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ABSTRACT 

Social media has developed from a space for information exchange 

into a powerful promotional medium, particularly for food bloggers 

who rely on persuasive language to shape audience perception and 

behavior. The linguistic strategies employed in food vlogs are capable 

of evoking emotional responses, stimulating curiosity, and even 

enhancing viewers’ appetite. Recognizing the significance of language 

choice in attracting and engaging audiences, this study investigates the 

use of persuasive language on KarissaEats’ YouTube channel. 

Adopting a qualitative research design, the study analyzes data 

collected through careful observation and transcription of selected 

videos using listening and matching techniques. The findings indicate 

three dominant types of speech acts: assertive, directive, and 

expressive. Assertive expressions function to deliver factual 

information through reporting and stating; directive expressions aim to 

prompt audience action through recommending or encouraging; and 

expressive expressions convey the speaker’s psychological stance, 

such as praising or expressing gratitude. Among these, expressive 

language emerges as the most frequently used strategy. The 

prevalence of casual, friendly, and non-imposing expressions suggests 

their effectiveness in fostering viewer engagement and increasing 

interest in the culinary recommendations presented. Furthermore, the 

findings offer pedagogical value, particularly as authentic materials 

for English language teaching contexts. 

_______________________________________________ 

Keywords: Social media, Persuasive Language, Speech Act, 

YouTube Food Blogger 

 

 

 

1. INTRODUCTION  

 

In the contemporary digital era, rapid 

technological advancement has significantly 

reshaped patterns of communication, 

positioning social media as an indispensable 

aspect of everyday life. The expansion of 

information technology has transformed the 

internet into a primary channel for 

communication and interaction (Li et al., 2022;  

Jaya et al., 2025; Sihite et al., 2024). Social 

media platforms enable users to create, share, 

and exchange ideas within virtual networks, 

allowing these platforms to evolve beyond 

information dissemination into powerful tools 

for promotion and persuasion. This 

development aligns with Speech Act Theory, 

which emphasizes that language use can 

influence emotional appeal, stimulate curiosity, 

and enhance audience engagement (Alsamhori 

et al., 2025). Through unrestricted access 

across time and space, social media facilitates 

continuous interaction and information 

exchange. 
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Language serves as a fundamental 

medium for expressing ideas, emotions, and 

intentions, enabling individuals to 

communicate across diverse contexts. Spoken 

language, in particular, functions as a means of 

conveying psychological states and 

interpersonal meanings. Communication is not 

limited to linguistic forms alone but also 

encompasses the actions performed through 

speech (Luh et al., 2025). Effective 

communication thus relies on the speaker’s 

ability to convey intentions and the listener’s 

capacity to interpret meaning. The 

development of language competence involves 

mastery of listening, speaking, reading, and 

writing skills (Pradhani, 2025; Jaya et al., 

2025a; Mahesti et al., 2025). In persuasive 

contexts, language plays a strategic role in 

shaping attitudes and influencing decisions 

(Huma, 2023). Moreover, language structures 

social interaction by creating expectations, 

obligations, and relational meanings in 

everyday exchanges, including commercial 

and promotional settings (Alejandro, 2024). 

Within linguistic studies, pragmatics 

examines language as it is used in real 

communicative contexts, focusing on meaning 

derived from speaker intention and listener 

interpretation (Taguchi & Kádár, 2025). 

Central to pragmatics is the concept of speech 

acts, which refers to actions performed through 

utterances. As articulated in Austin’s theory, 

speech acts consist of three levels: locutionary 

acts (producing utterances), illocutionary acts 

(performing actions through speech), and 

perlocutionary acts (producing effects on 

listeners) (Reiland, 2024). Through 

illocutionary acts, speakers attempt to achieve 

communicative goals and influence audience 

responses (Mazzarella & Vaccargiu, 2024). In 

this context, growing global demands for 

effective communication have underscored the 

relevance of language proficiency, particularly 

within digital platforms such as YouTube. 

YouTube has emerged as one of the most 

influential global platforms, offering diverse 

content ranging from entertainment and 

education to marketing and promotion 

(Maulinda & Riyanto, 2022). Among its 

popular content genres, food-related videos 

attract substantial audience attention. Food is 

no longer viewed solely as a basic necessity 

but also as a form of lifestyle consumption 

mediated through digital visuals (Dev & 

Godara, 2021). Food bloggers play a crucial 

role in shaping audience perceptions by 

presenting culinary experiences through 

persuasive language and engaging narratives. 

One prominent example is KarissaEats, a 

widely recognized food blogger from the 

United States with millions of followers across 

YouTube, Instagram, and TikTok. Her success 

is attributed to effective communication 

strategies, including storytelling and 

collaboration with culinary figures, which 

enhance credibility and audience trust. Food 

influencers function as intermediaries between 

producers and consumers, significantly 

influencing purchasing decisions through 

digital engagement (Chopra et al., 2021; 

Truong et al., 2024; Putu et al., 2025). 

Karissa’s distinctive approach to reviewing 

international street food has positioned her as 

an influential figure in the global culinary 

sphere, highlighting the importance of strategic 

language use in audience persuasion (Nani, 

2024). 

Previous studies on speech acts in media 

discourse provide a foundation for this 

research. Studies by Endriani et al. (2022), 

Syafitri et al. (2023), and Husein et al. (2023) 

demonstrate that assertive, directive, and 

expressive illocutionary acts frequently 

dominate media and social media discourse, 

with expressive acts often emerging as the 

most prevalent. While these studies share a 

focus on illocutionary acts, the present 

research differs in its object of study and 

pedagogical orientation. By analyzing 

persuasive language in KarissaEats’ YouTube 

videos, this study seeks not only to identify 

speech act patterns but also to explore their 

implications for English language learning. 

Recognizing the pedagogical potential of 

authentic digital content, this study emphasizes 

the urgency of examining persuasive word 
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choices that capture attention and enhance 

engagement. Accordingly, this research aims 

to identify assertive, directive, and expressive 

illocutionary acts in KarissaEats’ food vlog 

content. Assertive acts function to inform and 

convince, directive acts encourage action, and 

expressive acts convey evaluation and 

appreciation. Based on this focus, the study is 

entitled “Exploring Persuasive Language 

Used in KarissaEats’ YouTube Food 

Blogger: A Speech Act Analysis.” 

 

2. METHODS 

 

This study employs a descriptive qualitative 

research design to examine the use of social 

media, particularly YouTube, as a medium for 

promoting street food through persuasive 

language. A qualitative approach is adopted to 

analyze language use within its natural context, 

positioning the researcher as the primary 

research instrument. Data collection is 

conducted through triangulation, combining 

observation, documentation, and systematic 

analysis of video content. Qualitative research 

generates descriptive data in the form of 

spoken or written language and is intended to 

portray social phenomena as they occur 

naturally (Waruwu, 2023). In line with this 

approach, the researcher determines the 

research focus, selects data sources, collects 

and evaluates data, analyzes findings, and 

draws conclusions (Lim, 2025). 

The data source of this study is a YouTube 

food vlog by KarissaEats entitled “I Only Ate 

Street Food for 24 Hours in Seoul, South 

Korea!” Karissa Dumbacher is a well-known 

food content creator with over 4.61 million 

subscribers as of December 2025. Her channel 

features diverse food-related content aimed at a 

broad audience across age groups. The selected 

video, uploaded on February 13, 2025, has a 

duration of approximately 23 minutes and 

serves as the primary corpus for analysis. 

Data were collected using documentation 

techniques, including video observation, 

transcription, and note-taking. The listening 

method was applied to identify utterances 

containing illocutionary acts relevant to 

persuasive communication (Polatcan et al., 

2025). Data analysis was conducted in three 

stages: data collection through repeated 

viewing and transcription, identification of 

persuasive illocutionary expressions based on 

communicative intent and context, and 

classification of data into assertive, directive, 

and expressive speech acts. This systematic 

process ensured analytical accuracy and 

alignment with the study’s objectives. 

 

3. RESULTS AND DISCUSSION 

 

Karissa Channel emphasizes authenticity 

through natural and spontaneous visuals. The 

filming process is done live without a studio 

set, allowing for the capture of an authentic 

social atmosphere at the dining location. This 

approach reinforces the perception of honesty, 

which is the basis of viewers' trust in 

influencers (Almahdi et al., 2022). Detailed 

video recordings of food, market atmosphere, 

and even the expressions of sellers create an 

engaging audio-visual experience. This visual 

aspect demonstrates that documentary 

aesthetics can be an effective communication 

strategy for representing culinary culture. 

Viewer comments on Karissa's channel 

show a high level of emotional and cognitive 

engagement. Many viewers express a desire to 

try the dishes reviewed, such as comments on 

Korean food videos: “The way you appreciate 

and love food is rare among food bloggers or 

TikTokers. Plus, you take healthy, delicious, 

and authentic bites!!! I really love you and 

your food adventures.” Responses like these 

show that the content not only provides 

information but also motivates action. 

This feedback indicates that the content 

inspires genuine action, not just the 

consumption of information. Viewers also 

provide culinary recommendations from 

various countries, enriching the content 

organically (user-generated suggestions). This 

type of participation forms a digital community 

based on shared interests. Positive comments 

also indicate a high level of trust in Karissa's 
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credibility. Viewers see her as an authentic, 

honest, and consistent figure, not just a paid 

promoter. This factor is crucial because 

credibility is a primary prerequisite for 

influencers to shape public opinion (Khan, 

2023). 

In addition to positive responses, some 

comments also contained cultural reflections, 

such as admiration for the diversity of Korean 

cuisine and the importance of supporting 

culinary businesses. This study shows that 

culinary content can trigger cultural awareness 

and economic solidarity within communities. 

Food bloggers act as cultural educators and 

tourism promotion agents. Academic 

reflections on these findings show that social 

media has the potential to become an effective 

non-formal educational space for strengthening 

cultural literacy (Malliga & Vijhi, 2024).  

The types of illocutionary acts in 

Karissa's YouTube videos primarily employ 

various kinds of speech acts, resulting in 

effective and engaging communication 

between the presenter and the audience. This 

aligns with Rachmawati's (2022) opinion that 

speech acts are a crucial component in 

language activities, as they facilitate 

understanding and effective communication 

between speakers and listeners, leading to 

discourse that is both interesting to read and 

hear. 

Types of speech acts include assertive, 

directive, and expressive speech acts (Saragih 

et al., 2025). Assertive speech acts aim to (1) 

report, (2) state, and (3) mention. Directive 

speech acts include three things, namely: (1) 

commanding, (2) instructing, and (3) 

recommending. In addition, expressive speech 

acts include three things: saying thank you, 

congratulating, and praising, as mentioned by 

Searle (1975) in his theory, “A Taxonomy of 

Illocutionary Acts.” The results of this study 

indicate that Karissa's food blog videos use 

various types of illocutionary speech acts, with 

expressive speech acts being the most 

dominant. For further explanation, each type of 

illocutionary speech act in Karissa's video blog 

will be discussed as follows.  

 

a. Assertive Speech used in Karissa's 

blog “I Only Ate Street Food for 24 

Hours in Seoul, South Korea!” 

Assertive speech is used to convey factual 

information to the audience, such as reporting, 

stating, and mentioning. In Karissa's video 

blog, assertive speech acts are identified in the 

following excerpts related to assertive speech. 

The analysis description can be seen in the 

following table: 

 

Table 1. Assertive Speech used in Karissa's blog 

NO Speech Act  Context   Findings Quotes 

1.  Reporting 22 utterance 

2. Assertive Stating 5 utterance 

3.  Mentioning 3 utterance 

 

Reporting 

Assertive speech acts are speech acts 

performed by the speaker when reporting a 

statement to provide information to the 

audience, in conveying the truth. For further 

explanation, please refer to the following data: 

 

Utterance 

[00:00:49-00:01:08] 

 

Alright, fam, we have just arrived at 

Namdaemun Market, which I have heard is one 

of the most authentic markets in all of Seoul. 

It's also the biggest market in all of Korea. 

There are over 10,000 different vendors, and 

it's all of these like cool little hidden alleyways. 

There's a whole Alleyway just for knives, cut 

noodles. There's a whole alleyway for hotteok.  
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This quote shows a decisive utterance. A 

decisive utterance is an utterance that binds the 

speaker to the truth of what is said. This 

utterance is conveyed with the intention of 

reporting. The above quote is said to be a 

decisive utterance, reinforced by the following 

sentence: "Namdaemun Market, which I have 

heard is one of the most authentic markets in 

all of Seoul. It’s also the largest market in all 

of Korea." The speaker affirms the truth of 

their statement. The situation in the 

conversation above is that Karissa is on her 

first visit to Nandaemon Market in Seoul, 

which makes her very enthusiastic and curious 

to try some of the famous culinary delights on 

offer. 

 

Stating 

Stating is an action performed by the speaker 

when uttering statements to ask the interlocutor 

to do something. For further explanation, 

consider the following data: 

 

Utterance 

[00:02:51-00:03:03]  

 

And did you even get street food in Seoul? If 

you didn't get Tteokbokki, I've heard that this 

is the chewiest Tteokbokki around. She said it 

wasn't too spicy, so I'm going to try it first. And 

then I'll try it with a spicy paste to see if I can 

handle it. 

 

This quote shows a firm utterance. A firm 

utterance is an utterance that binds the speaker 

to the truth of what is said. This utterance is 

conveyed with the intention of stating 

something. The quote on the side is said to be 

an assertive speech act, reinforced by the 

following sentence: “And did you even get 

street food in Seoul?” The speaker affirms the 

truth of their statement. The situation in the 

conversation above is Karissa telling the 

audience that if they want to try the chewiest 

tteokbokki, they should go to Seoul, Korea. 

 

Mentioning 

Mentioning can express an action, existence, or 

experience. The linguistic act of mentioning is 

performed by a speaker who wants the listener 

to be aware of what is happening. To 

understand this, consider the following data: 

 

Utterance 

[00:00:14-00:00:27] 

We're going to visit some of the most authentic 

Street Food Markets in all of Seoul, featuring 

braised pig’s feet and live octopus, as well as 

an entire alley dedicated to noodles. We'll also 

visit the Jongno district, where you can find a 

lunchbox market where you can fill your own 

Korean bento box. 

 

The above quote is an affirmative statement, as 

seen in the sentences that provide information 

to the listener in the following excerpt: “We're 

going to go to some of the most authentic 

Street Food Markets in all of Seoul with like 

braised pig’s feed and live octopus, and like a 

whole alley just for noodles.” The situation in 

the conversation above is Karissa inviting the 

audience to join her in seeing some of the most 

authentic street foods in all of Seoul. 

 

b. Directive Speech used in Karissa's 

blog “I Only Ate Street Food for 24 

Hours in Seoul, South Korea!”  

Directive utterances are instructions used to 

influence the audience to take action, such as 

commands, orders, or recommendations. In 

Karissa's blog, imperative utterances are 

identified in the dialogue excerpts related to 

the following imperative utterances. The 

analysis description can be seen in the 

following table: 

 

Table 2. Directive Speech used in Karissa's blog 

NO Speech Act  Context   Findings Quotes 

1.  Ordering  6 utterance 

https://jurnal.univpgri-palembang.ac.id/index.php/esteem?msclkid=225fa518c3a011eca85096ed11f39bf2
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2. Directive Commanding 3 utterance 

3.  Recommending 6 utterance 

 

Ordering 

A request is an imperative utterance, which is 

an utterance made by the speaker to instruct 

the listener to do something. To understand 

this, consider the following data: 

 

Utterance 

[00:00:42-00:00:49] 

 

I am so frickin excited. Let's go eat some street 

food in Seoul!  

 

An ordering utterance is an utterance made by 

a speaker with the aim of getting the listener to 

do something or respond to the speaker in 

relation to what is mentioned in the utterance. 

The above quote is an example of a statement 

that falls into the category of imperative 

speech acts. This is because the speaker is 

asking the listener to do something. The 

following quote explains that this statement is 

an imperative speech act: “I am so frickin 

excited. Let's go eat some street food in Seoul!” 

The phrase “Let's go” clarifies the statement, 

prompting the listener to respond by doing 

what is described in the words.  

 

Commanding 

Speech acts are used by speakers to express an 

action, experience, or other thing. The speaker 

asks the recipient of the message to fulfill their 

request. To understand the types of speech acts, 

consider the following data: 

 

Utterance 

[00:03:43-00:03:47] 

 

I wish you could join me for a bite right now, 

as it's warming my soul. 

 

Directive speech acts are speech acts 

performed by the speaker with the intention 

that the listener will perform or respond to the 

speaker regarding what is mentioned in the 

speech. The above quote is an example of an 

imperative speech act. This is because the 

speaker is asking the listener to do something. 

The following quote explains that this 

utterance falls into the category of an 

imperative speech act: “I wish that you could 

also have a bite with me right now because it's 

warming my soul.” The words “you could also 

have a bite with me right now” explain the 

utterance so that the listener is required to 

perform the action described in those words. 

 

Recommending 

To recommend means to give advice or an 

opinion to someone for their consideration. 

The act of speaking in a recommending 

manner is an action taken by the speaker to 

offer advice or an opinion to the listener for 

their consideration. To understand this, 

consider the following data:  

 

Utterance 

[00:21:51-00:22:03] 

 

I would totally recommend street food when 

you come to Korea. Everything seemed very 

clean, and yes, it was extremely easy to 

navigate. Even if they didn't speak English, 

they were so healthy. You could just point to 

what you wanted or whip out your Google 

Translate or whatever. 

 

The above quote is an imperative statement. In 

this quote, the speaker is trying to elicit a 

response from the listener, with the desired 

response being words from the listener. Based 

on the quote, it can be confirmed that it is an 

imperative statement, as seen in the phrase “I 

would totally recommend street food when you 

come to Korea, it all seemed very clean.” 

 

c. Expressive Speech used in Karissa's 

blog “I Only Ate Street Food for 24 

Hours in Seoul, South Korea!”  

Expressive utterances are used to convey the 

speaker's psychological attitude toward a 
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situation, for example, when expressing thanks, 

congratulations, and praise. In food blogger 

Karissa's video, expressive language actions 

are identified in dialogue excerpts related to 

the following expressive utterances. The 

analysis description can be seen in the 

following table: 

 

Table 3. Expressive Speech used in Karissa's blog 

NO Speech Act  Context   Findings Quotes 

1.  Thanking 4 utterance 

2. Expressive Congratulating 2 utterance 

3.  Praising 46 utterance 

 

Thanking 

Expressing gratitude is a way of 

acknowledging someone for a job well done. 

The act of praise is an expression conveyed by 

the speaker in the form of an expression of 

enjoyment of the food that has been tasted. To 

understand this type of speech act, consider the 

following data: 

 

Utterance 

[00:08:34-00:08:44] 

We are not to be intimidated by the nice 

aunties who want us to eat their food. Okay. 

Let's go. Hello. No, we have to go this way. 

Thank you.  

 

Expressive speech acts are speech acts that 

reveal the speaker's psychological attitude 

toward a situation. The above quote is an 

expressive speech act because the speaker 

praises the person or food vendor being 

discussed in a complimentary manner. The 

speaker expresses gratitude to the interlocutor, 

as seen in the following quote: “Thank you.” 

This expression of gratitude reflects the 

speaker's feelings and is adjusted to their 

feelings. The situation in the conversation 

above is Karissa inviting the audience to join 

her in seeing some of the most authentic street 

food places in Seoul and informing the 

audience that when passing by several food 

stalls run by aunties, they should remain calm 

and just focus on the food they want to eat. 

 

Congratulating 

Congratulating is a prayer, remark, statement, 

etc. that contains wishes for prosperity, good 

fortune, and abundance. The speech act of 

congratulating is a speech act conveyed by the 

speaker in the form of a prayer, remark, 

statement, etc. that contains wishes for 

prosperity, good fortune, and abundance. This 

suggests that expressive speech acts, such as 

congratulations, have a positive impact on the 

recipient's motivation (Lutfin et al., 2024). To 

understand this type of speech act, consider the 

following data:  

 

Utterance 

[00:22:27-00:22:34] 

 

I hope that you all have the best day, week, 

month, year, and life, because you deserve it 

and you're awesome. 

 

The above quote is an example of expressive 

speech because the speaker expresses her 

feelings to her audience by offering her 

congratulations. This can be seen in the 

following quote: “I hope that you all have the 

best day, week, month, year, and life.” The 

situation in the above conversation is the 

closing session when Karissa has finished her 

street food activities in Seoul and congratulates 

the audience who have watched her journey. 

 

Praising 

Praise is a statement directed at someone for a 

job well done. The speech act of praise is a 

speech act conveyed by the speaker in the form 

of kindness or appreciation for something, an 

expression of pride or pleasure in the work 

done. To understand this type of speech act, 

consider the following data: 
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Utterance 

[00:00:29-00:00:34] 

 

A Korean bento box, similar to the go-stall. It's 

so freaking cute. And these markets are not 

only delicious, but they're also ridiculously 

affordable.  

 

Expressive speech acts are speech acts that 

reveal the speaker's psychological attitude 

toward a situation. The above quote is an 

expressive speech act because the speaker 

praises the person being talked about by 

complimenting them. The situation in the 

above conversation is when Karissa is at a food 

stall selling bento boxes that look very cute. 

She says, “These markets are not only 

delicious, but they’re also ridiculously 

affordable.” 

 

 After identifying the types of 

illocutionary acts in Karissa's video blog titled 

“I Only Ate Street Food for 24 Hours in Seoul, 

South Korea!”, which amounted to three types 

of illocutionary acts: assertive, directive, and 

expressive, the author continued his analysis of 

the data to determine the types of illocutionary 

acts that were dominant in Karissa's video blog. 

The results of the analysis can be seen in the 

following table: 

 

The dominant types of illocutionary acts 

found in Karissa's video blog 

 

Table 4. The dominant types of illocutionary acts found in Karissa's video blog 

No Type of Illocutionary Act Amount % 

1 Assertive 30 31,0% 

2 Directive 15 15,4% 

3 Expressive 52 53,6% 

Total  97 100% 

 

 

 
 

 

Figure 1. The dominant types of illocutionary acts found in Karissa's video blog

31% 

15% 

54% 

Illocutionary Act in KarissaEats's 
 YouTube Food Blogger 

Assertive Directive Expressive
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Based on the table above, it can be seen that 

the most dominant type of illocutionary act in 

Karissa's YouTube video titled “I Only Ate 

Street Food for 24 Hours in Seoul, South 

Korea!” is “expressive” (expressive 

illocutionary act) with a percentage of 53.6% 

out of 100%, while “assertive” (assertive 

illocutionary acts) had a percentage of 31.0% 

out of 100%. Meanwhile, “directive” 

illocutionary acts ranked lowest as the least 

dominant type of illocutionary act in the video 

blog. The percentage was only 15.4% out of 

100%. 

If the author wishes to elaborate further, they 

can explain that there are a total of 93 

utterances made by Karissa in her YouTube 

food blogger video that contain illocutionary 

acts. Of the total 97 utterances, expressive 

illocutionary acts rank highest as the most 

frequently uttered illocutionary acts by Karissa 

in her blog. There are 3 utterances that fall into 

the category of expressive illocutionary acts, 

namely saying thank you, saying 

congratulations, and praising. Therefore, 

expressive illocutionary acts contribute the 

largest percentage, namely 53.6% of the total. 

The second most frequently uttered 

illocutionary act is the assertive illocutionary 

act. There are three utterances that fall into the 

“assertive” category, namely reporting, stating, 

and mentioning, which contribute 31.0% of the 

total. Meanwhile, the lowest position in 

illocutionary acts is occupied by directive 

illocutionary acts. Of the total 97 utterances, 

only 15 fall into the directive category, namely 

commanding, ordering, and recommending. 

Therefore, directive illocutionary acts have the 

lowest percentage, namely 15.4% of 100%. 

 

4. CONCLUSION 

Based on the analysis of Karissa’s video 

blog entitled “I Only Ate Street Food for 24 

Hours in Seoul, South Korea!”, this study 

identifies three major categories of 

illocutionary acts: assertive, directive, and 

expressive. Among these categories, 

expressive illocutionary acts emerge as the 

most prominent, indicating that emotional 

expression and personal evaluation play a 

central role in persuasive communication 

within food vlog content. Assertive acts are 

used to convey information and describe 

experiences, while directive acts function to 

encourage audience engagement and response. 

The findings highlight the strategic use 

of language in digital media to influence 

audience perception and interaction. From an 

educational perspective, this research 

contributes to English language teaching by 

providing practical insights into the application 

of pragmatics, particularly speech act theory, 

in authentic contexts. Karissa’s video blog can 

serve as effective instructional material for 

teaching everyday English expressions, such as 

expressing opinions, offering compliments, 

congratulating others, and making 

commitments. Incorporating such multimedia 

resources into language classrooms can 

enhance learner engagement, support the 

development of communicative competence 

across language skills, and foster a more 

dynamic and interactive learning environment. 
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