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ABSTRACT 

Twitter has become an indispensable tool for marketing and self-promotion. This 

dissertation explores the role of online engagement in one of the most used platforms that 

belong to the microblogging genre: Twitter. To achieve this engagement, some semiotic 

resources are indispensable, including both linguistic and paralinguistic forms. The 

purpose of this study is to explore the combination of multimodal and metadiscourse 

resources used in the account of the famous Netflix series Bridgerton to obtain an 

interaction with the audience and consequent online engagement. These devices are 

necessary for the creation of a community and therefore, the analysis of discourse is 

crucial to understand the development of a closeness and familiarity. The combination of 

semiotic resources give the possibility to share information via words, photos or videos, 

and having a vast global reach, becomes quite beneficial for the enterprises that use this 

microblogging platform as a marketing tool. 

RESUMEN 

Twitter se ha convertido en una herramienta indispensable para el marketing y la 

promoción. Esta tesis explora el papel del engagement online en una de las plataformas 

más utilizadas pertenecientes al género del microblogging: Twitter. Para lograr este 

engagement, son indispensables algunos recursos semióticos, que incluyen tanto formas 

lingüísticas como paralingüísticas. El propósito de este estudio es explorar la 

combinación de recursos multimodales y metadiscurso utilizados en la cuenta de la 

famosa serie de Netflix Bridgerton para obtener una interacción con la audiencia y el 

consiguiente engagement online. Estos dispositivos son necesarios para la creación de 

una comunidad y, por lo tanto, el análisis del discurso es crucial para entender el 

desarrollo de una cercanía y familiaridad. La combinación de recursos semióticos da la 

posibilidad de compartir información a través de palabras, fotos o vídeos, y al tener un 
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amplio alcance global, resulta bastante beneficiosa para las empresas que utilizan esta 

plataforma de microblogging como herramienta de marketing. 

Key words: Online engagement, interaction, discourse analysis, Twitter, multimodality, 

metadiscourse. 
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1. Introduction 

The media landscape has experimented quite a significant transformation over the last 

decade. In the second half of the 20th century, mass media could only be classified in 

diverse traditional media (e.g. radio, television, newspapers) and were known for 

reaching large audiences. However, with the new arrival of the digital era, the 

transformation of media has not only been reflected in a mere technic level, but also has 

a social background.  

The reality is that the audience has evolved and is forcing the industry to rethink media 

production and distribution because of the dynamic changes in how the audience not only 

consumes media, but also participates in the production and distribution process. Over 

time, traditional media has slowly evolved into new media. This is because businesses 

naturally wanted a way to better target consumers. New media has adapted to meet the 

needs of businesses in an increasingly technological society. Hence, with the 

development of new technologies, new approaches that go a step beyond traditional 

discourse have emerged (Sancho, 5). Thanks to the combination of linguistic and 

paralinguistic devices, i.e., multimodality, media has become such a powerful tool for 

marketing purposes, converting social media into an indispensable part of business. An 

increase in the study of human communication through the incorporation of digital 

photographs and video recordings has generated an interest in modes of communication 

besides speech and writing. It is widely known that the visual together with the verbal, 

has the capacity to convey meaning and merits careful examination in a range of 

situations. (Lyons, 269). The incorporation of diverse multimodal devices in social media 

has supposed a key factor for the increase of social media (Page, 2009). This has supposed 
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such a revolutionary change in the marketing field, since businesses become social media 

users that are able to use these semiotic resources for their own benefit.  

Moreover, metadiscourse plays such an important role for social engagement, since this 

concept represents the writer’s awareness of the unfolding text as discourse, as Hyland 

points, “by setting out ideas in ways our interlocutors are likely to accept, conveying an 

appropriate writer personality, and engaging with them in appropriate ways, we create the 

social interaction which make our texts effective.” (ix). Therefore, this is such a valuable 

tool with regards to marketing, as with a correct election of words, register and style, 

metadiscourse can be highly influential in the perception and answer of the consumer 

towards a product or a service.   

One of the newest forms of social media is micro‐blogging, most commonly associated 

with Twitter (Burton and Soboleva, 491). In this dissertation, the focus will be on this 

platform, recently renamed “X” by Elon Musk. This social media site launched in 2006, 

consists of a microblogging platform where users broadcast short posts known as tweets. 

Due to its universal reach, as Comm asserts, this platform should be considered as a must-

use for any smart businessperson online, thanks to the possibility to brand and increase 

sales in the competitive business world (5). Twitter can offer both "interpersonal 

interactivity" and "machine interactivity". For instance, through the use of embedded 

hyperlinks, which allow a tweet recipient to access additional information by clicking on 

links embedded within tweets. Interpersonal interactivity is achieved through message 

exchanges between an organisation and an individual as well as by referencing other 

people's messages. (Burton and Soboleva, 2011, 492). Therefore, the aim of obtaining 

this interaction in Twitter and resulting engagement will be mostly achieved with a great 

use of multimodality devices accompanied by a proper use of metadiscourse resources, 

interaction and consequent engagement with the consumer can be successfully achieved. 
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Considering all the ideas explained previously, the aim of this dissertation is to analyse 

how online engagement works on Twitter, and to explore the role of multimodality and 

metadiscourse as a crucial part of discourse to consider this platform as a powerful 

marketing tool by enterprises. In this line, the paper will be structured to answer the 

following questions: 

- It is possible for a business to create an online community and being able to 

connect with the audience, producing a feeling of closeness and familiarity? 

- Are the main features of discourse – multimodality and metadiscourse – useful to 

create that connection with the audience? 

In order to answer these questions properly, the dissertation will focus on the Twitter 

account of a worldwide known Netflix series, Bridgerton. However, it must be taken into 

account that this microblogging genre is too ambiguous to reach to a specific conclusion. 

This dissertation will include a description of the corpus and methodology, followed by 

the analysis of the corpus and consequent results. This analysis will firstly explore the 

creation of a community, and how this community is built thanks to the diverse 

multimodal and metadiscourse strategies to interact and engage with the audience. 

Finally, there will be a conclusion with regards to online engagement and possible future 

lines of research.  
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2. Description of the corpus and methodology 

2.1 Justification of the corpus 

Nowadays, Twitter is one of the most worldwide known social media platforms. This 

platform has been recently renamed as “X” after being purchased by Elon Musk in 

October 2022. However, in this dissertation it will be still referred as Twitter, since the 

change of name did not occur until July 2023 and therefore, all the works cited make 

mention of Twitter and it may lead to confusion. Consequently, Twitter has become an 

innovative promotion tool, as it allows the user to engage with the consumer. Bridgerton 

twitter account (@BRIDGERTON) was chosen because of the constant interaction with 

the audience.  

2.2 Corpus gathering 

Regarding its origin, @Bridgerton is a representative account of the Netflix series 

Bridgerton, first launched in 2020, based on a series of Regency romance novels by Julia 

Quinn, published between 2000 and 2005, each of which follows the love story of a 

different Bridgerton sibling. With regard to the corpus under analysis, the tweets were 

chosen following a temporal criterion since they were posted by the Bridgerton account 

from 29th March to 5th April 2022. There dataset analysed in this study is composed by a 

total of 76 tweets taken from the main account and comprised in 46 images, including 

tweets, retweets and replies to fans, organised in order of appearance. These tweets are 

from the section “Replies” of the Bridgerton account, as there is a better chance to see the 

interaction with the audience since the section “Tweets” only includes tweets and retweets 

and therefore, the answers do not appear.  
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Image 1: Screenshot from the main page of 

the Bridgerton Twitter account 
 

Since the purpose of this study was to examine how various metadiscourse and 

multimodal resources (linguistic and paralinguistic) are combined in tweets, the tweets 

were collected manually using Fireshot, a screen capture tool, and saved as images. 

2.3 Analysis and tools 

Regarding the content, the analysis of the notion of the community developed by using 

this microblogging genre can be tackled using the frame of metadiscourse. Hyland (2005) 

points that metadiscourse is not a list of propositions but communicative acts, essential 

part of any text. It is a complete package that results in an interactive process between the 

producer and the consumer of a text in where the writing forms and expressions depend 

on what will convey best their material, stance and attitudes (22). Hyland explains that 

the analysis of metadiscourse requires a functional approach to texts, and specialists from 

this area have tended to rely on the Systemic Functional theory of language.  The 

Systemic Functional Linguistics (SFL) consider that language is organised in three broad 

purposes or ‘metafunctions’: the ideational function¹, the interpersonal function² and the 

textual function³.  
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 For the classification of metadiscourse with regards to interaction with the reader, I will 

focus on the interpersonal model. Hyland divides it in two categories: the interactive 

dimension and the interactional  

dimension. The dimension is composed by different interactional resources (transitions, 

frame markers, endophoric markers,  

evidentials and code glasses) and its main function to help to guide the reader through the 

text, where the writer is concern about the presence of a participating audience and, thus, 

accommodate its probable knowledge and processing abilities. On the other hand, the 

interactional dimension is composed by interactional metadiscourse resources quite 

necessary to create the bond in Network sites like Twitter. These are self-mentions, 

boosters, hedges and engagement markers. (26, 129-30). 

 It is also important to consider the use of multimodality as a promotion tool as 

means of interacting and engaging with the audience. This concept refers to the use and 

combination of different manners of communication to transfer information or express 

ideas. These modes include both linguistic and paralinguistic resources, i.e., verbal mode, 

images, or videos, among others (Kress 2003). In the new digital era, multimodality has 

become prominent due to the wide access to technology and social media. For instance, 

in Twitter, a tweet can combine diverse multimodal resources like images, text, sound or 

videos, to transmit a message in a more effective and attractive way. Thus, it is such a 

useful tool nowadays and diverse companies choose to use it due to its great benefits with 

respect to marketing and engagement with the audience.  

 Therefore, diverse metadiscourse and multimodality will be analysed as shown in 

table 1. 
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Tools for Analysis Resources 

Metadiscourse 

Self-mention and engagement markers 

Hashtags 

Register  

Multimodality 

Videos/gifs 

Images 

Emojis 
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3. Results and discussion 

This section first aims at introducing the purpose of tweets in Bridgerton as a brand-new 

promotion tool. Secondly, the following section insists on the relevance of metadiscourse 

with regards to creating a community in Twitter. It is divided in several subsections that 

pretend to tackle the influence of numerous interactional metadiscourse resources (self-

mentions, engagement markers, hashtags and register) for the sake of creating a bond 

between the producer and the user, developing a sense of belonging. Finally, the third 

section insists on the importance of creating a community and closes discussion of the 

findings addressing the multimodality, casting light on to how different modes used in 

Bridgerton create meaning by using diverse interactional multimodal devices (images, 

videos, gifs, emojis or verbal mode) to refer to some of the most relevant topics or aspects 

among the Bridgerton community during the dates of the tweets from the corpus. 

3.1 Purpose of tweets 

The corpus under study in this dissertation consists of a number of 65 tweets taken 

from the Twitter account of the Netflix series Bridgerton. As mentioned above, 

(see 1. Introduction) social networking is part of our everyday lives, and the genre 

of microblogging has found its way into the mainstream (Wilson, 2008). Some 

executive-level public relations practitioners agreed that Twitter is a useful PR 

and communication tool, pointing out that Twitter gives the ability to promote to 

a targeted group of people in real-time, and asserting the need to integrate Twitter 

in any communications initiative in order to connect with audiences in a highly 

targeted authentic and personal way (Evans, Twomey, & Alan, 2011). This 

connection is achieved through metadiscourse, a concept based on a view of 

writing as social engagement (Hyland, IX). In the case of the tweets retrieved from 

the Twitter account of Bridgerton series, the purpose is to engage and interact with 
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Bridgerton’s audience and this interest is achieved through diverse interactional 

strategies, as Hyland explains: “By setting out ideas in ways our interlocutors are 

likely to accept, conveying an appropriate writer personality, and engaging with 

them in appropriate ways, we create the social interaction which make our texts 

effective.” (IX). Hence, the act of using different multimodal resources to create 

this connection between producers and users is never neutral but always related 

to the positions, perspectives and interests of those who enact them (4). As a result, 

it is of extraordinary importance to analyse how the producers create meaning and 

consequently, how they create a community, in this case the Bridgerton 

community. 

 

3.2 Metadiscourse 

3.2.1 Self-mentions and engagement markers 

 In the context of interactional metadiscourse, refers to the use of references to 

refers to oneself and to express their experiences, opinions, or actions during an 

interaction and therefore, show a direct involvement of the reader. Indeed, this manner of 

express personal opinions, can produce a sense of closeness and trust in the interaction, 

which is something that the Bridgerton account seeks in order to engage with the audience 

in Twitter. Normally, some of the most common self-mentions implies pronouns like I, 

me, my, mine. However, this kind of self-mentions in the tweets from the corpus are barely 

present, only three times to answer fans’ tweet showing their agreement with their 

opinions about diverse aspects of the series (see “I” in image 2, and “my” in images 3 and 

4).  
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       Image 4 

Additionally, there is only one tweet posted by the Bridgerton account with the personal 

pronoun “I” (image 5), as they often refer themselves as “this author”. 
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       Image 5 

The reason is that they follow the dynamic author/reader of one of the main topics of the 

series: Lady Whistledown. This is the pseudonym of Penelope Featherington, and most 

of the drama revolves around the gossip written by this anonymous character in her social 

pamphlet. In the diverse social media of this Netflix series, the main intention of the 

producers of this account is to act as if they were Lady Whistledown, i.e., the author, and, 

hence, the consumers become the readers. This is interactional resource is quite an 

extraordinary marketing strategy since they make the audience feel part of this fictional 

society and transport them to the classic period the Netflix series is set in, and we can find 

several examples in the corpus gathered:  

   

 

 



16 
 

 

Image 7 

Image 6 

 

 

 

 

 

 

 

 

 Image 9 

Image 8 

As graphic 2 shows, there is such a noticeable difference in the tweets analysed from the 

corpus, with just a 27,78% with the pronouns “my” and “I”, whereas a 72,22% 

corresponds to the Bridger account calling referring themselves as “this author”.  
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 Graphic 1: Percentage of the difference of times used pronouns and “this author” 

 in the total sum of 65 tweets. 

 

3.2.2 Hashtags 

 In Twitter, this interactional metadiscourse resource are quite common in social 

media and communication, and they serve to diverse purposes with respect to online 

interactions and give visibility to the content posted. By adding a hashtag “#”, a key word 

or a sentence are linked to other tweets and conversations related to the same topic. As 

graphic 2 shows, for the release of the second season of Bridgerton, the hashtags used 

where the followings: #Bridgerton (63,27%) since it is the name of the series, 

#BridgertonS2 (16,33%) and #Bridgerton2 (10,20%) for “Bridgerton second season”. 

Another hashtag is #Kanthony (8,16%), the name for the ship of the main couple of the 

season, the fandom created a composed noun “Kanthony” (a combination of Kate and 

27,78%

72,22%

Difference between pronouns and "this author"

Pronouns 2º trim.
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Anthony), and finally there is only a small percentage with the names of actors from the 

series (2,04%).   

   Graphic 2: Percentage of hashtags in the total sum of 65 tweets 

As mentioned previously, hashtags are quite useful to join conversations and events, and 

by posting tweets with the hashtags #Bridgerton, #Bridgerton2 and #BridgertonS2, they 

may become trending topic, and not only both producers and consumers can follow and 

participates on real-time conversations, but also it can increase the visibility or reach to 

their target audience. For instance, in images 10 and 11, we can observe that both the 

Bridgerton account and a random fan uses on March 26th, the same paralinguistic feature 

(an image of Newton) together with the same metadiscourse resource (#Bridgerton) 
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Furthermore, Kate and Anthony are the main couple of the second season, and these 

characters have received quite a great reception by the audience. Only a few days after 

the release (25th March) they had already a ship “Kanthony” (Kanthony = Kate + 

Anthony), and it became very popular among the audience to the point that even on 26th 

and 28th March were constantly using it in hashtags to post tweets about the lovers:  

 

 

 

 

 

      Image 13  

Image 12 

 

3.2.3 Register  

 This series is set in the Regency era, and therefore, the dialogues predominate a 

formal and classic register. The finery and formality of the register is preserved in the 

Bridgerton account as a promotional tool and is achieved by the hedges and engagement 

markers used in the tweets.  In several contexts, hedges can facilitate a more nuanced and 

polite dialogue and collaboration by conveying flexibility, openness, and respect. Hence, 

to create that classic atmosphere, both producer and consumer interact in a formal register 

and style (e.g., numerous examples are present in the tweets collected for the corpus):  
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Image 14        Image 15 

 

 

 

 

 

 

 

Image 16      Image 17 

 

3.3 The Bridgerton community 

 The feeling of community among the fandom of a series can be such a gratifying 

experience, since not only develops a sense of belonging, but also fans can find a place 

where they can be themselves and share their enthusiasm for the series with like-minded 

people. With the proliferation of new media technologies, online fan networks have 

become popular over the years and even helped to facilitate richer forms of 

communication and participation among fans (Castells, 2000; Fernback, 1999; Jones, 
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1997). Thanks to network websites like Twitter, this sense of community is much stronger 

since people all over the world are able to interact with each other and Bridgerton account 

constantly uses this interaction with the goal of becoming another online user, part of the 

community and, as a result, being able to use it for promotional purposes. One of the main 

intentions behind the interaction is to create a bond with the Bridgerton’s target audience.  

The content of this account is crucial to understand how the bond with the community is 

created. As graphic 3 shows, the majority of the tweets analysed are related to the 

characters (55,22%). By having characters are the main topic, can be for several reasons: 

feeling identified with them, reflecting experiences, emotions and fights people fight in 

real life, which may create a personal connection with the spectators. When viewers 

consume media, identification can take place when they share a character’s perspective 

and vicariously participate in his or her experiences (Cohen, 2001; Eyal & Rubin, 2003). 

Besides, well developed characters with complexity or a unique personality are also quite 

attractive. Finally, interpersonal relationships like romances, friendships, rivalries, or 

conflicts can be a source of interest and in the tweets from the corpus is constantly seen 

how these relationships are used by the Bridgerton account to keep the spectators 

involved. Some other topics that are of much interest among the audience are scenes and 

actors and actresses from the series, and therefore, there is a significant percentage of 

references to these features in the tweets analysed, with 22,39% of tweets related to scenes 

and about 10,45% of tweets make allusion to actors and actresses, since the viewers are 

quite invested in the development of the plot and breathtaking scenes with moment of 

love, tragedy, tension or happiness, had such an impact on the viewers, and this effect 

would not be possible if it were not for the acting of the actors that appear on the series. 

Since the tweets of the corpus were from the first days after the release of the second 

season, the focus was still on the characters and the plot, and the interest in the setting 
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was not that explored yet, this is why only a 4,48% only focus on this topic. Another 

consequence of being so close to the launch of the release is that there were not still many 

fanarts, and there is only a 7,46% related to this topic. 

  Graphic 3: Percentages of the main topics in the total sum of 65 tweets 

3.3.1 Multimodal analysis 

 As graphic 3 summarises below, to engage with the audience it is crucial 

to use some of the most significant aspects with respect to Bridgerton. Before the 

recent development of media, the options to transmit a message were quite limited. 

However, with the advances in media and digital communication, it is quite easier 

to comment and share personal opinions about the topics and features from the 

graphic. This is in part thanks to multimodality, a concept that combines different 

manners of communication in a message or interaction, offering the possibility to 

use a wide range of linguistic and paralinguistic resources for it. Multimodal 

representations mediate the sociocultural ways in which these modes are 

combined in the communication process (Kress & Van Leeuwen 2001, p. 20). 

This combination is clearly observed in Twitter, since users are able to post 

unlimited tweets – with a maximum length of 280 characters per tweet since 2017 

– where there are several modes, such as images, videos, written text and emojis. 

55,22%
22,39%

10,45%

4,48%
7,46%

Main topics of the tweets from the corpus 

Characters Scenes Actors/Actresses Setting Fanarts
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This has converted Twitter in a tool for self-promotion, networking and public 

outreach, by a combination of a significant number of semiotic resources afforded 

by this network (Luzón, 2023, p. 1), For the analysis of the tweets, it is important 

to focus on these different multimodal resources that the Bridgerton Twitter 

account has used in the 65 tweets retrieved, which according to graphic 4 are: 

videos and gifs (30,08%), images (116,90%) and emojis (32,30%), not being 

included the verbal mode since the percentage creates a statistical dispersion and 

therefore, it is not representative. 

 

 

 

 

 

 

 

 

 

 

 

Graphic 4: Percentage of multimodal devices in the total sum of 65 tweets. 

 

This proves that interpersonal meaning also applies to visual resources like emojis, 

images and videos, and they help to build the relationship between producers and 

consumers. One of the most noticeable multimodal resources are the videos and images. 

In this case, they are posted according to the tastes and interests of the consumers in order 

to promote the second season of the series. Hence, this section is divided in several 

subsections that deals with some of the most repeated topics among the Bridgerton 

community (see Graphic 3: Percentages of the main topics in the total sum of 65 tweets) 

during the dates of the tweets from the corpus: Newton, use of humour, love, the setting 

and last but not least, the characters.   
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3.3.1.1 Newton 

 There is a new “character” named Newton, an adorable corgi that has 

conquered the hearts of the audience.  

          

 Image 15    

        Image 18 

 

It is the loyal dog of one of the main protagonists, Kate Sharma – Simone Ashley 

– and has a curious relationship with the other main protagonist of this second 

season and Kate’s love interest, the eldest son of the Bridgerton family, the 

viscount Anthony Bridgerton. There are also funny moments between Lady 

Danbury and this cute pet. This breed of dog, undoubtedly characteristic from the 

British monarchy had such a huge impact on Bridgerton’s fans, and Bridgerton 

Community Manager (CM) used this hype as a promotional strategy, by posting 

numerous pictures and videos of Newton, and retweeting or replying to fans’ posts 

of the corgi or even of their own dogs.  
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     Image 20 

     

  

 

 

   Image 19 

 

3.3.1.2 Use of humour 

 There is also such a touch of humour in this twitter account, with quite a 

significant number of memes from the Bridgerton account or from the fans. The 

use of a meme as a marketing strategy refers to the development of humorous 

entertainment for specific marketing purposes. Sancho points that “because of the 

textual nature of Twitter, the success of humorous memes in this microblogging 

platform hinges upon the accurate combination of cultural knowledge, textual 

forms and multimodal elements like images or gifs.” (24), and as a result, 

Bridgerton marketing department acknowledge the preferences of the consumers 

to design the memes. For instance, the reference in Image 10 to the main couple 
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of the season – Anthony and Kate – (see 3.3.1.3 Love) compared with the 

relationship of two highly liked characters Newton (e.g., see 3.3.1.1 Newton) and 

one of the most liked characters in the series, Lady Danbury.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

      Image 10 

 

They also responded some tweets from the viewers where they admitted their love 

for Newton as if they were fans too, as Hyland (2001) explains that 

communication is more than just a mere exchange of information, but 

personalities, attitudes and assumptions are involved in order to have a more 

personal interaction with the audience and create a feeling of closeness and 

community between the user and consumer. 

 

    

     

 

 

 

 Image 21 
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Besides, they also keep up with the different creations and memes of the fans, like 

the meme from Image 22 replied by the Bridgerton account where they designed 

a collage with Anthony’s head and Newton’s body. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

      Image 22 
 

In addition, the second season of Bridgerton was released on 25th March 2022, 

and as Dickerson points: “Using an already existing meme featuring the show 

allowed for the brand to reconnect with consumers who are familiar with the 

brand and also bring in those who are a fan of the meme but not familiar with 

the show” (7). Thus, Netflix used some of the most favourite friendships in the 

Bridgerton, the Queen Charlotte and Lady 

Danbury to make memes and jokes using 

lines and scenes from the series. 

 

 

 

 

 

 

      Image 23 
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3.3.1.3 Love 
 

 Regarding the plot of the series, one of the main themes in this Netflix 

series is love, and the shows is worldwide known for offering addictive storylines. 

The second season follows the story of Lord Anthony Bridgerton and Kate 

Sharma, and their hate-love relationship. This second season, as well as the first 

one, is full of drama, passion and sexual tension and desire. Anthony is in search 

of a wife able to accomplish with his incredibly high standards and finds Edwina 

Sharma – Kate’s younger sister and diamond of the season – as the chosen one. 

His intentions are not falling in love with her but having the perfect wife fulfil his 

duties as viscount. Kate is an overprotective old sister that wants a fairytale for 

her younger sister, and once she discovers the real intentions of the viscount, she 

does find Anthony unsuitable for her sister, and consequently, the drama begins. 

Their connection and chemistry were quite intense during the whole season and 

the couple (both characters and actors) earned a place in the fans’ hearts. 

Bridgerton twitter was fully aware of the hype and there are several occasions in 

where they retweeted pictures and videos of scenes and behind the scenes of this 

heart-touching couple, as it is observed in images 24, 25 and 27 or in verbal mode 

in image 26.  



29 
 

 

 Image 24       Image 25 

                 

 

 

 

 

 

 

 

 

   Image 26     Image 27 

 

Moreover, one of the most common marketing strategies is to highlight some of 

the most relevant scenes or quote the most romantic and touching lines. For 

instance, in one of the most intense and romantic scenes in this season when they 

are confessing the feeling for each other, the breathtaking dialogue captured all 
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the audience attention, since Anthony described his love and attraction in such a 

breathtaking way that the fans were crazy about it:  

Lord Anthony Bridgerton: And it is not far enough! Do you think that there 

is a corner of this Earth that you could travel to far away enough to free me 

from this torment? I am a gentleman. My father raised me to act with honor, 

but that honor is hanging by a thread that grows more precarious with every 

moment I spend in your presence. You are the bane of my existence. And 

the object of all my desires. (“An Unthinkable Fate”, 43:08-43:40) 

 

These lines had such a huge impact that Bridgerton twitter made use of it several 

times for promotional purposes and retweeted references that the fans were 

making about that scene as seen in Image 28, together with an image of a girl 

crying to represent the act of being emotional about these lines: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

     

      Image 28 

 

Another example where multimodality devices are used for sharing the fanatism 

towards the main couple is the post retweeted by the Bridgerton account where a 

fan uses an image of Benedict to express her excitement about Anthony and Kate’s 

tension and love (see image 29).   
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  Image 29 

 

Finally, it is quite common that fans made diverse kind of fan arts of their 

favourite couples, and this is such a great opportunity for both the producers to 

interact with the consumers, since it helps the producer to promote the series and 

also the consumer to promote their art and become more visible due to the huge 

quantity of followers the Bridgerton account has. Moreover, by appreciating their 

works and giving visibility can also influence other people to do fan arts, and as a 

result, this becomes beneficial for both parts.  

 

 

 

 

 

      

                                   Image 30 
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3.3.1.4 Setting 

 One of the favourite things from these series is the time when it is set. 

Despite the diversity of ethnicities, and inclusivity, Bridgerton is set in England 

during the early years of the 19th century and captures the essence of the Regency 

era, a period of aristocratic supremacy and strict social rules, but also with the 

uniqueness of balls, wonderful and elaborate costumes and beautiful settings. The 

beauty and uniqueness of the balls’ scenes, the teacups, the costumes, and customs 

and traditions is something that has captured all the attention from the viewers, 

and the romantic scenes and considering the statement of Thackeray et al (2008) 

about the control of the consumer in the generation, creation and organization of 

information, the content to persuade people to watch the series was to use these 

audience preferences as a marketing tool. Thus, some of the most favourite scenes 

(e.g., the balls in image 12, the debutants in image 32) and actions (e.g., teatime 

in image 31, or playing games like cricket in image 33) are present as a marketing 

tactic to attract the viewers and to interact with them.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

     Image 12   Image 31 
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   Image 32     Image 33 

 

3.3.1.5 Characters 

 

 The attractiveness of the characters also play a crucial role in the interest 

of the audience. This is a marketing strategy widely known for being used in 

diverse types of entertainment, like films, TV shows, videogames and publicity in 

general. This strategy is based on the idea that physically attractive characters or 

with admirable qualities are able to capture the attention of the audience, since 

good-looking characters or with strong personalities are like visual magnets, and 

consequently, it can generate a major attraction to watch a film or series or even 

make the viewer feel identified with them. Additionally, it can also help to reach 

to a wider audience and attract potential spectators. Therefore, by using images, a 

highly repeated multimodal device in the Bridgerton account, they exposed the 

devotion for the characters, normally accompanied by a message admiring their 

beauty or mentality. Several tweets of the corpus gathered present these 

characteristics. For instance, apart from posting, retweeting, or commenting 
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several posts related to the main protagonists of the season, the secondary 

characters also pay a crucial role in the marketing field.  

❖ Men in Bridgerton 

One fact often commented by the fans of this series is the handsomeness of the 

Bridgerton brothers, concretely Anthony, Benedict and Colin. The Bridgerton 

account is fully aware of that and posted numerous appreciation posts of this men, 

as in Image 5, declaring themselves with a game of words attracted by the three 

good-looking brothers as if they were fans of them too: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

       Image 5 
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Concretely, Benedict is one of the most liked brothers from the Bridgerton’s 

family, not only for his physical appearance but also for his enchanting 

personality, as it is observed in Image 34. 

  

 

 

 

 

 

 

 

 

       Image 34 

❖ Women in Bridgerton 

However, despite the fact that the audience is majorly female, there is not only 

appreciation towards the men. The women of Bridgerton series are in great 

consideration among the spectators and the Bridgerton account is conscious of 

that too. Nowadays, in the modern society, feminism is an ideology that fights 

against the patriarchy, and, in like in the case of Bridgerton, having some feminist 

icons or wide variety of great women with such strong mind and personality, is 

undoubtedly one fact that the CM of the twitter account repeatedly uses as a 

promotion tool. It is true that the introduction of strong women may produce a 

distortion of history, since as Kulak asserts, the Regency era was heavy 

patriarchal, and the status women was therefore completely different to what it is 

shown in the series (184). Hence, the audacity of some characters like Lady 
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Danbury is commonly applauded among the fans, and Bridgerton try to make 

several references to show their support. For instance, they retweeted a post from 

a fan that presented four images accompanied by a message that exposed the 

devotion for Lady Danbury (see image 35), and even the Bridgerton account made 

their own appreciation post as a manner of admitting sharing this admiration the 

Bridgerton account apparently has for the wisdom of this woman (see image 36): 

 

     Image 35 

         Image 36 

They also interacted with other accounts that share on twitter other appreciation 

posts of the diverse women of the series (e.g., see the retweet of a fan praising the 

beauty of Phillip Featherington on her wedding dress in image 37 and the retweet 

of the appreciation post of Lady Danbury from one of the many Netflix profiles 

in image 38) or even made their own (e.g., see the Bridgerton account 

complimenting both Penelope’s beauty and writing skills in image 39 or the 

imponent presence of Queen Charlotte in image 40). 
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   Image 37                        Image 38 

   

 

 

 

 

   Image 39     Image 40 
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Besides, Feminism, as a social and political movement that seeks the gender 

equality has been used as a marketing tool, and it has also influenced in the 

narrative and representation of gender in series. In recent years, there has been an 

increase in the creation of strong and empowered female characters. There has 

been a major demand by the audience for a more inclusive and equal 

representation of women. In the case of Bridgerton, despite being a drama series 

set in the 19th century, it delights us with a with several feminist storylines, but 

one that mostly call the attention of the spectators is Eloise Bridgerton and her 

role of the ‘thinking woman’, in order to question the history of women from the 

Regency era and their education and aspirations (Taddeo, 5). Hence, Eloise fit 

perfectly as such interesting option for marketing purposes, since her 

determination curiosity and braveness can be inspiring for women and young girls 

that seek to challenge the established rules. For instance, the tweet from image 9, 

the Bridgerton account makes a reference about the debutants and the diamond 

from the season, declaring that despite not being the diamond of the season, she 

is an emerald, and the image bellow with Eloise surrounded by books, Lady 

Whistledown’s magazines and a cricket bat, is an allusion to her intelligence, 

curiosity and skills, the Bridgerton account is inciting a reaction from its intended 

audience that stimulates interaction. Additionally, there are also references to her 

rejection against the established roles in society, as in image 41, where she prefers 

reading and the Bridgerton account cite this scene to defend this behaviour and 

consider her an inspiration; or laughing with a meme of a guy having a fit of 

laughter to support to support her attitude in the scene where Miss Bridgerton 

completely unfollows the social impositions by mocking Lord Morrison when he 

asks her to dance together (see image 42). 
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   Image 41 

         Image 42  

3.3.1.6 Friendships 

 It is not only a crucial part the admiration towards the men and women that 

belong to this series, but also to the relationships between them. For instance, the 

friendship between Lady Danbury and Violet Bridgerton in season one was highly 

commented, and in the second season the drama even united them more iconic. 

The Bridgerton account used this opportunity to interact with the audience by 

answering and retweeting some posts related to this relationship:     
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   Image 43 

 

 

         Image 44 

 

Also, the development of new friendships in the second season were also taken 

into account. It is such the impact of this series, that only three days after the 

release of the second season, viewers were already hyping of the relationship 

between Kate and Lady Danbury. It would be impossible to be aware of this 

friendship unless you have watched the second season, so as a promotional 

intention, the emphasis on new friendships may lead people that already saw the 

first season to become interested in the second one and discover what new 

friendships are present in the new season.  

 

 

 

 

 

 

         Image 45 
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4. Conclusion 

4.1 Final remarks 

Twitter – known from “X” since July 2023 – is an emergent microblogging genre whose 

relevance in the marketing field has been suffering an enormous increase with the arrival 

of the digital era and the consequent use of social media.  Twitter allows the producer to 

develop a closer relationship with the audience, functioning as a powerful tool to engage 

and interact with the consumer and as a result, converting it into an impressive and useful 

marketing strategy. Considering this, the aim of this study was to explore the linguistic 

and paralinguistic features used as communication tools when using Twitter, focusing on 

the ways these devices are used to attract new consumers and interact with the already 

existing audience. This dissertation has proved that the tweets written by the Bridgerton 

twitter account were quite useful with respect to creating a community, example of an 

excellent use of this microblogging genre as a promotion tool.  

4.2 Limitations  

The tools used for analysis, i.e., metadiscourse and multimodality, have been proved as 

fundamental in online marketing. By using these linguistic and paralinguistic interactive 

resources, they are able to create a bond between the producers and their intended 

audience, unlike the traditional publicity (e.g., adverts on television, radio, newspapers) 

with a clear distance between both parts. However, some limitations I have found during 

my research is that it is quite difficult to have the exact account to do the statistics, and 

therefore, every percentage is an approximate number, since everything has been 

manually counted. Besides, since in Twitter is still predominant the verbal mode over the 

paralinguistic features, despite the fact that I started counting word by word since I did 

not find any tool for it, I eventually realised that, the statistics may not be representative 
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since there were approximately 2000 words and the verbal mode could be better analysed 

considering the times a linguistic feature appeared per tweet that per word.   

4.3 Future lines of research  

Finally, this dissertation can provide an insight of Twitter as a prominent promotion tool. 

As a future line of research, Twitter could become an active part of the marketing 

procedure. Producers who want to use Twitter as a marketing strategy could benefit from 

the diverse linguistic and paralinguistic features that this social media offers in order to 

effectively work together in order to achieve a great publicity. However, Twitter is too 

ambiguous for restricted and fully clarifying conclusions, so future research may expand 

on this study by developing a manner to obtain more specific data by finding a manner to 

measure useful information of this platform.  

In addition, it could also serve to compare publicity from a traditional media (e.g., 

television or radio) to the power of marketing from these new social media platforms.  
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Notes: 

1. The use of language to represent experience and ideas (Hyland, 26) 

2. The use of language to encode interaction, allowing us to engage with others, to take 

on roles and to express and understand evaluations and feelings (ibid) 

3.The use of language to organize the text itself, coherently relating what is said to the 

world and to the readers (ibid) 
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