
 

 

 

 

 

 

 

 

 

 

“Unfollaan haamuseuraajat nii like & comment” –Finnish Social Media Influencers’ 

English practices on Instagram  

 

 

 

 

 

 

 

 

 

 

 

 
 

Meri Huilaja 
Bachelor’s Thesis 

English 

Languages and Literature 
Faculty of Humanities 

University of Oulu 
Spring 2022



Abstract 

 

In the contemporary society, the role of English as a global language is significant. At the same time 

social media has become a major part of everyday communication for most individuals and a 

profession for some, as social media influencing has rapidly increased in the modern society. Social 

media influencing and the increased use of English is visible in Finland as well. This thesis examines 

the language practices of Finnish social media influencers through the phenomenon of code-

switching. The aim of this study is to identify what type of code-switching is used in the Instagram 

posts published by Finnish social media influencers and in which contexts and with what purposes 

English is used. The data consists of 60 captions collected from the Instagram feed posts published 

by three different social media influencers. In the analysis, discourse analysis is utilized as challenges 

and approaches of analysing digital discourse are acknowledged. The findings indicate that mostly 

intra-sentential code-switching is utilized by Finnish social media influencers. This indicates that 

these influencers have high linguistic abilities when communicating in bilingual settings. 

Furthermore, it can be argued that code-switching practices are part of subtle and open marketing 

communication strategies. English is partly used to manage audience engagement and is used to fulfil 

certain discursive goals in social media. Additionally, English is part of Finnish social media 

influencers’ linguistic resources, which indicates how English has a significant role in social media 

discourse among Finnish social media influencers. 

  



  

 
 

Tiivistelmä 

 

Englannin rooli globaalisti käytettävänä kielenä on nyky-yhteiskunnassa merkittävä. Samaan aikaan 

sosiaalisesta mediasta on tullut huomattava osa jokapäiväistä kommunikaatiota suurimmalle osalle 

ihmisistä, ja osalle siitä on kehittynyt ammatti sosiaalisen median vaikuttajan muodossa. Sosiaalisen 

median vaikuttajat sekä englannin kielen käyttö ilmiöinä ovat esillä myös Suomessa. Tämä tutkielma 

tarkastelee suomalaisten sosiaalisen median vaikuttajien englannin kielen käyttöä. Kielen käyttöä 

tutkitaan koodinvaihdon näkökulmasta. Tutkimuksen tarkoituksena on tarkastella millaista 

koodinvaihtoa vaikuttajat käyttävät Instagram-julkaisuissaan sekä millaisissa konteksteissa englantia 

käytetään. Lisäksi tarkastellaan, millaisia tarkoituksia englannin kielen käytöllä on. Aineistona toimii 

60 kuvatekstiä, jotka on kerätty kolmen suomalaisen sosiaalisen median vaikuttajan Instagram-

julkaisuista. Aineiston analyysissä hyödynnetään diskurssianalyysiä digitaalisen aineiston analyysin 

haasteet sekä erityispiirteet huomioiden. Tulokset osoittavat, että suomalaiset sosiaalisen median 

vaikuttajat käyttävät enimmäkseen lauseensisäistä koodinvaihtoa. Tämä osoittaa vaikuttajien 

kielellisen osaamisen olevan laajaa. Lisäksi koodinvaihto on osa piileviä sekä avoimia 

kommunikatiivisen markkinoinnin keinoja, sillä englantia käytetään osittain ohjaamaan toisten 

sosiaalisen median käyttäjien käyttäytymistä sekä toimimista sosiaalisessa mediassa. Täten englannin 

kieli on osa tavoitteellisen kommunikoinnin keinoja sosiaalisessa mediassa. Englanti on myös 

luonnollinen osa suomalaisten sosiaalisen median vaikuttajien kielellistä osaamista. Tämä osoittaa, 

kuinka englanti on merkittävä osa sosiaalisessa mediassa käytävää keskustelua vaikuttajien 

keskuudessa.   
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1. Introduction 

 

English is a widely spoken language around the world and at the moment it holds a status of lingua 

franca in Europe (Seidlhofer, 2010, p. 356). The emerging role and the use of English has been noted 

in Finland as well. For instance, Taavitsainen and Pahta (2008) have discussed the position of English 

in Finland already in the early 2000s as they have presented the question if English should be 

considered a second language in Finland rather than label it as a foreign language. In Finland, English 

is part of, for instance, everyday conversations, education, commercials, medical field, and media 

language as English is the most important foreign language for Finns, especially for youths (Leppänen 

et al., 2011; Taavitsainen & Pahta, 2008).  

 

Although Finland is officially a bilingual country with Finnish and Swedish as the official languages, 

it can be stated that the phenomenon of multilingualism is present in Finland, as it is globally in the 

modern society as well. Multilingualism, using multiple languages as linguistic resources, is a 

historical phenomenon; however, the phenomenon is undergoing changes in terms of language use 

as English is spreading globally (Aronin et al., 2013). This is evident in online communities as well, 

such as social media. As the use of English has increased around the world, online communication 

has increased as well through economic and technological evolution, and different varieties and 

genres of English are created online (Blommaert, 2013; Warschauer et al., 2010). 

 

One example of the effects of globalization and digitalization is in fact the rapid evolution of social 

media. At the moment, social media is more relevant than ever. Social media is a great part of 

individuals’ lives, for instance through communication, marketing, and education. As social media is 

utilized more and more in everyday lives, a new industry has developed during the last few years in 

the form of social media influencer. This type of trend is present in Finland as well. This thesis 

combines the elements of social media and English practices, as it aims to study the use of English 

by Finnish social media influencers. This topic has not been studied extensively, as there is not much 

research on the use of English in the context of Finnish social media influencers. However, the 

practices of English by Finnish Twitter users have been studied by Nissinen (2015) in their master’s 

thesis, but it focuses on social media users more generally. This thesis aims to fill the gap in that area 

of research, focusing specifically on the language practises of Finnish social media influencers. 

 

In this present thesis, the use of English is examined through the phenomenon of code-switching. 

Code-switching can be described as "alternating between languages in an unchanged setting, often 
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within the same utterance" (Bullock & Toribio, 2009, p. 2). This thesis examines how Finnish social 

media influencers use code-switching between Finnish and English in their Instagram posts and in 

which contexts code-switching occurs. The topic is approached through the captions of three Finnish 

social media influencers’ Instagram feed posts as this thesis aims to address the following research 

questions:  

 

1. What type of code-switching is used in the Instagram posts of Finnish 

social media influencers? 

2. In which contexts and with what purposes English is used in the posts? 

 

These research questions are approached with discourse analysis as aspects such as genre, discursive 

goals and intertextuality are acknowledged in the analysis. The analysis focuses on examining the 

types of code-switching used in the posts and aims to address the contexts in which code-switching 

occurs. Additionally, as social media influencer is considered a profession, it is examined if code-

switching practises function as a marketing strategy in social media. 

 

In this thesis, first it is briefly discussed how English is present in Finland, and code-switching as a 

linguistic phenomenon is introduced. After this, social media and social media influencers are 

defined, and recent research of social media marketing strategies are discussed and the relations 

between them for this thesis are addressed. In the following section, discourse analytic approach is 

introduced and after that research material for this thesis is presented and ethical considerations are 

examined. The analysis section focuses on examining the type of discursive goals aimed to fulfil with 

code-switching. Finally, the thesis concludes with discussion and conclusion in which the findings 

and possible future research are discussed, and limitations of this thesis are addressed. 
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2. Code-switching as a linguistic phenomenon 

 

One important practice in relation to the position of English in Finland is code-switching. This thesis 

aims to study the practices of code-switching of Finnish social media influencers. Code-switching is 

a linguistic phenomenon in which multiple languages are used in the same conversation, as the switch 

between languages often occurs within the same utterance or sentence (Gardner-Chloros, 2009, p. 4). 

In this section, based on previous research it is examined how English language and code-switching 

is present in the Finnish context and how it functions as a linguistic practice in Finland. Additionally, 

different types of code-switching are discussed based on the framework by Appel and Muysken 

(2005). 

 

2.1. English in Finland 

 

Code-switching is referred to as a phenomenon occurring among bilinguals or multilinguals. 

According to Gardner-Chloros (2009) a bilingual person has a linguistic repertoire of two languages, 

and they are able to communicate with either of them. In terms of language use, in the contemporary 

global situation, it has been noted that English is spreading rapidly as an international language, and 

thus multilingualism, the ability to communicate in more than two languages, is increased as well 

(Aronin et al., 2013, p. 6). 

 

The role of English has been noted in Finland as multilingualism and linguistic practices have been a 

topic of research in the Finnish context. A study conducted by Leppänen et al. (2011) indicates that 

the role of English is notable in Finland, especially among younger generations. Although the 

majority of Finns consider themselves as monolingual, foreign languages are a noticeable part of 

Finns’ lives (Leppänen et al., 2011, p. 63). The study indicates that code-switching in spoken and 

written forms is a linguistic practice mostly used by younger people, and code-switching is considered 

as a natural practice of communication (Leppänen et al., 2011).  

 

According to Leppänen et al. (2011), Finns come in contact with English frequently, which implicates 

the status of English as a global language being relevant in Finland as well. Additionally, Taavitsainen 

and Pahta (2008) have pointed out how in different contexts in Finland English is often not translated, 

which sets an assumption that the readers, writers, or audiences have the skills and linguistic 
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competences to understand the discourse even if it includes English (p. 37). This said, it can be stated 

that English has become a natural part of Finnish discourse. 

 

However, the use of English and code-switching among Finnish social media influencers has not been 

studied extensively, if at all. As stated before, English is especially used among youth, and this has 

been studied for instance by Leppänen (2007) in the context of gaming, hip hop lyrics, web blogs and 

fan fiction. In her study, Leppänen (2007) explains the role of English in Finnish youth language as 

“a result of a number of cultural, educational, and social processes of change” but also states that in 

order to understand the strategies of code-switching and the mechanisms of the adaptation of English 

elements, the contexts and purposes of the use of English language should be a focus of research 

(p.150). This said, the present thesis aims to focus on studying the English language use of Finnish 

social media influencers and to understand the purposes and possible patterns of code-switching used 

by them.  

 

2.2. The types of code-switching 

 

As discussed, English language is notably present in Finland, and code-switching is an important 

practice when examining the role of English in Finland. Code-switching as a phenomenon has been 

a topic of research in the field of linguistics for a long period of time. Gardner-Chloros (2009) explains 

code-switching as “the use of several languages or dialects in the same conversation or sentence by 

bilingual people” (p. 4). According to Gardner-Chloros (2009), nouns are most commonly loaned or 

switched from another language, since single-word switches or loans “are accessible to bilinguals 

with any degree of competence” (p. 30). This said, Bullock and Toribio (2009) have explained that 

code-switching can be used for a variety of purposes, including filling linguistic gaps, attaining 

specific discursive goals, and expressing ethnic identity (p. 2). Traditionally code-switching has been 

researched as a phenomenon of spoken language but as technology and the use of internet has 

developed, the study of code-switching has shifted to consider written texts as well, for example, on 

internet forums or as in this thesis, on social media (Dorleijn & Nortier, 2009, p. 127).  

 

More specifically, code-switching can be divided, as Appel and Muysken (2005) have, to three main 

types: intra-sentential switching, inter-sentential switching, and tag-switching. Intra-sentential code-

switching refers to switching between languages that occur within a sentence, and the switch between 
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two languages occurs fluently and usually does not affect the grammar of either language (Appel & 

Muysken, 2005, p. 118). To clarify, an example and translation is provided in Example (1): 

   

  Example (1) 

Kävin lenkillä, oli aika rough sää. 

  I went jogging, the weather was quite rough. 

 

Inter-sentential switching occurs at the sentence boundaries, as the switch usually occurs between 

sentences after, for instance, a comma (Appel & Muysken, 2005, p. 118). This is demonstrated in 

Example (2):  

 

  Example (2) 

Ihana sää, I love summer! 

What a wonderful weather, I love summer! 

 

An exclamation, a tag, or a parenthetical in a different language than the rest of the sentence 

constitutes a tag-switch (Appel & Muysken, 2005, p. 118). For instance, expressions such as, so, 

right, or well, can be included in tag-switching, as shown in Example (3): 

 

  Example (3) 

  Tämä on tosi hyvää, right? 

  This is really good, right? 

 

As stated previously, code-switching is commonly understood as a phenomenon occurring among 

bilinguals or nowadays in multilingual settings, as well. According to Poplack (1980, as cited in 

Bullock and Toribio, 2009), the type of code-switching practiced by the individuals correlates with 

their linguistic abilities. Bilinguals who tend to be dominant in one language prefer tag-switching, as 

the individuals whose language use is more fluent between two languages, include mostly intra-

sentential code-switching in their communication (Poplack, 1980, as cited in Bullock and Toribio, 

2009, p. 9). Although, nowadays there is discussion of multilingualism as the language abilities of 

individuals are globally increasing, this thesis focuses on examining the phenomenon in a bilingual 

setting, between two languages, English and Finnish. 
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It has been recognised that there are multiple phenomena that are closely related to code-switching. 

This said, there has been an ongoing discussion of the definition of code-switching and how it is, if 

possible, distinguished from these other phenomena, such as borrowing. For instance, Winford (2009) 

has brought up the controversy behind the use and the definition of the term code-switching as he 

states that some scholars have failed to understand how variable the use of language by bilinguals in 

fact is, and thus some definitions of code-switching appear too narrow (p. 280). 

 

Appel and Muysken (2005) have admitted this challenge as well, as they state that borrowing is 

closely related to code-switching and making a distinction between code-switching and borrowing 

might not always be simple and straightforward (p. 172). Appel and Muysken (2005) have explained 

that in the classic definition of code-switching “the non-native items are not adapted morphologically 

and phonologically, with borrowing they are” (p. 172). However, they continue to argue this view as 

problematic since in practise, for borrowed objects, there may be various levels of phonological 

adaptation, and it is not obvious that all non-adapted items are clearly cases of code-switching (Appel 

&Muysken, 2005, p. 172). 

 

Considering these aspects, it could be stated that code-switching and borrowing are closely related 

phenomena that could be challenging to distinguish. However, this thesis will follow the definition 

of tree different types of code-switching presented by Appel and Muysken (2005). This said, in this 

thesis the cases in which grammar, English or Finnish, is altered, will be included and analysed as 

cases of code-switching.  
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3. Social media as a medium for marketing 

 

Over the recent years, social media has developed to be a part of everyday life for the most people. 

As technology has developed, simultaneously different social media platforms have been introduced 

and utilized for different purposes. This development has created a medium for a new way of profit-

making through social media as social media influencing has rapidly increased in the modern society. 

In this section, social media is defined, and the field of social media influencers is discussed. 

Additionally, different social media marketing strategies are introduced and their connections to 

linguistic practices are considered. 

 

3.1. Social media and social media influencers 

 

According to Kaplan and Haenlein (2010), social media can be defined as platforms on which people 

develop networks and share information and ideas in different forms, such as pictures, texts, or videos. 

As social media has become a part of communication, business, and marketing, it has also created a 

medium for new jobs and profit-making. As the use of social media has developed and become more 

general, a new profession, social media influencer, has been introduced to the society. 

 

There are multiple definitions for social media influencers as the field of social media influencing has 

grown and taken shape over the recent years. Freberg et al. (2011) have introduced the social media 

influencer as “a new type of independent third-party endorser who shape (sic) audience attitudes 

through blogs, tweets, and the use of other social media” (p. 90). Furthermore, social media 

influencers are considered as social media users who have a significant number of followers on their 

platforms and are seen as trustworthy trendsetters on multiple areas, and thus brands or organizations 

are keen to market their products in collaboration with them (De Veirman et al., 2017, p. 798). 

 

This thesis focuses on the language use of Finnish social media influencers on one social media 

platform, Instagram. Instagram is a social media platform originally for posting photos but has 

enabled other functions for its users over the years (Instagram, n.d.). In terms of content publishing, 

on Instagram, users are able to share photos in so-called feed or they can share stories that are only 

available for twenty-four hours (Instagram, n.d.). Additionally, they can communicate with other 

users via comments, direct messages and like photos other have posted (Instagram, n.d.). In this thesis, 
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the focus is on the posts published in feeds and more specifically the language and code-switching 

practices used in their captions.  

 

3.2. Marketing strategies in social media 

 

For social media influencers, social media platforms, such as Instagram, are a way of sharing their 

personal lives, collaborate with brands via sponsored posts and making profit (De Veirman et al., 

2017). As stated before, social media influencer is a profession and this means that influencers aim 

to benefit from their posts and wish to gain a larger audience for their platforms, compared to, for 

instance, a regular social media user. This means that in social media, different types of strategies are 

utilized in order to gain awareness, and brands or organizations use social media influencers as a 

medium for reaching greater audiences, to gain profit and to reach their marketing goals (De Veirman 

et al., 2017; Ouvrein et al., 2019).  

 

On a general level, social media marketing has been conceptualized by Li et al. (2021) as they have 

discussed the importance of relevant content in organizations’ social media platforms and 

engagement with the customers via social media. Li et al. (2021) define social media marketing 

strategies as “an organization’s integrated pattern of activities that, based on a careful assessment of 

customers’ motivations for brand-related social media use and the undertaking of deliberate 

engagement initiatives, transform social media connectedness (networks) and interactions 

(influences) into valuable strategic means to achieve desirable marketing outcomes” (p. 54). This 

definition emphasises the importance of the interaction occurring on social media between the brands 

and other social media users. 

 

Indeed, it seems that engagement with social media users is in a major role when discussing marketing 

strategies in social media. According to Rennekamp and Witz (2021), the term audience engagement 

is used to describe how social media users interact with the content posted in social media. For 

companies, the number of likes and other activities performed by social media users are “readily 

observable measures of audience engagement with a firm’s communications” (Rennekamp & Witz, 

2021, p. 1750). This statement does not include social media influencers, but it could be presumed 

that managing audience engagement is important for them as well. In fact, in terms of strategies, Li 

et al. (2021) suggest that social media influencers’ participation in organizations’ social marketing 

strategies could be a topic for future research in terms of social content strategy (p. 64). 
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Although these social media marketing strategies are mainly discussed from the perspective of 

companies or organizations, they can be applied at some level to the marketing strategies of social 

media influencers. For instance, social media influencers’ marketing strategies can be approached 

from the perspective of communication. Zerfass et al. (2018) have discussed communicative 

strategies in organization level, as they describe strategic communication as all the communication 

that is critical to an entity's existence and long-term success, and more specifically as “the purposeful 

use of communication by an organization or other entity to engage in conversations of strategic 

significance to its goals” (p. 493). Furthermore, this definition has been pointed out to apply to the 

marketing strategies of social media influencers by Enke and Borchers (2019). This said, 

communication strategies and audience engagement are important for social media influencers as 

well. 

 

Additionally, Enke and Borchers (2019) discuss the importance of reach on social media platforms. 

They explain reach as “the actual content views on social media platforms” (p. 266) and additionally 

point out social media influencers being “highly dependent on a platform’s algorithm for organically 

increasing their reach on that platform” (p. 273). The aspects of reach and audience engagement are 

examined in this thesis as it aims to study the purposes of the English language use by the Finnish 

social media influencers and discuss if the language is used as part of a marketing strategy.   
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4. Approaches to discourse analysis 

 

In this thesis, the approach for studying the language use of social media influencers is discourse 

analysis. According to Taylor (2013), discourse analysis is the study of language that aims to explain 

the meaning and usage of language in different contexts (p. 4). Discourse analysis as an analytic 

approach is rather diverse, as the variety of data that can be analysed with discourse analysis is broad, 

and language can be approached with a variety of means (Taylor, 2013). In this thesis, discourse 

analysis is utilized to analyse written captions posted on social media. Social media has enabled new 

approaches for communication and discourse analysis, and it is addressed in this section. 

Furthermore, it is discussed how discourse analysis is a relevant method for analysing the data and 

how discourse analysis is utilized when examining written social media discourse in this thesis. 

 

4.1. Discourse analysis 

 

As Taylor (2013) has stated, discourse analysis is a close analysis of language which aims to explain 

how and why language is used in a certain way in different contexts. By analysing language use in 

different forms, such as written or spoken, and focusing on the certain aspects of language use, for 

example, on the structure, functions or assumptions, discourse analysis aims to study how language 

use represents different aspects of the society and social life (Taylor, 2013, p. 4). Considering this 

definition, discourse analysis is a relevant approach for this study, as the aim is to examine how and 

with what purposes Finnish social media influencers use English language in different contexts. 

 

More specifically, discourse analysis can be approached in multiple different ways. One approach is 

to analyse language with descriptive discourse analysis, which aims to understand how language 

works in different contexts by describing how it is used (Gee, 2011). However, scholars have 

presented different views for approaching discourse analysis. For instance, according to Johnstone 

(2008), all discourse analysis is descriptive, since during any research, the social actions are identified 

and described no matter what the goal of the research is (p. 27). Then again, Gee (2011) argues, as he 

discusses the difference between critical and descriptive discourse analysis, that language itself is 

political and therefore all discourse analysis should be considered critical (p. 10). 

 

The multiple approaches to discourse analysis indicate how dynamic and diverse language is and how 

there is not only one correct way of conducting a discourse analytic research. In the contemporary 
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society, globalization and digitalization have created new fields for the discourse analytic research, 

such as social media discourse. Social media has created a new medium for communication and thus 

enabled new ways of approaching language and discourse. These aspects are discussed in the 

following subsection.  

 

4.2. Discourse analysis and social media 

 

As stated before, social media has created new possibilities for communication and language research. 

Jones et al. (2015) have discussed discourse analysis in the digital age and point out how digitalization 

has shaped discourse and the way it could be approached. For instance, they discuss how digitally 

mediated texts are constructed differently compared to, for instance, spoken interaction, and how 

algorithms define the way digital texts are reached and formed (Jones et al., 2015, p. 20). Additionally, 

typical characteristic for digital texts are intertextuality and multimodality. 

 

Intertextuality refers to combining different texts and sources and thus creating new functions for 

them (Jones et al., 2015, p. 20). Multimodality in digital texts occurs as combining different semiotic 

models and is also related to how accessing digital content might include the actions of tapping or 

swiping (Jones et al., 2015, p. 22). In digital media, creating connections with multiple texts is 

convenient as a variety of possibilities for copying and linking content together are available (Jones 

et al., 2015, p. 20). However, as Jones et al. (2015) note, the more traditional means of intertextuality 

should not be overlooked when analysing digital discourse (p.21.). Pietikäinen and Mäntynen (2019) 

also discuss intertextuality as an important part of discourse as they emphasize the dynamic features 

of discourse. According to them, intertextuality is constantly present in discourse and the meanings 

of certain terms and language use are defined by the context in which they are discussed (Pietikäinen 

& Mäntynen, 2019, pp. 179-181). Considering the present thesis, on Instagram it is possible to tag 

other users to the caption or include hashtags that function as a link to more content under the certain 

hashtag. These are forms of intertextuality and something that will be focused on during the analysis. 

 

Additionally, Pietikäinen and Mäntynen (2019) examine discourse as form of genres. According to 

them, genre can be defined as a recognizable and established combination of linguistic and social acts 

(Pietikäinen & Mäntynen, 2019, p. 110). In this thesis, the Instagram captions of Finnish social media 

influencers function as a linguistic genre. According to Pietikäinen and Mäntynen (2019), the changes 

in society are usually visible in the linguistic practises as well (p. 194). For instance, collaborations 
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with brands have shaped the way different genres and linguistic means are utilized in new contexts, 

such as blogs or magazines as these media are nowadays considered as marketing media for brands 

(Pietikäinen & Mäntynen, 2019, p. 194). This aspect is also acknowledged in the analysis as it is 

examined if the code-switching practises functions as a marketing strategy for Finnish social media 

influencers. This said, in this thesis discourse analysis is adapted to examine what type of code-

switching is used by Finnish social media influencers and in which contexts code-switching is present. 

The data is approached with descriptive discourse analysis, as the aim is to describe how code-

switching functions in social media discourse. 
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5. Description of research material  

 

To study the code-switching practices of Finnish social media influencers, a collection of Instagram 

captions was collected as data. In this section, the motive for choosing the data is explained, ethical 

considerations of conducting this study are discussed and the scope of this study is addressed. 

 

5.1. Data  

 

For this thesis, a collection of Instagram post captions was collected from three Finnish social media 

influencers. The social media influencers were chosen based on their age and the content they post. 

They were aged between 23 to 26 as they have stated on their Instagram accounts. As discussed 

previously, code-switching is a linguistic practice that is usually considered to be utilized by 

bilinguals or multilinguals. It cannot be stated if these social media influencers consider themselves 

bi/ multilingual. However, based on their language practices on their social media, it can be stated 

that they have the linguistic competence to communicate in both Finnish and English. The influencers 

post mainly in Finnish but include English in their captions regularly, and thus their captions are 

suitable data for this thesis. 

 

The social media influencers were not active participants in this study, instead only their content was 

used as data for this thesis. The influencers included in this study post content related to trends, 

lifestyle and traveling and have a total amount of 272 thousand followers, which is a significant 

amount and thus they can be labelled as social media influencers. As stated before, in Finland code-

switching and the use of English is common among youth, and this was one motive for selecting these 

particular influencers for this thesis.  

 

For the data, a series on captions of their posts including code-switching between Finnish and English 

was collected. A total amount of 60 captions were collected, some of them including one example of 

code-switching as some of the captions included multiple examples of code-switching. The posts used 

as data for this study were posted between June 2021 to March 2022. It must be noted that there was 

not an equal number of examples collected from all the social media influencers. The collected data 

includes 26 posts from one influencer, 20 post from another and 14 from the third influencer.  
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5.2. Ethical considerations 

 

When conducting any research, ethical considerations and issues must be acknowledged. In this 

thesis, the ethical issues considered related to the use of social media as a source of data and topic of 

research. As social media has become a target for research over the past years, new ethical issues 

have emerged and thus new guidelines for online research have been formed and discussed. For 

instance, Quinton and Reynolds (2018) have discussed ethical challenges, norms and research 

practices when studying online communities as they address the issue of traditional guidelines of 

research not necessarily being straightforwardly adaptable for online research. However, Quinton and 

Reynolds (2018) emphasise the principle of “do not harm” in online research as it is the principle that 

serves as a core for all the ethical guidelines for any research, whether online or not (p. 54). 

 

When conducting research online and gathering data from online sources, it could be challenging to 

determine which data is public, what type of data requires informed consent and what type of public 

data should be anonymised and to what extent, even if the data is public and accessible for almost 

everyone online (Quinton &Reynolds, 2018, pp. 57-58). Nevertheless, online research might to some 

extent follow different rules compared to traditional research, the same guidelines for respecting the 

participants, careful handling of data and avoiding any harm for the participants still apply for online 

research as well (Quinton &Reynolds, 2018, p.p. 57-58). Ultimately, the ethical guidelines when 

conducting online research should be flexible and it is the responsibility of the researcher to 

determine, for instance, the sensitivity of the data used and the need for informed consent or full 

anonymity (Townsend & Wallace, 2018, p. 205).  

 

In this thesis, the data is collected from the public posts of social media influencers. The influencers 

are public figures as they post content in their social media platforms for a wide audience. This said 

and ethical aspects considered, there is no need for informed consent from the influencers in order to 

conduct this thesis. However, as an act of politeness the three social media influencers have been 

informed about this study via Instagram, and it has been informed that this study will not be harmful 

for them. Two of them responded and expressed no disagreement with their content being used as 

data. One of the influencers supposedly has not received the message. Although the social media 

influencers are public figures their names are not mentioned in this thesis. However, it is possible that 

through descriptions and examples the influencers can be recognized and identified, but as stated 

before, this thesis is not harmful for the social media influencers and thus it is not required to aim for 

full anonymity.   
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6. Analysis 

 

The analysis was conducted in two parts. First, after the data was collected, the captions were 

categorized based on what type of code-switching was evident. Based on the way English was used 

in the captions, they were divided under the categories of intra-sentential code-switching, inter-

sentential code-switching, and tag-switching as presented by Appel and Muysken (2005). 

Furthermore, it was examined in which types of contexts English language was used, and how these 

findings reflect with the research conducted before. 

 

The beginning of the next section discusses the types of code-switching used by Finnish social media 

influencers and the general features of the English language use that can be found from the captions. 

Furthermore, the findings indicate that code-switching practices are used to manage audience 

engagement. This is discussed in 6.2. as it is presented how code-switching is part of influencers’ 

subtle and open marketing communication strategies. Additionally, code-switching is part of 

influencers’ natural linguistic resources, and the findings related to this aspect are examined in 6.3. 

 

6.1. The general features of English and types of code-switching 

 

The data indicate that Finnish social media influencers use mostly intra-sentential code-switching in 

their Instagram posts. Inter-sentential code-switching was also frequently used in the captions. 

However, tag-switching was not found in the data widely as only few examples of it was included in 

the captions. In the cases of intra-sentential code-switching, there were no significant trends in which 

English words were included within a sentence, as code-switching occurred at the beginning of the 

sentence, at the end of a sentence and in the middle of a sentence. In inter-sentential code-switching, 

an English sentence or phrase was usually included before or after a Finnish one. In any type of code-

switching, English words were used variously as different constituents in sentences, for instance as 

predicators, subjects, and objectives. 

 

In many cases, an English word was altered to fit Finnish grammar, in the sense of morphology, 

mostly by adding a morpheme at the end of the word, for instance, to express the English word as a 

form of a Finnish imperative. Additionally, some English words were altered to fit the Finnish 

morphology, for instance by adding suffixes indicating possessive, tense, or case as illustrated in 

Examples (1) and (2). The examples are included in their original form and thus, for instance, emojis 
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are visible in some of the captions. Each example provides an English translation for the original post. 

The translations have been made by the author.  

 

Example (1) 

 

Käytii illallisella, tuijota mun storysta et miltä meijän safkat näytti 

 

We went for a dinner, check out my story to see how our food looked like 

 

 

Example (2) 

 

Meilt tulee tänä vuonna yks siisti projekti, jota suunniteltii tänää huikeella flow’lla! 

 

We have a project coming up this year and we planned it today with a huge flow! 

 

Both examples provided represent the cases of intra-sentential code-switching. In Example (1) the 

English noun story is altered to fit Finnish grammar, by adding a Finnish suffix -sta at the end of the 

word. In Example (2), the Finnish suffix -lla is added to the English noun flow. However, the suffix 

is not added straight after the English noun, instead an apostrophe is included before the suffix. These 

examples represent how code-switching was present in the captions and how English nouns were 

altered in different ways. However, there were multiple examples in which the grammar of an English 

word was not altered. These cases represented intra-sentential and inter-sentential code-switching and 

included, for instance, English nouns or verbs and quotes or full sentences in English. This type of 

language use is visible in Examples (3) and (4). 

 

Example (3) 

 

nappaa joku kiva snacks ja käyhän kattomassa 

 

grab some fun snacks and go check it out 

 

 Example (4) 

 

 kiitti kaikki kamut ja hyvät tyypit, ya'll make this life worth living       

 

 thanks friends and nice guys, ya'll make this life worth living       

 

Example (3) represents intra-sentential code-switching and in this example the language switch 

occurs with no alterations to the grammar of either language. An English noun snacks is included in 

the middle of the sentence in a way that it fits Finnish grammar and the sentence structure. However, 

although the English noun snacks is in plural, the modifiers joku and kiva are in singular form. In the 
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English translation it would not be grammatically correct to form the beginning of the sentence in a 

singular form as snacks is in plural. However, in the Finnish example the structure of the sentence 

works and is understandable even if the singular and plural forms contradict. Example (4) includes 

inter-sentential code-switching. The first sentence is in Finnish and after a comma, language is 

switched to English. In this example, the grammar of either language is not altered, and the switch 

occurs in a fluent manner.  

As stated previously, intra-sentential code-switching was the type of code-switching found mostly 

from the data. However, tag-switching was not found in the data widely as only few examples of it 

was included in the captions. One example that illustrates tag-switching is provided in Example (5). 

 

Example (5) 

 

sain meikit naamaan ni piti vähä komistella you know                            

 

I got my makeup on so I had to show how handsome I am you know                            

 

In the example above, the English phrase, you know, functions as a tag phrase as it is placed at the 

end of the sentence and is used to address the reader. The language switch occurs at the end of the 

sentence, and it does not alter the grammar of either language. The sentence would function without 

the English phrase, but by adding the English phrase caption appears more relatable and it adds 

elements of dialogue to the caption. In this sense, using English has a certain discursive role in the 

example.  

As stated before, there were different amount of data collected from the three influencers, and this 

indicated that some of the social media influencers use English more often than others. However, 

there were certain contexts in which all the influencers seemed to include English in their captions. 

Additionally, it appears that the influencers have same type of discursive goals with their code-

switching. Next, these discursive goals and the contexts in which English was used are discussed. 

 

6.2. Code-switching as part of strategic communication 

 

During the analysis it was noted that the same type of English use was found with all the influencers 

and certain code-switching practices seemed to have distinctive discursive goals. As discussed earlier, 

the captions posted by the influencers on Instagram could be considered as a genre in terms of 
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discourse. One aspect of examining genres is the dynamic and evolving sense of them, as Pietikäinen 

and Mäntynen (2019) have discussed as they bring up the expanding field of marketing discourse. 

This is evident in the data as well. 

 

English, and more specifically practices of code-switching, is used to manage audience engagement, 

and this is evident in the forms of subtle and open marketing strategies. The subtle marketing 

strategies include strategic communicative features by practicing a specific vocabulary or discourse 

that is relevant only in the context of Instagram and structuring the captions in a way that it is engaging 

to the audience and attracts more followers. Additionally, code-switching practices are part of open 

marketing strategies, as the influencers collaborate with brands and include intertextual features in 

their captions, for instance by adding specific, brand-related hashtags. It could be stated that with 

code-switching practices, Finnish social media influencers are forming and maintaining a certain type 

of genre of online communication. These functions of code-switching practices are discussed next. 

 

6.2.1.  Subtle use of strategic communication 

 

One context in which all the three Finnish social media influencers used code-switching was when 

they were referring to the functions of Instagram. On Instagram there are multiple functions that allow 

users to interact with different accounts, and the way these functions are referred to by the Finnish 

social media influencers encourages users to interact with their account. This type of using English 

included, for instance, utterances such as, tägää – tag, swaippaa – swipe, storyt – stories and linkki 

biossa – link in bio.  

 

By referring to the Instagram functions with English or altered English words, the influencers assume 

that their audience or followers understand what they mean. As Warschauer et al. (2010) have stated, 

in online communities new varieties and genres of languages are formed as the use of English has 

increased around the world and internet. The examples found in the data could be evidence of a new 

variety or genre of language forming. By using a certain type of vocabulary that is utilized on their 

social media posts could be a case of creating and maintaining a certain type of Instagram language, 

a sort of a genre of language that is only functional in the context of Instagram and among the users 

of it. This type of language use is illustrated in Examples (6) and (7). 
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Example (6) 

 

Swaippaa oikeelle kattoo mun todellinen aamu 

 

Swipe right to see how my morning really looked like 

 

 

Example (7) 

 

 

Käy kattomassa mun uus video täyteaineiden varjopuolista, linkki biossa!       

 

Go check out my new video of disadvantages of fillers, link in bio!       

 

In the examples, English is used to express the functions of Instagram that the audience is encouraged 

to engage with. In Example (6) an imperative form is used when asked to swipe to see more content 

posted by the influencer. Similarly, in Example (7) it is expressed that the bio includes a link that also 

leads to more content posted by the influencer. It seems that this type of language use is a somewhat 

established practice when expressing certain functions of Instagram. However, it could also be stated 

that by using English when referring to the functions of Instagram and using the imperative form 

when doing so, the influencers encourage other users to engage with their account and in this way 

increase traffic on their social media platforms and aim for a higher reach and a larger audience for 

their content. 

 

This type of language use could be a case of communicative strategy, as has been introduced for 

instance by Zerfass et al. (2018). This type of language use that encourages users to comment and 

like influencers’ pictures, view their stories or follow the links in their bio, could be a sort of subtle 

way of marketing their social media platforms and a way to maintain their followers, visibility and to 

gain new followers. However, there were examples in which the language use in order to get more 

engagement with their followers was not so subtle. One of the influencers straightforwardly asked 

people to like and comment their post in order to achieve higher reach and engagement for their 

content as shown in Examples (8) and (9).  

 
Example (8) 

 

unfollaan haamuseuraajat nii like & comment      ✌🏼 

#lippisväärinpäin #päivänmietteetmenos #finnishboy #l4l #like4like #retrica #selfie #peiliselfie 

#kohtonperjantai #me #today 

 

I will unfollow the ghost followers, so like & comment      ✌🏼 

#capwrongwayaround #dailythinking #finnishboy #l4l #like4like #retrica #selfie #mirrorselfie 

#itsalmostfriday #me #today 

 



  

21 
 

Example (9) 

Kommentoi alle lempivärisi nii saan tälle kuvalle paremman reachin ja engagementin!      

Comment down below your favourite colour so I will get a better reach and engagement  

for this photo!      

 

In Examples (8) and (9), with code-switching the influencer aims to manage how other social media 

users engage with the content the influencer has posted. The influencer straightforwardly asks their 

followers to like and comment their content or otherwise they will be unfollowed. Although this type 

of language use might be done in a joking manner, it does have significant goals in terms of managing 

audience engagement. All the terms expressed in English in the example refer to the functions of 

Instagram or the functions related to the algorithms of Instagram. Another way how influencer aims 

to affect the algorithms of Instagram is the extensive use of hashtags, as illustrated in Example (8). 

With hashtags it is possible to find content including the specific hashtag in the caption, and by using 

certain types of hashtags it is aimed for a higher reach and engagement for the content. However, this 

was the only non-sponsored post, in which hashtags were included. It was noted from the data that 

hashtags were not used actively by the influencers if the post was not sponsored. The use of hashtags 

is discussed further when examining the sponsored posts.  

 

This type of referring to the functions of Instagram could be done in Finnish as well, but all the social 

media influencers included in this data, mostly used English terms, altered or not altered, for doing 

so. Additionally, an imperative form was mostly used, as other users were prompted to engage with 

the content the influencers posted. This said, it is evident that in the Finnish context in social media 

an own type of genre of language has formed that is only relevant when communicating in social 

media, and English language has a significant role in maintaining and developing it.  

 

6.2.2. Open marketing strategies 

 

Sponsored posts are a way of making profit for the influencer and for the brand or company they are 

advertising. Sponsored posts are an open way of marketing, and it was something all the social media 

influencers included in their Instagram posts. These sponsored posts included code-switching and 

intertextuality in the forms of English brand or company names, hashtags, and product description. 

Some of the social media influencers collaborated with multiple companies or brands and thus in their 

posts multiple brand or company names were mentioned or tagged. However, one of the influencers 
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had multiple collaborations with the same brand and what was notable with these collaborations was 

the use of hashtags in them. In the sponsored posts with the same brand, certain hashtags were used 

indicating that they are official hashtags of the brand, and as they are linked to the sponsored posts, 

users of Instagram can follow the hashtag and connect it to the brand. In this sense, English and 

intertextuality were used as an open marketing strategy and as a way of increasing brand awareness 

in forms of hashtags. Examples of code-switching in sponsored posts are demonstrated in Examples 

(10), (11) and (12). 

 

Example (10) 

  

mainos @zalando      

toivottavasti baggy jeans on pysyvä trendi          
#stylecreator #getthelook 
 

advertisement @zalando      

hopefully baggy jeans are a permanent trend          

#stylecreator #getthelook 

 

 

Example (11) 

 

mainos @stadiumfinland         

hommasin Stadiumilta elämäni ensimmäiset painonnostokengät – ihanan tukevat ja mukavat, 

just niitä rankimpia jalkapäiviä varten          

#MoveWithStadium 

 

advertisement @stadiumfinland         

I bought my first weightlifting shoes from Stadium – steady and comfortable, 

great for the heaviest leg days          

#MoveWithStadium 

 

 

Example (12) 

 

Kaupallisessa yhteistyössä @acofinland 

Acon Spotless tuotteet on nyt -20% apteekeissa 30.9.2021 asti. Mun lemppari on Oil-Free Daily 

Moisturiser!  

 

In collaboration with @acofinland 

Aco Spotless products are now on sale for -20% in pharmacies until 30.9.2021. My favourite is Oil-Free 

Daily Moisturiser! 

 

All the examples include code-switching and intertextuality in multiple forms. In Example (10) a 

trend, baggy jeans, is described in English and hashtags are included in English as well. Additionally, 

the brand, Zalando, is tagged in the caption. In Example (11), the brand, Stadiumfinland, is also 

tagged in the caption and hashtag associated with the brand is included. In Example (12) the brand is 

https://www.instagram.com/zalando/
https://www.instagram.com/explore/tags/stylecreator/
https://www.instagram.com/explore/tags/getthelook/
https://www.instagram.com/zalando/
https://www.instagram.com/explore/tags/stylecreator/
https://www.instagram.com/explore/tags/getthelook/
https://www.instagram.com/acofinland/
https://www.instagram.com/acofinland/
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tagged in the caption and the products are mentioned in English. However, Example (12) does not 

include hashtags. In all the examples it is clearly indicated that the post is sponsored, and by tagging 

the brand and including the hashtags, it is assured that the brand is visible and the awareness of the 

brand is increased. The use of hashtags is an interesting function in the data, as although it is a 

common function on Instagram, hashtags were not used by the influencers actively. Hashtags were 

used mainly in the sponsored posts, as there was only one not sponsored post that included the use of 

hashtags. It is likely that the hashtags in the sponsored posts were not chosen by the influencer, but 

instead they were given to them by the brand they were collaborating with. All the hashtags in 

sponsored posts were in English as it is possible that the hashtags for the specific brands do not exist 

in Finnish. Therefore, they are provided in English as it is more efficient way for the brand to reach 

a larger audience. 

 

To conclude, code-switching in sponsored posts seems to be more intended and the discursive goals 

were expressed more clearly. The means of intertextuality was used to make the brand visible and to 

create multimodal and engaging captions. Hashtags were included in the captions to ensure the 

visibility of the brand to create brand-awareness. In this sense, code-switching is almost required in 

sponsored posts, as at the moment English is the most efficient language for reaching larger audiences 

on social media. 

 

6.3. Code-switching as evidence of linguistic resource 

 

As discussed before, English has become a natural part of linguistic resources in multiple contexts in 

Finland but especially among youth. This becomes evident from the data collected for this thesis. As 

stated before, English could be described to be part of creating and maintaining a genre of Instagram 

language and used as subtle and open marketing strategies. Additionally, English is used because it 

is part of the linguistic repertoire of the social media influencers included in this study. This said, 

even if it has been argued that English is part of strategic communication and used to reach significant 

goals, for instance, increasing the traffic and the engagement in their social media platforms, not all 

English use can be labelled or interpreted as a measured way of marketing. In multiple cases English 

was used to describe something in a casual manner and all types of code-switching was utilized to do 

so, as shown in Examples (13) and (14). 
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Example (13) 

  

Mä haluisin olla ✨sexy and mysterious✨ mut mul on yks ongelma..  

mä en vaan pysty olee hiljaa       

 

I would like to be ✨sexy and mysterious✨ but I have one problem..  

I just can’t stay quiet       

 

 

Example (14) 

 

23 never looked better, paljon onnea mun parhaalle ystävälle 

 

23 never looked better, happy birthday to my best friend 

 

In Examples (13) and (14), English is used in a casual manner and code-switching occurs because 

there are resources and competences to include the phenomenon in the captions. As discussed before, 

English is more commonly used in Finland by younger generations, and considering the ages of the 

social media influencers studied in this thesis, it can be stated that this phenomenon is visible in the 

context of social media. English is used simply because the social media influencers have the 

linguistic resources to utilize English in their communication. 

It has been stated before that code-switching is used, for instance, to fill linguistic gaps or express 

ethnic identity (Bullock & Toribio, 2009). In the data, it can be argued that code-switching is used 

since it could be more natural to describe something in English, although all the social media 

influencers are Finns and there would a Finnish term for the expression available. In this sense, it can 

be argued that code-switching is used as a way of filling a linguistic gap in a sense of describing 

something. This is demonstrated in Example (15). 

Example (15) 

Vessassakin on upea selfievalo!        

There is a great lighting for selfies in the bathroom!        

 

In Example (15) a compound is created by combining an English noun, selfie, with a Finnish noun, 

valo – light. In this example, it is probably more natural to use the term selfie, instead of the Finnish 

term, omakuva, as the use of the English version is widely used in spoken language in Finland. This 

indicates that English is present in social media influencers discourse, and it might be one piece of 

evidence of how English and code-switching practices are generalised among the younger generation 

in Finland.  
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As discussed, intertextuality was widely present in the sponsored posts posted by the influencers. 

However, it was visible in other captions as well, as illustrated in Example (16). 

 

Example (16)  

007 - license to drink       olipa mukavat juhlat, kiitos 

007 – license to drink       what a nice party it was, thank you 

 

In the example, intertextuality is included in the form of a popular cultural reference as the English 

quote 007- license to drink most probably refers to the franchise of James Bond. This showcases the 

linguistic abilities of combining different languages and contexts as the reference is brought to a new 

context and it is given a new function.  

Additionally, since the influencers chosen for this study are young at their age, they presumably target 

their content to users at the same age as them, or perhaps even younger. In this sense, it could be 

argued that social media influencing is one way of increasing the use of English and the phenomenon 

of code-switching in Finland. However, it cannot be said for certain if these social media influencers 

use English since they are young and consider English as a natural part of their linguistic resources 

or if they use English since it is used among younger generation, and they aim to target younger 

audience with their use of language. Nevertheless, from the data collected it is clearly indicated that 

the Finnish social media influencers have the linguistic abilities to include English efficiently in their 

discourse and use English to attain variety of different discursive goals. 
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7. Discussion and conclusion 

 

This thesis aimed to study the English language use of three Finnish social media influencers. The 

focus was to identify the types of code-switching practiced by Finnish social media influencers and 

to examine in which contexts and with what purposes English was included in the captions of 

Instagram posts. Furthermore, it was examined how marketing strategies were present in the form of 

code-switching. In the Finnish context the role of language in social media influencers’ 

communication and marketing has not been studied extensively, and this thesis aimed to fill the gap 

in that area of research and create ground for future research.  

 

As it has been stated in previous research, English is a globally spoken language in verbal 

communication and in online communities and it is also widely used in Finland in multiple contexts 

(Leppänen et al., 2011; Warschauer et al., 2010; Taavitsainen & Pahta, 2008). Based on the discussion 

in previous research, and the findings in this thesis, it can be stated that English is part of Finnish 

social media discourse and a natural part of Finnish social media influencers’ linguistic repertoire . In 

addition, findings suggest that English language in the form of code-switching practices can be 

considered as social media influencers’ subtle and open marketing communication strategies, and 

English is partly used to manage audience engagement.  

 

Although, all types of code-switching were found from the data, Finnish social media influencers 

utilize mainly intra-sentential code-switching in their captions on Instagram. English was used in its 

altered and non-altered forms. Tag-switching was used notably less than other types of code-

switching. This could indicate that the social media influencers included in this thesis have high 

linguistic abilities as it has been noted that individuals who are more fluent with engaging two 

languages in their communication, mostly include intra-sentential code-switching in their discourse 

(Poplack, 1980, as cited in Bullock and Toribio, 2009, p. 9). However, as discussed previously, it 

might be challenging to distinguish different types of code-switching at times, and therefore it is 

possible that there were cases in which code-switching could have represented multiple types of code-

switching. This said, there might have been examples in the data that represented tag-switching but 

were interpreted as inter-sentential or intra-sentential code-switching.  

 

Furthermore, it was found that in the Instagram captions a specific form of online language was 

utilized as the functions of Instagram were mostly referred to in English or with the altered forms of 

English. There is a certain vocabulary that has presumably formed among the Finnish social media 
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users and influencers, and which can be examined and described with the phenomenon of code-

switching. This indicates that English has partly become an established element of social media 

discourse, and thus it can be argued that the role of English has increased in Finland as in certain 

contexts the use of English has generalised.  

 

As discussed before, language and communication can be used as a marketing strategy in social 

media, for instance to obtain specific discursive and marketing goals (Ouvrein et al., 2021; Enke & 

Borchers, 2019; De Veirman et al.,2017). The findings in this thesis indicate that Finnish social media 

influencers include code-switching in their social media discourse as part of subtle and open 

marketing strategies. English practices are included in the communicative strategies that aim to 

encourage other social media users engage with the influencers’ social media platforms. Among 

Finnish social media influencers, this type of language use was mostly applied in a subtle way to 

reach specific communicative goals. However, it was noted that at times this communicative strategy 

was rather visible in the captions as in some captions the influencer straightforwardly asked their 

followers to engage with their content in order to gain a better reach and engagement for their content.  

 

Furthermore, code-switching is present in sponsored posts, which are a form of open marketing. 

Finnish social media influencers include English in their Instagram captions as they collaborate with 

brands. In the sponsored posts, the features of intertextuality and multimodality are present, and they 

function as a way of creating brand-awareness. English is used in brand names, product descriptions, 

and hashtags. Interestingly, the function of hashtags was not used widely by the social media 

influencers. In fact, English hashtags were used mainly in sponsored posts as they were used as a way 

of increasing brand awareness and reach of the brand on Instagram. 

 

Lastly, it is evident that English is part of Finnish social media influencers’ linguistic resources. Code-

switching was used in cases where something was casually described, and quotes or phrases in 

English were included in the captions of Instagram posts. Code-switching was used to fill linguistic 

gaps as there were examples in which something was expressed in English even if there was a possible 

term in Finnish that could have been used. In terms of English use among young Finns, the findings 

in this thesis correlate with results presented in the previous studies. English is used by the social 

media influencers as it is natural part of their linguistic resources and at some cases it could be more 

natural to express themselves in English than in Finnish. 
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Additionally, the influencers are young at their age and presumably target young audiences with their 

content. Including code-switching in their social media discourse could affect how the phenomenon 

evolves in Finland. The language practices of the influencers might influence how young social media 

users include English in their communication on social media and everyday conversations. This is an 

interesting aspect when considering the future trends of the roles of English and multilingualism in 

Finland.  

 

However, the findings presented in this study cannot be generalised, as only rather recent data was 

collected and only a few social media influencers were included as the scope of this study was small. 

Although there is a noticeable trend on how English is used among social media influencers, code-

switching practices correlate with the linguistic resources of the individual, and thus there are 

differences on how English is used among the individual influencers. In this thesis, it was not 

compared how the influencers practice code-switching individually. If this type of comparison would 

have been done, it might have provided more variable results. This said, there is room for future 

research in the field of language practices of Finnish social media influencers.  

Social media influencing is an increasing branch in marketing, and in the field of research social 

media influencing is attracting more attention. As it has been pointed out, social media influencers 

are highly dependent on the algorithm of the social media platforms they use. In terms on language 

use, it could be an interesting topic of research to study how and if the use of English in their posts 

affects the algorithm of social media platforms and provides a better reach or a larger audience and if 

the post is more likely to spread internationally if it includes English. This thesis cannot draw 

conclusions that using English itself would increase the reach of the posts published by Finnish social 

media influencers since for this thesis the algorithms of Instagram were not examined, but it is 

something that could be done in future research.  

 

With the limitations acknowledged and addressed, it can be argued that with their language use 

Finnish social media influencers partly use code-switching in their Instagram discourse to fulfil 

specific marketing goals and to manage audience engagement. The code-switching practices could 

be considered as a case of strategic communication that is used to attract especially young followers, 

as younger generation includes English more often in their communication. This type of language use 

is something that could be studied further as is reveals interesting insights of the role of English in 

the contemporary contexts.  
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