuraaja. 

There are also some examples of phraseological loans, for example b- ja c-suunnitelmat, 

radiohiljaisuus, to do -lista, sinä pystyt siihen and älä ikinä luovuta. In addition, some of the loans 

are transit loans. Many of the older English-looking loans may have originally come to Finnish via 

Swedish, and some loans have also come to Finnish from other languages via English, for example 

kašmirneule, au pair, CV, guru, balayage and media. 

As already mentioned, the examples in the magazines include a great number of citation loans in 

addition to adapted loans. Thus, it could be argued that Finnish, or at least the language of young 

Finns, has become more accepting of foreign linguistic structures. There are also many examples 

of newer loans that include foreign graphemes, word-initial consonant clusters and grapheme 

combinations previously rare in Finnish, such as bloggaaja, screenshot, vlogi, bootcut-farkut, 

choker, design, strobing-trendi, downshiftaus and match. 

As English does not follow the same grapheme-sound system as Finnish, a choice has to be made 

whether a loan word follows the phonetic or orthographic form of the original English word.  Since 

citation loans are becoming more common, the number of words loaned according to 

orthographic form is also increasing. However, both styles are quite equally represented in the 

magazines. Examples of words loaned according to the original phonetic form are snäppi, meikki, 

volyymisampoo, biitti, bändi, levydiili, räppi, bisnes, feikata, kreisi and skeitata. The words loaned 

according to the original orthographic form include both citation loans and adapted loans, such as 

attending-nappula, hashtag, Insta-feed, selfie, catwalk, look, primer, unfollaus, dubata, fani, 
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soundi, agentti and stalkkeri. In some cases, there is also variation in whether the same word or its 

derivatives are written according to the original phonetic or orthographic form, for example 

haipata/hype and tägätä/tägäys/tagaaja. An interesting phenomenon among the words loaned 

according to the original orthographic form is that the newer loans often follow the English 

pronunciation, for example hashtag is pronounced as [hæʃtæg], look as [lu:k], primer as [prɑɪmɛr], 

feed as [fi:d] and soundi as [sɑʊndɪ]. 

When the loan words in the magazines have been adapted, they follow quite accurately the 

common adaptation rules. Nouns ending with a consonant usually get the ending <i>, for example 

blogi, meili, snäppi, bleiseri, loaferit, artisti, biitti, efekti and frendi. When nouns ending with a 

consonant are loaned as citation loans, the <i> ending is not added to the nominative form. 

However, when the words are inflected, the <i> is always added to enable inflection, for example 

chokerin, lookin, drag queenien and burn outia. Nouns ending with a vowel are often left 

unadapted, for example selfie, live, college, nude, poolo, hype, studio, associate, guru and logo. In 

some cases, the ending <y> has been changed to <i>, for example kreisi and stoori. However, in 

some newer loans the ending <y> has even been left unaltered, for example body. The loans also 

follow the rule of gemination when the last consonant in the word is according to its phonetic 

form /k/, /p/, /t/ or /s/, for example meikki, stalkkeri, snäppi, trippi, biitti, stuntti and trenssi. 

In addition to the alteration of endings, there are also changes inside the nouns when the words 

are loaned following the original phonetic form. Most commonly changes have been made to 

vowels, as the pronunciation and writing rules of vowels differ greatly in Finnish and English. 

Vowels have been changed to follow the original phonetic form for example in meili, tägätä, geeli, 

haipata, levydiili, sooloalbumi, bisnes, frendi and skeitti. In some cases, consonants have also been 

adapted, even though especially in newer loans foreign consonants are accepted quite well. 

Consonants have been adaped for example in the words efekti, eskaloitua, freesi, kasuaali, 

kollega, kontrollifriikki, koordinointi and trenssi. In some of the words, the adaptation of 

consonants may be a result of the word being borrowed via Swedish, as for example the 

grapheme <c> in English words is often written with <k> in Swedish. 

In the magazines, there are a few loan words that break the Finnish rule of vowel harmony, but 

they do not cause any difficulties. The words body, balayage and volyymi do not in written form 

follow vowel harmony, but as body is most likely pronounced as [bodɪ] and balayage as [bɑlɑjɑ:ʒ], 
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the only one pronounced with both back and front vowels is [vɔlyymɪ]. There are also two words 

which are written with only back vowels, but pronounced with both back and front vowels: 

catwalk [kɶtwɔ:k] and random [rɶndɔm] (also [rɑndɔm]). In addition, there are a number of loans 

that are written with back vowels but pronounced with front vowels, for example match [mɶʧ], 

hashtag [hɶʃtɶg], tagaaja [tɶgɶ:jɶ], drag queen [drɶg kwi:n] and community manager 

[mænɪʤə]. As the rule of vowel harmony also applies to certain inflectional endings, there might 

be some inflectional problems with the words that either include both front and back vowels or 

are pronounced with front vowels and written with back vowels. However, there are no examples 

of how such problems would be solved, as the words are not used in such inflectional cases in the 

magazines. 

In the magazines, there are also a few adjectives that have been loaned from English. Some of the 

adjectives are compounds with the first word from English and the second part in Finnish, for 

example biker-henkinen, brokadikuvioitu, megamuodikas, millennium-henkinen and lob-mallinen. 

In some cases, the compound itself is not an adjective, but the English word in the first part carries 

the meaning of an adjective, for example off shoulder -trendi, oversize-huppari, random-tyyppi, 

uniikkikappale and pro-vinkki. Sometimes the adjective has been made with the ending <nen>, 

such as arkkitehtoninen, sporttinen, viktoriaaninen, elektroninen and graafinen. Some newer 

loaned adjectives ending with a consonant have been adapted with the ending <i>, such as 

boheemi, globaali, intiimi, kasuaali, kreisi, maxi, simppeli, and freesi. There is also one example 

with the ending <käs>, trendikäs. 

Almost all of the loan verbs have been formed with the ending <ata> or <ätä>, depending on 

whether the word includes back or front vowels, for example snäpätä, räpätä, surffata, meikata, 

dubata, haipata, feikata, ghostata and tsekata. In some cases, the ending <oida> is used, for 

example imitoida and spekuloida. However, the word somettaa makes an exception to the two 

commonly used ways to adapt verbs. 

Once a loan word has been adopted to Finnish, it may also be used in compounds. In the examples 

found in the magazines, the loan word is usually used as the first part of the compound, for 

example emojiyhdistelmä, bomber-takki, spa-ilta, unisex-tuoksu and extreme-laji. However, some 

loans are even used as the second part of a compound, for example Insta-feed, kimalle-clutch, 

lakeribuutsit, hiuslook and levydiili. In some cases, the loaned word is most likely only used as a 
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part of a compound, for example attending-nappula, biker-henkinen, slip dress -mekko, strobing-

trendi and open mic -ilta. There is also variation in whether the compounds are written with or 

without a hyphen. Generally, a hyphen is most often used when the first part of the compound is a 

citation loan, for example millennium-henkinen, bootcut-farkut, coctail-mekko, oversize-bikerliivi 

and corn row -letit. Compounds with older loans, adapted loans and a citation loan as the second 

part may be written without a hyphen, for example collegepaita, sooloalbumi, debyyttilevy, 

levydiili, liikuntafriikki, vaippashow and hiuslook. However, there are some exceptions to the rule. 

For example, emojiyhdistelmät is written without a hyphen and soul-kappale and popkappale 

follow different systems even though they consist of quite similar components. 

In addition to creating new meanings with compounds, loan words may also be used to derive 

new words. The magazines also include many examples of how a loan word has got new 

derivatives. For example, blogi has been derived to bloggaaja and bloggaus; snäppi to snäpätä 

and snäppäily; tägi to tägätä, tagaaja and tägäys; unfollata to unfollaus; meikki to meikata and 

meikattu; dubata to dubbaaminen and räppi to räpätä and räppäri. 

As discussed in the section 2.2.3, loan words need to be lexically integrated into the recipient 

language as well. The loaning of a new word may mean that the language gets an additional word, 

the meaning or the use of an already existing word changes or an old word is replaced by the new 

loan word. In the examples found in the magazines, the new words have been commonly loaned 

to fill a lexical gap caused by the introduction of new innovations, for example hashtag, postaus, 

unfollaus, bomber, choker, vintage, seerumi, open mic -ilta and ghostata. However, there are also 

many cases where an indigenous synomym would exist, but the strong influence of English has 

encouraged the writers to use a synonym that is closer to the English equivalent. For example, 

meili is used instead of the indigenous word sähköposti, screenshot instead of kuvakaappaus, 

sporttinen instead of urheilullinen, volyymisampoo instead of tuuheuttava sampoo, bändi instead 

of yhtye, frendi instead of ystävä, stalkata instead of vakoilla and simppeli instead of 

yksinkertainen. In these cases, the use of the English loan word may also be motivated by the 

context. The English-sounding synonyms may be considered as trendier, more youthful and more 

appropriate for the less formal style of young women’s magazines, while the indigenous synonyms 

may be more commonly used in other, more formal contexts. 
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Another common feature of lexical integration is that the loaned word usually has a more 

restricted meaning in the recipient language than in the source language. Examples of a restricted 

meaning can also be found in the loan words used in the magazines. For example, nude is used in 

Finnish only to refer to a color, college is used only in the meaning of a clothing material and 

baking is used only in the context of make-up, not making food. 

Based on the examples found in Demi, Trendi and Cosmopolitan, it could be stated that today’s 

Finnish includes a great number of loan words from English. In addition, more words are 

constantly being borrowed both because of a need to name new innovations and because of a 

willingness to identify with the English-speaking culture. However, as many of the loanwords are 

most likely used only by young Finns, their acceptance might still be limited to only certain 

contexts. In addition to the increasing amount of loaning in young people’s language, the amount 

of adaptation of new loans seems to be changing as well. As the majority of Finns have good 

language skills and are used to seeing and hearing English every day, Finnish seems to be 

becoming more accepting of citation loans and foreign orthographic and phonetic elements. 
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4.3 English in company, product and people’s names 

 

In addition to code-switching and loan words, Demi, Trendi and Cosmopolitan include a lot of 

English in the form of English or English-sounding names. Most commonly the English names 

referred to in the magazines are company, product or people’s names. Because of 

internationalization, many foreign brands with English names are sold in Finland. However, even 

many Finnish companies use English names as English is often considered a better language for 

branding and advertising. Finns also follow the international trends, and a great part of Finns’ free 

time is filled by the products of the American entertainment industry. Thus, international trends 

and stars are often discussed in the topics of the articles in young women’s magazines as well. 

As the magazines include lots of recommendations, reviews and presentations of different types 

of products, the magazines also refer to many product and company names. Among the company 

and brand names mentioned, a great majority have a fully or partially English name. Most of the 

companies or brands with an English name mentioned in the magazines are foreign companies. 

However, there are also some Finnish companies with an English name, such as Flamingo Spa, 

Motivoice Oy, Sanoma Media Finland Oy, Sokos Emotions, Warner Music Finland, Startup Refugees 

and Biozell Professional. 

Many of the English-named companies mentioned in the magazines are clothing companies or 

brands, for example Adidas Originals, Ellos Close by Denim, New Balance, Object, River Island and 

Urban Outfitters. However, the articles include references to companies in many other industries 

as well. There are references to magazines, for example Elle China, Financial Times and Rolling 

Stone; modelling agencies, for example Brand and Paparazzi; beauty brands, for example 

Anastasia Beverly Hills, Beauty by Ellos, Moroccanoil and Smashbox as well as jewelry and 

accessory brands, for example Daniel Wellington, Glitter, Snö of Sweden and Tomtom Jewelry. In 

addition, the magazines include references to for example photo agencies, entertainment 

companies, educational agents and webshops (see table 11). 
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Table 11. English in company and brand names 

 
Acne Studios 
Adidas Originals 
Alexander McQueen 
All Over Press 
Anastasia Beverly Hills 
Attitude 
Beam 
Beauty by Ellos 
Biozell Professional 
Brand 
Burberry 
Callaway 
Cheersnco 
CIMO 
Converse 
Daniel Wellington 
Daisy Street 
Daringtolivefully.com 
David Michael 
Diesel 
Dinny Hall 
Dorothy Perkins 
Elle 
Elle China 
Ellos Close by Denim 
Erasmus 
Financial Times 
Flamingo Spa 
Forward Artists 
Frends 
Ganni MI.NO Shoes 
Gant 
Garcia Jeans 
Getty Images 
Glitter 
Golfbalance.fi 
Google 
Hearst Communications, Inc 
Honor 
Huffington Post 
 

 
Hunkydory 
H&M Home 
iHeart Radio 
Imaxtree 
In-N-Out-Burger 
Istockphoto 
Junkyard XX-XY 
Kicks 
Kickstarter 
labourandwait.co.uk 
Leaf 
Levi’s 
Lifehack.org 
Longchamp 
Miss Selfridge 
Moccamaster 
Motivoice Oy 
Moroccanoil 
Mos Mosh 
MVPHOTOS 
Nasty Gal 
Nelly 
Net-a-porter 
Never Denim 
New Balance 
Noisy May 
Nordean Corporate and 
Investment Banking Advisory -
yksikkö 
Object 
Odd Molly 
Ottoman Hands 
Outlander by Renee Tener 
Paparazzi 
People 
Pieces 
Pull & Bear 
River Island 
Rains 
Roc Nation 
 

 
Rolling Stone 
Sanoma Lifestyle 
Sanoma Media Finland Oy 
Selected Femme 
Sister P. 
Smashbox 
Snö of Sweden 
Sokos Emotions 
Sony Music 
Specsavers 
Sportmax 
Stockmann Silk 
Startup Refugees 
Streeters 
Sylvia Young Theatre School 
Ted.com 
The Guardian 
The Men 
Themuse.com 
The Row 
The Walt Disney Company 
Nordic 
Thrashermagazine.com 
Tiger 
Tommy Hilfiger 
Tommy Hilfiger by Gigi Hadid 
Tommy Jeans 
Tomtom Jewelry 
Topshop 
Tulle & Wrench 
Universal Music 
UPC Print 
Urban Outfitters 
Warner Music Finland 
Weekday 
Wilful Publicity 
Zalando Iconics 
Zara Products 
&Other Stories 
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In addition to company and brand names, English is also used very often in product names (see 

table 12). When products by foreign companies are sold in Finland, the names of the products are 

often left untranslated, and even Finnish companies often give their products trendy English 

names. The names found in the magazines are most often fully English, but some also mix English 

with some other language, for example French. Some of the English names are even very creative 

and include different kinds of word plays. 

English names are especially common among all kinds of beauty products. The magazines also 

include a lot of examples of these kind of names, as beauty products are often recommended in 

the articles. The magazines include references to English-named make-up products, for example 

Stay Matte But Not Flat, Strobe of Genius Illuminating Palette and High Definition Finishing 

Powder; hair care products, for example Biozell Volumizing Dry Shampoo and L’Oréal Professionel 

SmartBond Step 3 Conditioner; as well as skin care products, for example The Body Shop 

Amazonian Arai Energising Radiance Mask. In addition, the names of the colors/shades of beauty 

products mentioned in the magazines are also almost without exception English (see table 13). 

Examples of English color names are 02 Cool Pink, All About The Base 003, Dark Tones and Soft & 

Gentle. 

The use of English in product names is also very common in the field of entertainment. The names 

of games, movies and television shows are often left untranslated, for example Battlefield 1, 

Guitar Hero, Fifty Shades of Grey, Lost in Translation, Miami Vice, The Voice and The Walking 

Dead. Many electronic devices as well as internet services and applications also have an English 

name, for example Bose Sound Sport, Geneva Sound System Model XS, iPhone, Facebook, 

Snapchat, Google Street View and Whatsapp. In addition, English is also used for example in many 

Finnish event names, such as Flow-festivaali, The Blog Awards, Tubecon Awards and Helsinki 

International Horse Show. 

Table 12. English in product names 

 
Ada Lovelace-päivä 
Adidas Z.N.E. Hoodie 
Balmain Hair Couture 
Balmain Volume 
Batiste Strength and Shine 
Battlefield 1 

 
Mad Music 
Make Up Store Strobe Glow 
Matrix Height Riser 
Mavala Sundream Color’s 
Maybelline Colossal Volume Express 
Maybelline Master Strobing Stick 
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Beyond the Lights 
Biozell Moisturizing Crystal Mist 
Biozell Professional Color Mask Ink 
Biozell Texturizing Spray 
Biozell Volumizing Dry Shampoo 
Bose Quiet Comfort 
Bose Sound Sport 
Bosch ProSalon 
Brown Eye 
Build Up Mascara Extra Volume 
Café Society 
Calvin Klein One Gold 
CEMS MIM (Master in International 
Management) 
Clinique Pop Liquid Matte Lip Colour 
Coachella 
Concealer Jar 
Dior 5 Couleurs Skyline 
Dior Vernis Gel Shine and Long Wear Nail 
Lacquer 
Double Stacked Fiber 
Dr. Pimple Popper 
Estéé Lauder Double Wear Stay-in-Place 
Eye Color Wonder Bar 
Facebook 
Face Sculptor 
Fanta Instamix 
Fifty Shades of Grey 
First Base Makeup Primer Spray 
Fiskars Hard Face 
Flickr 
Flow-festivaali 
Foreo Luna Play 
Four Reasons Black Edition Shine Spray 
Garnier Skinactive Moisture Bomb 
Geneva Sound System Model XS 
Google Street View 
Gosh Extreme Liner 
Gossip Girl 
Guitar Hero 
Happy Vibes and Good Thoughts 
Helsinki International Horse Show 
High Definition Blush 
High Definition Finishing Powder 
Hot Singles Eye Shadow 
Hydra Touch Brightener 
IdHair Curly Pomade 

Mega Shine 
Miami Vice 
Moment-sovellus iOSille ja Quality Time 
Androidille 
Mossa Age Excellence Miracle Peel 
Multi Vitamin Gloss 
Netflix 
New Studio 15 Hour Wear Hydrating 
Foundation 
Nordic Neutrals 
Nude Cushion Foundation 
NYX Matte Liner 
NYX Ombre Lip Duo 
NYX Pore Filler 
Orly Breathable Treatment + Color 
Oscar 
Penny Dreadful 
Photoshop 
Phytocolor 
Post-alfa 
Power Point 
Prep Tool Setting Lotion 
Quick Clean Dry 
Rahua Voluminous 
Ribbon Dress 
Rimmel BB Cream Matte 
Rimmel Brow This Way 
Rimmel Face Sculptor Palette by Kate [sic!] 
Rimmel Fix & Protect 
Rimmel Kate Lasting Finish 
Rimmel Lash Accelerator 
Rimmel Lasting Finish 
Rimmel Magnif’Eyes Mono 
Scream Queens 
Serial 
Sims 
Slim Eye Pencil 
Snapchat 
Stay Matte But Not Flat 
Strobe of Genius Illuminating Palette 
Suicide Squad 
Sundance 
Suunto Spartan Sport 
The Blog Awards 
The Body Shop Amazonian Arai Energising 
Radiance Mask 
The Body Shop Shade Adjusting Drops 
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InDesign 
Instagram 
Invisibobble 
iPhone 
Jeffree Starr Cosmetics Highlighter 
Kardashian 3-in-1 -muotoilurauta 
Lady Susan 
Lash Extender 2 
Libratone One Click 
Lidl Cien Moisturising Cream 
Lily 
lily.fi/blogit/nude 
Loop 
L’oreal Paris Pure Clay ExfoMask 
L’oreal Paris Pure Clay Purify Mask 
L’oréal Professionel Mythic Oil Créme 
Universelle 3-in-1 
L’oréal Professionel SmartBond Step 3 
Conditioner 
Lost in Translation 
Love & Friendship 
Lumene Sheer Finish 
MAC Mineralize Skin Finish 
Mádara Gloss & Vibrancy 
 

The Get Down 
The Dukes of Hazzard 
The Shallows 
The Voice 
The Walking Dead 
Timberland Blake 
Tinder 
Tinted Brow Mascara 
True Crimes 
True Match Highlight 
Tubecon Awards 
Twice As Nice 
Twilight 
Twitter 
Uplifting Shape Volumizing Spray 
Urban Decay Naked Skin Weightless Ultra 
Definition 
WeChat 
Whatsapp 
Women Of The Hour 
X Factor 
Youtube 
YSL Dessin Du Regard Waterproof 

 

Table 13. English names of the colors/shades of beauty products 

 
01 Blonde 
01 Radiance 
01 Wonder nudes 
02 Cool Pink 
03 Black 
07 Pomegranate 
19 Hamptons 
19 Innocent 
21 Dark Brown 
164 Nude Pink 
518 Bohemian rose 

 
994 Opening Night 
999 Matte 
Adhesion Red 
All About The Base 003 
Black Licorice Pop 
Capital of Light 
Coral Glow 002 
Darkening 
Dark Tones 
Fairy Tailor 
Lightening 

 
Light Tones 
Minimal 112 
My Nude 055 
Nude Almond 
Nude in Paris 
Peaches & Cream 
Precious Beige 661 
Q-jump 012 
Rehab 
Soft & Gentle 
Translucent 
 

 

In addition to companies and products, many people with English names are mentioned in the 

magazines as well (see table 14). As mentioned earlier, Finns follow international trends and the 
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products of especially American entertainment industry quite intensively. Thus, international stars 

are referred to a lot in the articles in Demi, Trendi and Cosmopolitan as well. Most common are 

the names of actors and artists, such as Drew Barrymore, Jim Carrey, Kate Beckinsale, Ryan 

Gosling, Amy Winehouse, Adele, Justin Bieber, Kanye West and Michael Jackson. There are also 

references to for example writers, designers, American politicians, super models and reality 

television stars, such as Jane Austen, Julie Murphy, Raf Simons, Barack Obama, Hillary Clinton, 

Kate Moss, Tyra Banks and Kim Kardashian. In addition to real people, the articles also include 

references to fictional characters with English names, such as Harry Potter, James Bond, Dumpling, 

Bobby and Rachel. A few English place names are also mentioned in the articles, such as New York, 

Los Angeles, Miami and Hollywood. 

Table 14. English in people’s names 

 
Amy Winehouse 
Adele 
Asa Butterfield 
Barack Obama 
Beyoncé 
Bill Murray 
Blake Lively 
Bob 
Bobby 
Cameron Monaghan 
Caterina Fake 
Catherine Bach 
Charles Manson 
Charlotte 
Chloe Bailey 
Chloë Grace Moretz 
Chloe Morello 
Chrissy Teigen 
Conor Maynard 
Craig Harris 
David Bowie 
Demi Moore 
Dree Hemmingway 
Drew Barrymore 
Dumpling 
Dylan O’Brien 
Edvard IV 
Elizabeth Jagger 

 
Gertie 
Graham Dunn 
Hailey Baldwin 
Halle Bailey 
Harry Potter 
Harry Styles 
Hillary Clinton 
James Bond 
Jane Austen 
Jennifer Aniston 
Jerry Hall 
Jerry Lee Lewis 
Jesse Eisenberg 
Jillian Michaels 
Jim Carrey 
John Lennon 
John Tierney 
Joni Mitchell 
Jordan Clarkson 
Josh McLellan 
Julie Murphy 
Justin Bieber 
Kanye West 
Kate Beckinsale 
Kate Moss 
Kendall Jenner 
Kim Kardashian 
Kristen Stewart 

 
Madonna 
Margot Robbie 
Mariah Carey 
May West 
Michael Jackson 
Mick Jagger 
Nancy 
Norman Reedus 
Orry Kelly 
Paula Hawkins 
Prinsessa Diana 
Rachel 
Raf Simons 
Roy F. Baumeister 
Ryan Gosling 
Sandra Lee 
Sarah Hyland 
Sarah Stennett 
Scarlett Johansson 
Selena Gomez 
Serena 
Stephanie Seymour 
Steve Carell 
Taylor Lautner 
Taylor Swift 
Tim Burton 
Tyra Banks 
Victoria Beckham 
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Emily Blunt 
Emma Cline 
Emma Stone 
Eva Green 
Evie 
Georgia May Jagger 

Kurt Cobain 
Kylie Minogue 
Leaf Greener 
Lena Dunham 
Lily Collins 
Lucky Blue Smith 

Vonnie 
Whoopi Goldberg 
William Golding 
Woody Allen 
Zac Efron 
 
 

 

As discussed in the section 2.1.2, the majority of Finns listen to music in English quite frequently, 

and young people even more actively than older people. The magazines also include a number of 

references to bands, songs and albums with English names, for example Metallica, Red Hot Chili 

Peppers, The Doors, Back to Black, Cheap Thrills and Dancing Queen (see table 15). A part of the 

English music Finns listen to is by foreign bands, but many Finnish bands and artists make music in 

English as well. For example, Cosmopolitan includes an interview of the Finnish artist Venior, who 

sings in English and has an English-sounding name. However, there are also references to two 

Finnish bands/artists, Cheek and Nylon Beat, who have an English name but make music in Finnish. 

Table 15. English in the names of songs, artists and bands 

 
Aqua 
Back to Black 
Barbie Girl 
Being Boring 
Candy Shop 
Cheap Thrills 
Cheek 
Dancing Queen 
Don’t Worry 
Drop! 
Grateful 
 

 
Great Balls of Fire 
Hot Right Now 
Led Zeppelin 
Lemonade 
Lush Life 
Metallica 
Nylon Beat 
Personal Raineri 
Pet Shop Boys 
Pillow Talk 
Queen B. 
 

 
Red Hot Chili Peppers 
Someone Like You 
Sorry 
Spice Girls 
Stairway to Heaven 
Stay Awake 
The Doors 
The Rolling Stones 
Venior 
Younger 
 

 

When the English names are used in articles, the English part often integrate to the otherwise 

Finnish text quite fluently. When inflection is necessary, people’s names are inflected normally. 

When the name ends with a consonant, <i> is added to the name to make inflection possible, for 

example “Justin Bieberistä”, “Margot Robbien”, “Taylor Swiftillä”, “Joni Mitchelliä”, “James 

Bondeja” and “Chloe ja Halle Baileytä”. Company names are most often used uninflected, merely 
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mentioning the names in the product information boxes. When company names are used among 

Finnish text, the inflectional ending is either added straight to the name, or the name is turned 

into a compound with a Finnish second part, for example “Kickstarterissa”, “Financial Timesin”, 

“Sylvia Young Theatre Schooliin”, “CIMO-järjestön”, “iHeart Radio -kanavalla” or “People-

lehdessä”. 

Band names are used either uninflected or with normal inflectional endings, for example “The 

Doorsin”, “Spice Girlsistä” and “Jerry Lee Lewisin Great balls of firen”. Song names are used either 

uninflectedly or as a compound with a Finnish word, for example “Aquan Barbie Girl -biisi”, 

“Someone like you -hitin” and “Lemonade-albumillaan”. 

In the case of product names, the writers of the magazines use two ways to inflect. Shorter names 

may be inflected by adding the inflectional ending straight to the English name, for example 

“Instagramissa”, “Guitar Heroa”, “iPhonella”, “Youtubeen” and “Tubecon Awardseissa”. Longer 

product names are always turned into compounds with Finnish words to enable inflection, for 

example “The Blog Awards -gaalassa”, “Moisturizing crystal mist -suihkeella”, “Fifty Shades of Grey 

-elokuvalle” and “Calvin Klein One Gold -tuoksua”. However, many products with an English name, 

especially beauty products, often get an explanatory Finnish word added to the end even if the 

name is not inflected, for example “Adidas Z.N.E Hoodie -huppari”, “Battlefield 1 -ammuntapeli”, 

“Eye color wonder bar -luomiväripaletti”, “Brow This Way -kulmakarvageeli” and “Ribbon Dress -

mekko”. 

In addition to mentioning companies, products, people and music with English names, there is one 

additional way in which English is incorporated into the magazines. As the magazines include many 

reviews and recommendations of different kinds of product, the articles often include pictures of 

the products mentioned as well. Furthermore, as many of the products are by foreign companies 

and have English names, the product pictures also often include texts in English. However, most of 

the pictures are quite small, so the English texts are rather unnoticeable. 

Most of the pictures including English texts are pictures of beauty products. Usually the picture 

includes the packaging of the product with at least the name of the product, but sometimes also 

additional information written in English (see NYX Pore Filler and Smashbox Studio Skin 

Foundation in figure 1). Although the great majority of the pictures including texts in English are of 

beauty products, there are also a few other types of pictures including English. The magazines 
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include for example a picture of an airballoon with the text “love”, a picture of bed sheets with 

texts “midnight snack”, a picture of a calendar with some of the memo notes in English and 

pictures of two hoodies with texts “THRASHER SKATEBOARDING MAGAZINE” and “IVY PARK” (see 

love air balloon and Ivy Park hoodie in figure 1). 

 

       

Figure 1. IVY PARK, NYX Pore Filler, love air balloon and Smashbox Studio Skin Foundation 
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4.4 English in advertisements 

 

The advertisements in Demi, Trendi and Cosmopolitan follow quite accurately the current 

advertising trends discussed in the section 2.2.3. English is used in advertising both by foreign and 

domestic companies, and it is very common for advertisements to include at least a bit of English 

mixed with Finnish. However, fully English advertisements are still quite rare. In the issues studied 

in this thesis, Demi includes one fully Finnish advertisement and eight advertisements with English 

mixed with Finnish. Trendi includes one fully Finnish advertisement, five fully English 

advertisements and twenty-nine advertisements with different degrees of mixing. Cosmopolitan 

includes one Finnish advertisement, two English advertisements and seven advertisements with 

Finnish and English (see table 16). There are various different types and degrees of mixing, ranging 

from only an English product name or English loans to more extensive code-switching. The 

advertisements in all three magazines follow quite similar trends in the use of English, and there 

are no significant differences between the magazines, except that Demi does not include any fully 

English advertisements. 

Table 16. The amount of English in the advertisements in Demi, Trendi and Cosmopolitan 

 Fully Finnish Fully English Mixing English with Finnish 

Demi 1 0 8 

Trendi 1 5 29 

Cosmopolitan 1 2 7 

Total (n=54) 3 7 44 

 

In all of the magazines, there are only three advertisements (n=54) that do not include any English. 

Thus, it could be argued that the use of English in advertisements aimed at young women, and 

especially mixing English with Finnish has become a norm rather than an exception. The three fully 

Finnish advertisements are advertisements for a mother-daughter cruise, Valio’s mango-flavored 

cottage cheese and the Finnish science magazine Tiede. Unsurprisingly, all of the fully Finnish 

advertisements are for products of Finnish companies. However, many domestic companies also 

use English mixed with Finnish in their advertisements. According to previous research (e.g. 

Paakkinen, 2008), Finnish is usually used for the advertising of everyday products, which also holds 

true for the advertisements for the cottage cheese and the science magazine. However, the 
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magazines also include many advertisements for everyday products with English. The mother-

daughter cruise also makes an exception to the rule as it could be considered a more luxurious 

product. However, the style of the advertisement is quite informative, which could explain the lack 

of English. 

As discovered in previous research (see e.g. Paakkinen, 2008), even fully English advertisements 

are used in marketing in Finland, but they are still quite rare. In the magazines studied, there are 

seven (n=54) fully English advertisements. These include advertisements for Sloggi underwear, 

Aussie hair conditioner (two similar advertisements), Vagabond shoes, Lexington clothing, 

Diorouge lipstick and Gigi for Tommy Hilfiger clothing line. All of the products advertised in English 

are relatively expensive and could be considered as luxury or high quality products. Thus, the 

types of products advertised in English are similar as in previous studies. All the fully English 

advertisements are also by foreign companies with an international target group, which partly 

explains the language choice. The same advertisements might be used in many countries, and the 

companies might want to obtain an international image with the use of English instead of local 

languages. 

According to previous research (e.g. Paakkinen, 2008), fully English advertisements used in Finland 

usually include only a short text with simple and easy English. This is also true for the 

advertisements for Vagabond, Diorouge and Gigi for Tommy Hilfiger. The advertisement for 

Vagabond does not include much informative text, but only the heading “Modern Vagabonds 

Edition 6 JANE MOSELEY #MODERNVAGABOND”, the logo of the company “VAGABOND 

SHOEMAKERS” and the names of the cities “LONDON BERLIN STOCKHOLM PARIS COPENHAGEN 

MOSCOW MILAN”. The advertisement for Diorouge only includes the text “DIOROUGE THE NEW 

LIPSTICK” and the hashtag “#IFEELGOOD” (see figure 2). The advertisement for the Gigi clothing 

line also includes only the logo of the product and the small text “A SPECIAL COLLECTION BY GIGI 

HADID #TOMMYXGIGI TOMMY.COM”. 

The focus of the advertisement for Lexington is also not on text: a picture and the name, logo and 

webpage of the company take up the biggest space in the advertisement. However, below the 

name of the company there is a short informative text “Lexington Agent in Finland HOUSE OF 

SEASONS AB 0400 611 939 – FOR OTHER LOCAL RETAILERS www.lexingtoncompany.com”. 
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Interesting about the advertisement is that the text has been localized to give information about 

the sellers in Finland, but the language of the advertisement has not been localized. 

Unlike the other fully English advertisements in the magazines, the advertisements for Sloggi and 

Aussie do not follow the common rule of including only little text and easy language. In both of the 

advertisements, the focus is on the English text, and the language is quite challenging. The 

advertisement for Sloggi consists of two catch phrases, “LET GO – Feel nothing but the softness” 

and “feel your freedom”, the name of the product “sloggi Wow Breeze” and a longer text “Feel 

nothing but softness, even on the roughest of days. With the ultra light, breathable and smooth 

fabric of our WOW series, the only thing you can’t ignore is how soft it feels.” In addition, in the 

bottom of the advertisement there are references to the “sloggi.com” website and Sloggi’s social 

media accounts with the text “Follow us on:” followed by the logos of different social networking 

services (see figure 3). The language of the advertisement could be considered relatively 

challenging as it includes long sentences as well as more challenging vocabulary and grammar. 

The advertisement for Aussie hair conditioner includes longer sentences and more complex 

grammar as well, but in addition, its catch phrases consist of puns. The focus of the advertisement 

is on the catch phrase “Take an Aussie home for the best 3 minutes of your (hair’s) life”, but the 

advertisement also includes the slogan of the company “There’s more to life than hair but it’s a 

good place to start”. In addition, the advertisement includes a picture of the product, and all the 

texts on the conditioner bottle are in English (see figure 4). As the advertisements for both Sloggi 

and Aussie include more challenging language, and the one for Aussie even relies on verbal humor, 

it could be argued that English is gaining even more ground as a language of advertising in Finland. 

In addition, the advertisers must assume that the potential buyers have good skills in English – 

otherwise the message of the advertisement would not be understood. 
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Figure 2. The advertisement for Diorouge 
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Figure 3. The advertisement for Sloggi. 
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Figure 4. The advertisement for Aussie. 
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As mentioned earlier, the advertisements with only Finnish or only English are in minority in all 

three magazines. In total, forty-four out of the fifty-four advertisements include English mixed 

with Finnish. However, most advertisements include only a little English. Most commonly English is 

used in product names, catch phrases, pictures and as loan words. Thus, Finnish is usually used for 

giving information and English for persuading, as discovered in previous studies (e.g. Heikkinen & 

Mantila, 2011). According to previous research (e.g. Paakkinen, 2008), English is also commonly 

used in more noticeable parts of advertisements, which is not fully true for the advertisements in 

the magazines studied in this thesis. The most noticeable parts for English are in product names 

and company logos. The advertisements include some catch phrases in English, but they are often 

written with a rather small font, and thus are not especially highlighted. English is also used a lot in 

pictures, which are very noticeable parts of advertisements. However, as the font of the text is 

often quite small, the reader might not even pay any attention to the text on the pictures. In some 

cases, English is used among the otherwise Finnish text either as code-mixing or loans. In these 

cases, the role of English is presumably not to highlight any part of the text, but it is used rather as 

an additional linguistic resource to raise certain connotations and to create a certain style to the 

language. 

Mixing is used in advertisements both by domestic and foreign companies. Out of the forty-four 

advertisements that include mixing, eleven advertisements are for foreign companies, four 

advertisements for international events organized in Finland and twenty-nine advertisements for 

Finnish companies advertising in the domestic market. Thus, in some cases, the reason for using 

English might be that the product is aimed at international markets; however, even 

advertisements for products with a Finnish target group often include English. 

Many kinds of product are advertised in the advertisements that include mixing: events, books, 

food, sweets, online services, television shows, jewelry, clothing, textiles, beds, magazines, toilet 

fresheners, student exchange programs, laundry detergents, vitamin supplements, cosmetics, 

beauty products and wine (see table 17). As shown in previous studies (e.g. Paakkinen, 2008), 

advertisements for luxurious products often include English. Thus, it is not surprising that the 

advertisements for jewelry, clothing, high quality beds, cosmetics, beauty products and wine 

include mixing. In the advertisements for student exchange, international events and products of 

foreign companies, the use of English is logical as well. In the advertisement for student exchange 

programs, the target group could be assumed to have good skills in English, and English might be 
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used to attract the attention of people interested in studying abroad. However, considering the 

target group, the advertisement could even be fully English. One possible explanation for mixing is 

that Finnish is used to make sure that the readers understand all the official information. In the 

case of international events, it is also logical for the events to have at least an English name to 

cater for the foreign quests. In the advertising of products of foreign companies, the use of 

international advertising campaigns is common, and thus the name of the product as well as catch 

phrases and texts on the products in pictures are often left untranslated. However, even 

advertisements for Finnish companies, everyday products, events with a Finnish audience, Finnish 

television shows and Finnish magazines include mixing. Thus, the use of English has become very 

common in the domestic marketing as well. 

Table 17. Products advertised in the advertisements including mixing 

Demi 
 
Tähdet, tähdet 
The Blog Awards Finland 
Helsinki International Porsche Horse Show 
Otava 
Maku.fi  
Helsingin kirjamessut 
Lily edit 
Explorius 
 
 
Cosmopolitan 
 
Sanoma magazines 
Me naiset evek 
Fazer licorice 
Yellow tail 
Rimmel Fresher Skin foundation 
Gloria 
Voimaruoka 
 

Trendi 
 
Ex-onnelliset 
Unilever 
Lily edit 
Sokos 
Isadora Strobing 
Finlandia Trophy 
Wellaflex 
Kultajousi/Scandinavia 
Vichy Idéalia 
Leader chocolates (4 advertisements) 
Bio-Oil 
Kalevala 
Luhta Home 
Fazer 
Trendi reader discount for Helsinki 
International Porsche Horse Show 
WC-Kukka Drop-In 
Helein 
Garnier SkinActive 
Helsinki International Porsche Horse Show 
Del Monte Gold 
L300 
The Blog Awards Finland 
Voimaruoka 
Unikulma 
Theme event by Trendi and Lily 
Joutsen 
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The most common way to use English in advertising is to have an English or English-sounding 

name for the product. In eleven advertisements, the names of the products, the company or the 

ingredients are the only part in English (see table 18). These include advertisements for Lily edit, 

Luhta Home, Trendi reader discount for Helsinki International Porsche Horse Show, Unilever’s 

products Bio Luvil Wool & Silk, Bio Luvil Color, Bio Luvil Black and Comfort, Unikulma’s Baby, Junior 

and Air-o-Baby beds and Sanoma’s magazines including Cosmopolitan and Sport with an English 

name. In addition, Kultajousi advertises a new jewelry brand called Scandinavia and its products 

named Icing, Love u and Forever. The advertisement also includes the logo of the store, Kultajousi 

Elegance, which has an interesting name combining Finnish and English (see figure 5). In the 

advertisement for Bio-Oil, the name of the product, the name of the ingredient Purcellin Oil™ and 

the name of the mother company Orkla Care include English. In the advertisement for WC-Kukka’s 

toilet fresheners, the name of the product, WC-Kukka Drop-In, is a mixture of Finnish and English, 

and one of the three different scents has an English name Oxy-Tab. In Helein’s advertisement the 

names of the vitamin supplements, Helein Biotin+, Helein Skin, Hair & Nails, Helein Anti-Aging 

Premium as well as the ingredients Hyaloronan and Ceramosides are in English. In the 

advertisement for licorice bars by the Finnish company Fazer, the different flavors of the candies 

are named mixing Finnish and English. In the photo of the licorice bars, all the packages include 

the text “Lakritsi” in Finnish and below it the flavor “Salmiak”, “Raspberry”, “Original”, “Choco” or 

“Lemon” in English. 

In addition to the name of the product advertised, it is also common for the advertisements to 

include a reference to some other event, product or sponsor which has an English name. In three 

advertisements, this is the only type of mixing (table 18). The advertisements for two Finnish 

television programs, Tähdet, tähdet and Ex-Onnelliset, are both otherwise fully Finnish, but they 

include logos of all the channels belonging to the same brand. These include the logos of the 

mother brand MTV, the channels MTV3, Sub, AVA, MTVTOTAL and the online service 

MTVKATSOMO, which all have English-sounding names. The advertisement for the Finnish 

department store Sokos is also otherwise Finnish, but it includes a reference to Gloria Fashion 

Show 2016. In addition, in three advertisements, both the name of the product advertised and the 

name of some other product, event or company are in English (see table 18). Two of these 

advertisements are for Helsinki International Porsche Horse Show, one including references to the 

sponsor Horze and the ticket office Ticketmaster, and the other including an additional reference 



 
 

92 
 

to Longines FEI World Cup Jumping (see figure 6). The third advertisement is for Finlandia Trophy, 

which includes the name of the event and the explanation “international figure skating 

competition” in English. In addition, there are references to Ticketmaster, World Figure Skating 

Championships Helsinki 2017 and the webpage, hashtag, Facebook page, Twitter account, 

Instagram account and Snapchat account of the event, all with an English name. 

Table 18. Advertisements with English in product names or references to other 

products/events/sponsors 

Only the name of the product in English 
 
Lily Edit 
Luhta Home 
Trendi reader discount for Helsinki International Porsche Horse Show 
Unilever: Bio Luvil Color, Bio Luvil Black, Comfort 
Unikulma: Baby, Junior, Air-o-Baby 
Sanoma: Cosmopolitan, Sport 
Kultajousi: Scandinavia, Icing, Love u, Forever, Kultajousi Elegance 
Bio Oil: Purcelling Oil, Orkla Care 
WC-Kukka Drop-In: Oxy-Tab 
Helein: Helein Biotin+, Helein Skin, Helein Hair & Nails, Helein Anti-Aging Premium, Hyaloronan, 
Ceramosides 
Fazer lakritsi: Salmiak, Raspberry, Original, Choco, Lemon 
 

Only a reference to some other product/event/sponsor in English 
 
Tähdet, tähdet: MTV, MTV3, Sub, AVA, MTVTOTAL, MTVKATSOMO 
Ex-Onnelliset: MTV, MTV3, Sub, AVA, MTVTOTAL, MTVKATSOMO 
Sokos: Gloria Fashion Show 2016 
 

Both the name of the product and a reference to some other product/event sponsor in English 
 
Helsinki International Porsche Horse Show: Horze, Ticketmaster 
Helsinki International Porsche Horse Show: Horze, Ticketmaster, Longines FEI World Cup Jumping 
Finlandia Trophy: international figure skating competition, Ticketmaster, World Figure Skating 
Championships Helsinki 2017, social media accounts 
 

 

In addition to different kinds of names, English is also used in logos, different kinds of loans, 

pictures, intertextual references and as code-switching and code-mixing. Many advertisements 

include logos that are at least partly in English. For example, the advertisement for Leader’s raw 
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chocolate includes a logo with code-switching: “Raw Choco – Best Quality – Maku takuu”51 (see 

figure 7). In some of the advertisements, English is present in the form of loans. Loan words are 

the most common type of loans, for example “smoothie”, “talk show” and “pinnata”. However, 

even phraseological loans occur, for example “sain kaksi frägiä”52 and “nuoret navigoivat läpi 

julkisuudenhuuruisen elämän”53. Many of the pictures in the advertisements also include English 

texts, and especially common is a picture of the product package with texts in English. English is 

also used quite commonly in intertextual references, for example references to Facebook pages, 

web pages and App Store. Some of the advertisements also include code-switching or code-

mixing. For example, the advertisements for Rimmel and Garnier include catch phrases in English, 

while the main texts are in Finnish (see figure 8). The advertisement for Explorius includes code-

mixing in the clauses “Tutustu Select High School tarjontaan!”54 and “Kaikille avoimet Get Ready-

tilaisuudet alkavat taas syksyllä!”55 (see figure 9). As the majority of the advertisements include 

different mixtures of the previously mentioned ways to mix English with Finnish, the rest of the 

advertisements are described in more detail in the table 19. 

Table 19. Advertisements with various types of mixing 

The product advertised Parts including English 

The Blog Awards Finland (two similar 
advertisements) 

- The name of the event 
- Loan words: “blogi”, “tube-kanava” and 
“vlogi” 
- Logos of sponsors: “Goodio – it’s all good”, 
“World Figure Skating Championships Helsinki 
2017”, “Happy Joe”, “Batiste dry shampoo”, 
“Polar”, “Vitamin Well”, “Oriflame Sweden” 
and “ESTD Hardys” 

Otava’s new books - Phraseological loan: “nuoret navigoivat läpi 
julkisuudenhuuruisen elämän” 
- The name of the book and the main character 
“Dumblin” left untranslated 
- Loans: “hottis” and “sain kaksi frägiä” 
- The name of the book “Pro Gamer Nörtti 4” 
partly in English and partly in Finnish, even 
though the original language of the book is 
Finnish 

                                                      
51 Raw Choco – Best Quality – Guaranteed Taste 
52 I got two frags. 
53 The youth are navigating through a life full of fame. 
54 Explore our Select High School options! 
55 The Get Ready events, which are open to everyone, are starting again in the autumn. 
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- “Dragonslayer666” as the nickname of the 
main character in the previously mentioned 
book 
- English names of writers: Katherine McGee 
and Julie Murphy 

Maku.fi recipe bank’s Pinterest application - Reference to Pinterest 
- Loanword: “pinnata” 
- Pictures/screenshots from the application 
including texts with code-switching: in the 
recipe for “Halloumi-mansikkasalaatti” the 
name of the dish and ingredients in Finnish, but 
the frame offered by the service in English; and 
in the pictures of “Pätkis-kerroskakku” and 
“Nyhtökana” the name of the dishes in Finnish, 
but the additional information given in English 

Helsingin kirjamessut, a book fair in Helsinki - Loanword: “appi”  
- Logos: “Download on the App Store”, and 
“Get it on Google Play” 
- Reference to Facebook 
- Reference to the Finnish rapper “Cheek” 

Explorius student exchange programs - Official information given in Finnish, English 
used for persuading 
- Name of the company “Explorius Education” 
- Catch phrases: “Go study – have fun” (two 
times) 
- Code-mixing: “Tutustu Select High School 
tarjontaan!”, “Kaikille avoimet Get Ready-
tilaisuudet alkavat taas syksyllä!” 
- The Finnish webpage with an English title 
“explorius.fi/Programs/SelectHighSchools” 
- Facebook page and Instagram account 
“Explorius Finland” 

Lily Edit, fashion social media service - Name of the product 
- The model in the picture holding a magazine 
with English text 

Isadora’s strobing products - The name of the new make-up trend 
“strobing” left untranslated and used as a 
citation loan as the name of the new series e.g. 
“Valoa kasvoille Isadoran uusilla Strobing-
tuotteilla”56 
- Names of the products: “Face Sculptor 
Strobing”, “Strobing Highlight Stick”, “Strobing 
Fluid Highlighter” and the name of the shade 
“01 Champagne Glow” 
- Reference to the Finnish blog named “Nude” 

                                                      
56 Bring light to your face with Isadora’s new Strobing products. 
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- Picture of the products including texts in 
English 

Wellaflex hairspray - Name of the product 
- Loan word “volyymi” used instead of the more 
Finnish synonym “tuuheus” 
- Code-mixing: “Volyymia jopa 24H” 
- Picture of the product with English texts 

Vichy Idéalia moisturizers - Names of ingredients: ”Aquakeep-teknologia” 
and “Thermal Spa - lähdevettä” 
- Picture of a product with texts in French and 
English 
- Loan word “hypoallergeeninen” 

Leader chocolates (4 different advertisements) - Name of the company 
- Names of the products: “Dark Chocolate with 
Mint”, “Dark Chocolate Original”, “Dark 
Chocolate with Salty Caramel Crunch”, “Dark 
Chocolate with Orange”, “Raw Choco Red 
Berries”, “Raw Choco Almond & Sea Salt”, “Raw 
Choco Berry Mix”, “Raw Choco Lemon & Chili”, 
“Raw Choco Lemon & Ginger”, “Raw Choco 
Cream Filled Red Berries”, “Raw Choco Orange 
& Nutmix”, “Raw Choco Cocoa Nibs & Mint” 
- Pictures of the products with texts in English 
- “Valmistettu Suomessa” (made in Finland) 
mentioned in each advertisement  
contradicting the language choice 
- Logo including code-switching: “Raw Choco – 
Best Quality - Maku takuu” 

Kalevala jewelry - Name of the company in English “Kalevala 
Jewelry” instead of the Finnish version 
“Kalevala Koru” 
- “Design Tiina Arkko” 

Fazer’s chocolate covered strawberry and 
cranberry sweets 

- Name of the product: “Berry Pearls” 
- Picture of the products including texts in a 
mixture of Finnish, Swedish and English (“since 
1981” and the name of the product in English) 

Garnier moisturizer - Catch phrase: “SkinActive – Active way to 
better skin” 
- Name of the product “Moisture Bomb 3-in-1” 
- Picture of the product with English texts 

Del Monte Gold sliced pineapple - Name of the product 
- Logo: “Del Monte Quality Gold” 
- Picture of the product with English texts 

L300 body lotions - Picture of the product with English texts 

Voimaruoka superfood mix (two similar 
advertisements) 

- Name of the product: “360 Wholefood” 
- Loanwords: “smoothie”, “blenderi”, “shakeri” 
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Theme event by Trendi and Lily - Loanwords: “valinnaiset workshopit”, “cv-
työpaja” 

Joutsen winter jackets - Names of the products: “Angela”, “Marilyn” 
- Text “80th Anniversary” under the logo of the 
company 

Me Naiset #evek talk show - Loanwords: “vihersmoothie”, “talk show” 

Yellow tail wine - Name of the company 
- Webpage: “yellowtailwine.com” 
- In the picture of the product the text “Product 
of Australia” 

Rimmel foundation - Name of the product: “Fresher Skin -
meikkivoide” 
- Slogan: “Get the London look” 
- Webpage: rimmellondon.com 
- Loanword: SPF (sun protection factor) 
- Picture and the name of Georgia May Jagger 
- Picture of the product with English texts 

Gloria, a Finnish women’s magazine - Code-mixing French and English: “Joie de vivre 
by Gloria” 
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Figure 5. The advertisement for Kultajousi.  
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Figure 6. The advertisement for Helsinki International Porsche Horse Show. 
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Figure 7. The advertisement for Leader Raw Choco.  
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Figure 8. The advertisement for Rimmel.  
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Figure 9. The advertisement for Explorius.  
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5. Discussion and conclusion 

 

The aim of this study was to examine the amount of English as well as the ways in which English is 

used alongside Finnish in Demi, Trendi and Cosmopolitan. A good number of examples of the use 

of English was also found in the magazines. Thus, it could be argued, that the use of English as an 

additional linguistic resource has become a part of the genre of young women’s magazines in 

Finland. The study also shows that English is used in the magazines quite versatilely. The articles in 

the magazines include examples of code-switching, code-mixing, loans from English and 

references to different kinds of names in English. In addition, English is also used in the 

advertisements published in the magazines, both as the only language of the advertisement and as 

an additional language mixed with Finnish. 

Previous studies (e.g. Leppänen, 2007) have shown that code-switching has become a common 

trend in young people’s language both in Finland and elsewhere. However, according to the 

findings of some studies, mixing English with Finnish is more common in private and spoken 

language than in public and written language. On this matter, the results of this study prove the 

contrary. The many examples of code-switching and code-mixing found in the magazines show 

that code-switching has also entered public and written language use. However, as the style of the 

magazines is relatively informal, no conclusions can be drawn on the acceptance of code-switching 

in other written and public contexts. 

As already mentioned, many examples of both code-switching and code-mixing can be found in 

the magazines. The analysis of the data showed that there are two special contexts where code-

switching is frequently used: headings and hashtags. In addition, code-mixing and code-switching 

are also used in the articles as an additional linguistic resource. Thus, is could be argued that for 

young Finns, mixing English with Finnish has become a natural way of communicating, and English 

can be used in addition to Finnish to express oneself and to create creative meanings. 

During the last few decades, many loan words have also been taken from English to Finnish, and 

loaning from English seems to be a still growing trend. Numerous examples of loans can also be 

found in the magazines, and the examples include both older loans and recently adopted loans. 

The loans used in the magazines also belong to many different semantic categories. As many of 

the articles in the magazines deal with topics related to information technology, social media, 
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fashion, beauty, music and entertainment, the majority of the loan words found in the magazines 

belong to these semantic categories. In addition to semantically different types of loans, the 

magazines also include examples of many structurally different types of loans: adapted loans, 

citation loans, translation loans, meaning loans and phraseological loans. Many of the loans have 

been adapted morphologically to fit better into the Finnish inflection system, but also phonetically 

and orthographically to make the words easier to use. However, the analysis showed that newer 

loans are more often loaned as citation loans, and even when they are adapted, foreign features, 

for example foreign graphemes and consonant clusters, are retained more often than before. 

In addition to code-switching and loans, the articles also include references to numerous English 

names. Previous research (e.g. Bhatia, 2009) has shown that there is an ongoing trend to use 

English in company and product names in countries where English has no official status, and the 

same applies for Finland. In general, English is also considered a better branding language than 

Finnish. This trend can be seen in the examples found in Demi, Trendi and Cosmopolitan as well. In 

the articles, there are references to many English-named companies, both foreign and domestic. 

There are also references to numerous products with English names, as the names of the products 

by foreign companies are often left untranslated. In addition, even many Finnish brands use 

English in their product names. The majority of the English-named products mentioned in the 

magazines are beauty products, which is quite unsurprising as the use of English in names is rather 

common in the beauty branch. 

As Finns follow international stars and enjoy the products of the American entertainment industry 

quite extensively, the articles also include references to many people with English names. The 

names most commonly mentioned are the names of actors and artists, but there are references to 

for example writers, reality television stars and fictional characters as well. In addition to 

company, product and people’s names, the articles also mention some bands and songs with 

English names. In the articles including recommendations of different kinds of product, there are 

also some pictures of the products including texts written in English. 

In addition to articles, the magazines also include commercial advertisements, which were studied 

separately. According to previous research (e.g. Heikkinen & Mantila, 2011; Paakkinen, 2008 and 

Taavitsainen & Pahta, 2008) English is used commonly in advertising in Finland. Many international 

companies advertising in Finland use global advertising formats including English, but Finnish 
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companies use English in their advertisements as well to raise certain connotations, to highlight 

certain parts or simply to obtain a more fashionable image. The analysis of the data showed that 

the advertisements in Demi, Trendi and Cosmopolitan follow the same trend. The great majority 

of the advertisements in the magazines include English in some degree. However, as already noted 

in previous studies, fully English advertisements are still quite rare. In addition, all the fully English 

advertisements found in the magazines are for products of foreign companies with international 

advertising campaigns. However, most of the advertisements, both by foreign and domestic 

companies, include some English mixed with Finnish. In the advertisements including mixing, 

English is used in product names, loan words, pictures with English texts and as code-switching or 

code-mixing. 

The three magazines studied in this thesis all have slightly different target groups. Demi is aimed 

at young women aged 15-19 years, Cosmopolitan for young women aged 18-24 years and Trendi 

for 25- to 39-year-old women. In addition, Cosmopolitan is a part of an international brand, while 

Demi and Trendi are originally Finnish magazines. Thus, the presumption was that there might be 

some differences in the use of English between the magazines. 

Against the presumption, the amount and types of uses of English turned out to be quite similar in 

the three magazines. Code-switching, loans and English names are all used in similar ways in the 

articles in Demi, Trendi and Cosmopolitan. The only noticeable difference is that Cosmopolitan 

includes more English headings than Demi and Trendi, which could be explained by the influence 

of the English versions of the magazine. No significant differences were found in the use of English 

in the advertisements published in the magazines either. Thus, it could be noted that both the 

articles and the advertisements in the three young women’s magazines follow similar language 

use trends, and the target group or the image of the magazine has not affected the language 

choice in these cases. 

The findings of this study confirm that English has become an inseparable part of the everyday life 

of Finnish young women. The examples found in the magazines also show that English is used 

versatilely as an additional linguistic resource in the language of Finnish young women’s 

magazines. As no similar studies have been conducted before, the study offers interesting 

information about the role of English in Finland, adding new perspectives to the research field. 
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One weakness of the study is that the data consist of only one issue of each magazine. Thus, there 

could be some variation in the results if several issues of the same magazines were compared. 

However, as the study is showing similar results on the amount and use of English in all three 

magazines, the results could be considered rather reliable. One interesting topic for further 

research would be to compare the use of English in several issues from the recent years to see if 

there has been any change in the amount of English included in the magazines. In addition, the 

results of this study could be compared with examples from young men’s magazines to see if there 

are any differences in the use of English between the genders. As the pronunciation of the English 

parts was not studied in this thesis, further studies on the pronunciation of newer loan words and 

clauses with code-mixing could be interesting as well.  
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