JOURNAL OF ADVANCED LINGUISTIC STUDIES
VOL. 12, NO. 2, JUL-DEC 2025 (ISSN 2231-4075)

Gender and Language on Instagram: A
Discourse Analysis of Social Media Interaction

AMINOV FARRUKH KOMILJON UGLI
Karshi State University, Uzbekistan

ABSTRACT

This study explores gendered language variation on Instagram
discourse with regard to lexical choice, politeness strategies,
use of emojis and hashtags, and engagement behaviors. Based
on a corpus of posts and comments on Instagram, the study
pursues a mixed-methods methodology that combines
quantitative statistical analysis and qualitative discourse
analysis. The findings reveal that female users practice
emotionally expressive language, positive politeness markers,
and community-oriented types of interaction, whereas male
users enjoy assertive, humorous, and minimalist types of
interaction. Statistical analysis reveals statistically significant
differences between male and female users in terms of
frequency of evaluative adjectives, self-referential pronouns,
and emojis. Furthermore, hashtag research shows that women
value self-expression and social identification, while men use
hashtags to mark achievement and expertise. These results
verify existing sociolinguistic theory regarding gendered
discourse as well as mirroring the fluid nature of
communication on the internet. Instagram is found to mirror
and rework classic gender roles, offering a platform on which
linguistic stereotypes can be both reinforced and challenged.
Future research must explore multimodal aspects of gendered
communication and the role of non-binary identities in online
communication.
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communication, sociolinguistics, politeness strategies, emoji
usage



GENDER AND LANGUAGE ON INSTAGRAM 1041
INTRODUCTION

With the onset of the digital world, social networking sites have
grown into essential interfaces for communication that shape the
mode of expression of people and interactions with others.
Among these networks, Instagram stands out as a unique medium
wherein language exists with visual elements such as images,
videos, and emojis. Compared to text-oriented platforms such as
Facebook or Twitter, Instagram promotes a more multimodal
type of communication where captions, comments, and hashtags
play an important role in meaning-making (Kress & Van
Leeuwen 2001). As language on social media reflects overall
sociolinguistic tendencies, gender-sensitive linguistic variation
on Instagram may provide insights into how digital discourse is
socially and culturally constructed.

Gendered language differences have been a focus of
sociolinguistic study for decades, with early studies suggesting
that men and women possess distinct linguistic features in speech
and writing. In the case of gender, it was established that in many
speech communities female speakers will use a higher proportion
of prestige forms than male speakers. In other words, the prestige
norms seem to exert a stronger influenceon women than on men.
(Lakoff 1975; Tannen 1990). Women's speech has been generally
characterized as more polite, emotionally expressive, and
interactive, whereas men's speech has been characterized as more
assertive, direct, and informationally oriented (Holmes 1995;
Coates 2004). These differences extend to electronic
communication, where social networking sites are an extension
of interaction patterns in the physical world (Herring &Paolillo,
2006). Previous research on online language has shown that
female online discourse speakers will employ more emotional
language, personal pronouns, and politeness markers, while
males employ competitive or authoritative language uses (Eckert
& McConnell-Ginet 2013; Androutsopoulos 2015).

Whereas gendered language has been widely studied in
written online environments such as discussion forums, blogs,
and Twitter, research on Instagram is relatively limited. Since
Instagram emphasizes visual storytelling, its linguistic side has
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been relegated to the background in relation to its visual
component (Tagg et al. 2017). Nevertheless, captions, comments,
and hashtags are essential tools of identity construction and
address to the audience, which are key domains for linguistic
inquiry. For example, studies have found that women use more
affect words, emoticons, and amplifiers, while men use more
neutral or agonistic language (Danet & Herring 2007;
Zappavigna 2012). These tendencies can give valuable insight
into gendered online communication styles and how they are
involved in the construction of online identity.

This study attempts to investigate gender differences in
language in communication on Instagram from a discourse
analysis of the captions and the comments. This study
particularly addresses how men and women construct online
identities, address audiences, and employ features of language,
such as politeness strategies, expressions of emotion, and
patterns of interaction. By exploring a dataset of Instagram posts,
this research hopes to contribute to the broader discourse on
digital discourse and gendered communication in multimodal
discourse. The impact of this research will fill the existing gap
between the linguistic landscape of Instagram and provide a
clearer comprehension of how language is constructed through
gender in social media communication.

METHODS

This study employs a discourse analysis to examine gendered
linguistic variation in Instagram communication. Since Instagram
is a highly visual and interactive platform, its textual elements —
captions, comments, hashtags, and emojis — offer fertile linguistic
markers for examining men's and women's digital identity
construction and engagement with their audience. By paying
close attention to these textual elements, the study seeks to
identify patterns of language use reflecting broader
sociolinguistic patterns of gender.

The evidence used in this research are publicly displayed
Instagram posts and their corresponding comment sections,
which were chosen with care to include a representative sample
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of gendered discourse. The posts were sampled using a purposive
sampling approach to choose from both male and female users
and ensure balanced representation across different content types.
Posts were chosen giving priority to posts that had important
textual content as opposed to those that were image- or video-
heavy without any captions.

In order to reflect a diverse linguistic scene, the study entails
both verified and non-verified influencer, celebrity, and public
posts, alongside non-verified everyday users. The rationale
behind such sampling is to explore whether social standing and
web-based influence differentiate in terms of language use across
different genders. Posts on Instagram were sampled, and male
and female authors were evenly divided. Data extraction was
carried out manually with the help of automated text-extracting
tools if necessary.

Ethical principles were rigorously followed during data
collection. The study only used publicly available posts, and
personal identifiers like usernames were anonymized to maintain
user privacy. In addition, private accounts and direct messages
were not used in the dataset to fulfill ethical research standards
on social media research.

The study takes a mixed-methods approach, combining
qualitative discourse analysis with quantitative measurement in
order to examine linguistic patterns in a systematic manner. The
investigation draws on extant gender and language theory,
particularly Lakoff's (1975) model of women's language features,
Tannen's (1990) gendered conversational style study, and Brown
and Levinson's (1987) politeness theory. The theories provide an
explanation for why Instagram language use may reflect broader
gendered communication styles.

The research concentrates on some of the main linguistic
aspects to analyze gendered discourse:

Lexical choices

Adjective frequency, intensifiers, and the use of personal
pronouns are checked to determine whether men and women tell
their narratives and show emotion in alternative ways. The work
of other scholars suggests that more adjectives and intensifiers
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are used by women to enable the expression of emotions, and
that men tend to use neutral or dominant language patterns
(Holmes 1995; Coates 2004).

Politeness strategies

The application of positive and negative politeness markers is
explored to assess how men and women engage with their
audience. Positive politeness strategies, such as compliments,
inclusive language, and expressions of solidarity, are commonly
associated with female discourse, whereas male users may rely
more on direct and authoritative speech acts (Brown & Levinson
1987).

Emojis and hashtags

Since they are a natural component of online communication,
emojis and hashtags are analyzed as linguistic extensions. Past
studies indicate that women use emojis more than men,
particularly to convey emotions and confirm relational closeness
(Danesi 2017; Dresner & Herring 2010). Similarly, the
application of hashtags may differ in thematic choice and usage,
which can be gendered social interaction strategies (Zappavigna
2012).

Patterns of interaction

Variation in interacting with the audience of women and men is
explored by the study in terms of comments and reply. It implies
looking into intensities of interaction, the nature of conversation
in terms of formality, as well as frequency of interaction via
questions, commendations, or validations. Feminist social media
interaction studies also reveal that, whereas women opt for
encouraging and communal styles of conversation, men use a
competitive or transactional mode of interacting (Herring &
Paolillo 20006).

For the purpose of a strict examination, information gathered
is examined both qualitatively and quantitatively. The thematic
coding scheme is applied in order to establish recurring linguistic
trends on the basis of gender distinction in discourse aspects.
Remarks and captions are coded based on lexical choice,
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politeness markers, and multimodal aspects such as emojis and
hashtags.

Quantitative data, including word frequency counts and
comparative statistics, are utilized to supplement qualitative
findings. Corpus linguistics software or text analysis tools may
be utilized to quantify linguistic features and provide statistical
data on gendered language patterns on Instagram. By combining
qualitative interpretation and quantitative confirmation, the study
aims to present a detailed analysis of gendered communication in
social media contexts.

Drawing on a discourse analysis approach informed by
sociolinguistic theory, the present study attempts to uncover the
role of gender in language use on Instagram. The study takes on
both qualitative and quantitative methods focused on casting new
light on digital discourse, with particular reference to multimodal
communication. The research will contribute its own voice to
discourses regarding gender and language online and highlight
the dynamic quality of social media usage.

RESULTS

The contrast between Instagram captions and comments reveals
evident linguistic variation in how male and female users
construct their online identities and interact with their followers.
The results confirm previous sociolinguistic research on
gendered discourse as well as revealing Instagram-specific
tendencies. Table 1 represents a general overview of gender
differences in Instagram language use. The results are organized
into four broad categories: lexical choice, politeness strategies,
emoji and hashtag use, and interactional patterns.

Table 1. Gender differences in Instagram language use

Feature Female Male users Category
users (%) (%)

Use of adjectives 72 45 Lexical choice

Use of intensifiers 63 39 Lexical choice

First-person pronouns 81 54 Lexical choice

Direct compliments in 68 34 Politeness

comments strategies
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Use of softeners 47 22 Politeness
strategies
Forceful words/jokes 29 57 Politeness
strategies
Emoji use in captions 89 52 Emojiand
hashtag use
Emoji use in comments 71 33 Emojiand
hashtag use
Hashtags per post 5.2 3.1 Emojiand
hashtag use
Follow-up interactions 58 41 Interactional
patterns

The study informs that females on Instagram employ more
adjectives, intensifiers, and personal pronouns than male
Instagram users. In 72% of women's posts and just 45% of male
users' captions, adjectives with emotional or evaluative meaning
(amazing, beautiful, wonderful) were used. Similarly, intensifiers
(so, really, very) were used in 63% of female-authored captions
compared to 39% of male-authored captions.

Use of pronouns also upholds gendered language use
patterns. The majority of the female users applied first-person
singular pronouns (I, me, my) in 81% of their posts, and that is a
more personal and emotive form of communication. The male
users, in contrast, applied third-person mentions or impersonal
forms, with the occurrence of first-person pronouns being only in
54% of their captions. These findings suggest that female users
of the site blog more personally and reflectively, while male
users blog more objectively or as fact.

Gendered politeness strategies were found to be used in user
interactions on Instagram comments. Female users employed a
significantly higher use of positive politeness markers, such as
compliments, inclusive language, and solidarity expressions. Of
the comments sampled, 68% of women's comments contained
direct compliments (e.g., You look stunning!, Love this!),
compared to only 34% of men's comments containing direct
compliments.

Moreover, women employed softeners (e.g., kind of, a little,
maybe), which were employed in 47% of the comments of
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women, whereas men employed them in only 22% of their
comments. However, male users exhibited more employment of
blunt, unmoderated words and usage of humor. 57% of the
comments of male authors contained forceful words, jokes, or
jeering, whereas 29% of the comments written by females
contained them.

The use of emojis emerged as a strikingly gendered feature of
Instagram communication. Female users incorporated emojis in
89% of their captions and 77% of their comments, whereas male
users used emojis in 52% of captions and only 33% of comments.
The most frequently used emojis among women included hearts,
smiling faces, and floral imagery, reinforcing expressive and
affiliative communication styles. In contrast, men’s emoji usage
was more limited, with a preference for neutral or humorous
symbols such as thumbs up, fire, and muscle flex.

Hashtag usage also mirrored this trend. Women employed
hashtags that were indicative of emotions, community
engagement, or aesthetics (#mood, #blessed, #selflove), whereas
men employed more topic-related or brand-related hashtags
(#fitness, #success, #technology). Female users included 5.2
hashtags per post, compared to male users at 3.1 hashtags per post.

An analysis of Instagram comment streams revealed dramatic
differences between women and men and the way they engage
with their followers. Women's posts received more dialogue
exchanges, where 64% of the female audience commented on at
least one comment on the posts. In contrast, only 41% of male
audiences commented on comments made on their posts.

Women also demonstrated higher rates of follow-up
interaction strategies, such as “soft” commenters (58% of the
cases) and using inclusive language like we and us to build
community ties (46%). Softness can mean “comfort” and
“sensuality” and “gentleness,” but also “yielding-ness,”
“weakness,” “lack of discipline” and “indulgence,” and which
precise meanings will prevail and how they are valued depends
on who or what is soft, even if these more precise meanings will
at the same time also retain their associations with the whole
field (Kress & Van Leeuwen 2001). Men demonstrated more
transactional interaction, responding only when requested and
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often limiting their interaction to brief acknowledgments or
emojis.

The research's conclusions corroborate that Instagram
reflects habitual gendered language habits as well as illustrates
unique online communication styles. Female users apply more
affective terms, positive politeness measures, and collectivity-
attentive ways of interacting. Male users adopt a less polite or
aggressive tone, joking and blunt speaking, and carry on less
intensive conversations. These findings contribute to the wider
discussion on gender and digital communication and the extent to
which social networking sites are fluid contexts of linguistic
identity-making.

DISCUSSION

The findings of this study indicate distinct gendered linguistic
trends in Instagram communication, validating current
sociolinguistic theory as well as shedding light on the dynamic
character of online language. The findings concur with previous
research on gendered language use (Lakoff 1975; Tannen 1990;
Holmes 1995), indicating that women employ more emotionally
expressive language and community-focused interaction styles,
while men employ more assertive and transactional
communication styles.

The findings of this study contribute to the debate on gender
and online communication, illustrating how language practice on
Instagram is in line with classical gender norms but also shaped
by the unique affordances of social media. Women's expressive,
affiliative, and community-oriented language use is the reverse of
men's more constrained, assertive, and humorous interactions,
and it aligns with broader sociolinguistic patterns evident in face-
to-face communication.

As digital culture continues to grow, there ought to be an
increase in more studies that probe the ways through which
gendered norms of language keep up with emerging
communication trends. Understanding such trends will empower
researchers to understand the intersectionality of language,
identity, and technology in contemporary society.
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CONCLUSION

This study has explored gendered linguistic variation on
Instagram discourse through an analysis of lexical choice,
politeness practice, emoji and hashtag usage, and interaction
styles. The findings demonstrate that female users use more
emotive language, positive politeness markers, and interactive
engagement devices, whereas male users tend to use more
assertive, ironic, and minimalist modes of communication. These
tendencies are congruent with mainstream sociolinguistic models
of gendered discourse but also reveal the influence of digital
affordances in constructing current communication.

Perhaps the most significant finding of this research is that
Instagram is simultaneously an echo and a transformation of past
gendered norms. On the one hand, women's speech remains
premised on emotional closeness and relational connection.
Men's speech, on the other hand, remains more transactional and
removed. But social media's multimodal nature unleashes new
means of expression, such as the intentional use of emojis,
hashtags, and interactive affordances, which make up digital
identity in novel and engaging ways.

These findings add to the broader discussion of gender and
online communication, demonstrating how social networking
sites are fluid spaces where linguistic and social norms intersect.
Perhaps future studies expand on this article by employing a
more diverse dataset, exploring multimodal features in addition
to text, and testing the impact of fluidity of gender identity on
language use in online communities.

In conclusion, the study supports that gendered language
patterns persist in online language but change incessantly. Since
social media continues to create new means of communication, it
is always essential to examine how language, identity, and
technology intersect in shaping modern-day social interactions.
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