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Abstract	  
This article deals with relevant linguistic methods that are commonly used at social media 
marketing. Nowadays the process of digitalization influences all spheres from business to 
education. Besides, it is extremely important that social media allows to share information 
with thousands of people in no time. That’s why studying the services used for social media 
marketing as well as applications of linguistic methods in the sphere becomes the topic of 
current interest. 
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1.   Introduction	  

This study aims to identify and describe relevant linguistic methods that are commonly used in 
solving practical issues of promoting goods and services via social networks, i.e. the practical issues 
of social media marketing (SMM). The main objective of this article is both scientific and 
methodological: as a result of this study, we intend to identify and pick up the tips and techniques, 
which, on one hand, may be the point of future scientific linguistic research and, on the other hand, 
should be learnt and practiced by the ‘Applied Linguistics’ specialty students providing them with 
additional employment opportunities. 

The object of our research is the wide range of services developed and used nowadays for 
promoting products and services in social networks. And the subject is to compile those linguistic 
theories and methods, which are first and foremost for those students who choose to study the course 
‘SMM and SEO of websites’ as a part of their training as applied linguists. 

The process of digitalization has become common [1]. The necessity to carry on one’s activity 
remotely and in particular online has intensified the interest of many entrepreneurs in the means of 
promotion via social networks. However, as practice has shown, many employers have encountered 
certain difficulties in organizing their business processes online. This is usually caused, on one hand, 
by a lack of understanding of the methods and tools of such work, on the other hand, by insufficient 
number of specialists in this field who are ready to set up the required business processes at once. At 
the same time, both the entrepreneurs and young specialists are usually users of social networks. 

So, let’s take it for granted that the most important transformation of our time is taking place and it 
is the transition from offline to online mode. The process of digitization has affected all spheres of 
business: from finding and retaining new customers to representing and managing the company’s 
reputation in the Internet. 

Whereas previously the offline mode provided only the possibility to transfer information by word 
of mouth by means of cold calling and flyers in mailboxes, now it is possible to instantly distribute 
information to hundreds and thousands of people through their social media pages. 

We should also bear in mind that, according to analysts, in the next five years the fastest growing 
sphere will be exactly the one of social networks with an increase of more than 20.6 % [1]. This is due 
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to the popularization of social media as a platform that helps companies define their target audience 
(TA) and understand TA’s behaviour when purchasing goods or services. 

At the same time, such social networks as Facebook (and Instagram that joined it), as well as many 
others that are popular in the multinational post-Soviet space, have completely simplified the 
processes of setting up advertising, so the whole issue of choosing a target audience comes down to 
its linguistic description and analysis in search engines. However, most entrepreneurs do not use this 
possibility limiting themselves to the standard ad settings, such as gender, age, location and interests 
listed in the system. 

2.   The	  state	  of	  the	  art	  

First of all, we would like to point out that our academic community tends to treat any arising 
question in the terms of a certain scientific field. The main contradiction to the topic of our research is 
stated as ‘This is the question of marketing you are tackling!’. However, the point of our interest lies 
not in the marketing itself but rather in studying the language means used to make this marketing 
more effective. Thus, linguistic methods applied in SMM become – as any other field related to 
language – the object of linguistics not marketing. 

Our study is based on a real project, i.e. the creation of an online Healthy Lifestyle Club, the 
purpose of which is to attract unfamiliar audience through social networks (in our case – Facebook), 
where people are positioned as so-called ‘friends’ (real or virtual acquaintances) who do not expect 
anything to be sold to them. For the first time, we faced this problem in 2016, when social media 
marketing in the Russian-speaking community (the territory of the former CIS) actually began to 
compete with e-mail marketing, although the issues of ‘environmental friendliness’ of advertising 
messages in social networks had been raised long before that [2]. 

The objectives of the advertising campaign for this project were: 
1.   to collect a database of people potentially interested in healthy lifestyle (in particular proper 
nutrition, weight loss and physical activity); 
2.   to get acquainted with such people via the social network before offering to buy a service or 
product that would meet TA’s demands; 
3.   to avoid spam messages being sent to non-target audience. 
To reach these objectives, the social network Facebook was chosen that allows: 
1.   to invite a ‘stranger’ from the selected target audience paying the minimum price for an 
advertising message (Facebook campaign objective ‘Traffic’); 
2.   to create public and private groups that bring together people interested in the same topic; 
3.   to communicate with the representatives of your target audience personally via Facebook 
Messenger. 
We should point out that all the stated objectives could be effectively treated in 2017-2019 and 

they still can be reached by social media marketing tools of the Facebook platform – see [3], [4], [5]. 
However, we have to note that at present Facebook is carrying out a serious reorganization of its 
platform, which affects the rules of working with advertising and Facebook Messenger thus 
influencing the efficiency of communication with the selected target audience. For example, 
Facebook Messenger allows you to keep a dialogue with a stranger open for no longer than a day, 
counteracting spam. Nevertheless, in our practice, there were cases when a person from the target 
audience responded to an advertising message a year or two after it was sent. This makes an 
entrepreneur and an SMM specialist to complicate a sales funnel, as well as to search for and develop 
new communication tools, such as: 

1.   new messengers, which are selected depending on the popularity in a particular territory (such 
as, for example, Viber in Ukraine or WhatsApp in Russia) as well as functionality (such as 
Telegram, being used within the territory of both mentioned countries due to the ability to send 
large volumes of information, especially graphics, without quickly clogging up gadgets memory); 
2.   automatization of communication processes (e.g. chat-bots) and collection of contact 
information of potential customers, as well as filling in special forms for contacts (widget); 
3.   new social networks, such as Instagram, which was purchased in 2012 by Facebook, although 
it is developing according to slightly different principles. This network is primarily visual and 



therefore requires various special approaches of promoting goods and services: content marketing, 
Stories funnels, advertising from bloggers, etc. [6]. 
Naturally, we can observe the indicated tendencies of promoting services or goods through social 

networks all over the world – see [7], [8], [9]. 

3.  Materials	  and	  methods.	  Problem	  statement	  

At this point we would like to answer the objection to the populist approach of our research as it 
does not introduce anything new into the very development of the presented linguistic methods. 
Rather, we strive to popularize these methods among a wide range of both the entrepreneurs who 
require them and students who can learn and apply such linguistic methods in practice. We would also 
like to point out that all the examples in the article are taken from actual business projects that’s why 
they are presented in the language of original. 

Let’s start by taking as a fact that the majority of entrepreneurs working via social networks use as 
the main language of their activity – depending on the number of target audience – either English or 
Russian (if it concerns the CIS countries), or the national language of the country in the target 
audience of which an entrepreneur is interested. 

This project of promoting Healthy Lifestyle Club through social networks Facebook and Instagram 
is initially conducted in Russian, since it was geographically localized to Russia and Ukraine, where 
Russian is generally understood and spoken. On one hand, this explains the fact that most of our 
illustrative material is presented in Russian, on the other hand, the issues of analysing and adopting 
linguistic methods for Ukrainian sales funnels are yet to be considered. 

In our study we were particularly interested in identifying, describing and adopting those linguistic 
methods, which can be used by representatives of small and medium-sized businesses independently 
or with the help of SMM specialists (such as marketers, targetologists, copywriters and so on 
including applied linguists), namely: 

1.   Methods of identifying and describing target audience in one’s competitive niche. 
This project of Healthy Lifestyle Club implies an integrated approach: daily adherence to the daily 
regimen, balanced nutrition and regular adequate physical activity. That’s why there can be several 
competitive niches: starting with physical education and sports, which most quickly comes to mind 
when using the abbreviation ‘зож’ (‘healthy lifestyle’), proceeding with proper nutrition and 
adherence to the daily regimen, which ensure client’s long-term result. 
2.   Compiling special texts of advertising messages. 
In this method it is especially important to know and understand the fact that Facebook, the largest 
social network in the world, was founded by representatives of the United States, where issues of 
tolerance are of fundamental importance. Therefore, today there is a wide range of Facebook rules 
defining the issues of human activity, which can be touched on by advertising that appears in this 
social network, and which cannot [10]. This knowledge leads to the conscious ability to carefully 
use the keywords from a certain topic – such as the ones in our project: ‘питание’ (‘nutrition’), 
‘здоровье’ (‘health’), ‘похудение’ (‘weight loss’), ‘лишние килограммы’ (‘extra pounds’) – in 
order to be able to bypass Facebook blocking caused by the rules concerning ‘personal health’ or 
‘personal characteristics’ – as in Figure 1. 
3.   Marketing algorithms and artificial intelligence methods. 
Despite the fact that today the methods we are describing have been more or less automatized on 
commercial platforms and constructors such as Leeloo.ai [11] or SmartSender [12] (in particular, 
these platforms allow to define practically any settings of sales funnels from the step of submitting 
an advertisement and collecting client databases up to the point of communicating with any client 
personally or with an entire sales departments, assessing the activity of each manager at once), 
nevertheless, the ‘Applied Linguistics’ specialty students may and should face the task of 
mastering these methods in practice as well as trying to automatize still unresolved issues. For 
example, one of such issues is automatizing the search and description of entrepreneur’s target 
audience, which is implemented in Facebook by adjusting the interests of users marked in their 
accounts. However, the existing feature gives a rather vague picture and does not allow advertising 
to narrow target audiences with a high degree of accuracy. 



 

  
Figure	  1:	   Facebook	   blocking	   an	   advertising	   message	   because	   of	   the	   rules	   concerning	   ‘personal	  
health’	  or	  ‘personal	  characteristics’	  

 
As we can see, the process of social media marketing has been studied mainly by specialists in the 

field of marketing, however, we consider it necessary to analyse the process of promoting a product in 
social networks from the point of view of using certain linguistic means at various stages and to 
highlight those stages where automatization and specific application of linguistic methods can 
significantly simplify the routine as well as increase the efficiency of SMM. 

This sphere is in demand today, therefore the analysis and study of its features can create 
additional employment opportunities for the ‘Applied Linguistics’ specialty students and graduates. 
That’s why such a research has become especially relevant in the context of digitalization, and is also 
in demand by a large number of small and medium-sized businesses who, on one hand, are not ready 
to pay for the services of large platforms or study the features of SMM, but, on the other hand, are 
interested in promoting their products and services through social networks. 

4.   Results	  

There is a number of courses that train SMM specialists, but in general they have a significant 
drawback, because they do not explore the system as a whole, but rather provide a listener with a 
certain set of practical techniques, which help to more or less successfully promote goods and services 
via social networks. At the same time, such a set lacks an analytical approach, which is based not only 
on the laws of marketing, but also on the rules, which, undoubtedly, are the field of linguistic studies, 
such as communicating with a potential client, conducting dialogues in chat-bots, writing product 
descriptions and selling texts that require not only straightforward descriptions, but also linguistic 
methods and subsequent adaptation to various social networks and platforms, which, for example, 
Facebook, put forward their rules and requirements for social media marketing. 

Let’s consider different stages of promoting a real project via social networks that depend on 
language means and, thus, can be further improved or even automatized with the use of certain 
linguistic methods. 

4.1.   Applying	   the	   linguistic	  method	   of	   ‘keywords’	   for	   the	   selection	   of	   the	  
target	  audience	  as	  well	  as	  the	  analysis	  of	  the	  competitive	  niche	  

First of all, let’s pay attention to search engines. To search for necessary information using a 
search engine, any user formulates a search query [13], [14]. The task of a search engine is to look for 
the documents containing either the specified keywords or some other words that are somehow related 
to those entered by the user [15]. For example, synonyms. We suggest an entrepreneur to use the 
analytical services of keyword search engines in order to understand how many requests for his 
product or service have been entered in the Internet, and, therefore, how competitive his offer is – see 
[16], [17], [18]. For example, the collation of the keywords ‘похудение’ (‘weight loss’) and ‘зож’ 
(‘healthy lifestyle’) in Google Trends shows that the topic ‘weight loss’ is about 2.5-2.7 times more 
popular than the topic ‘healthy lifestyle’ (73 % vs 27 %) – see Figure 2: 

 



 
Figure	  2:	  Collation	  of	  keywords	   ‘похудение’	   (‘weight	   loss’)	  and	   ‘зож’	   (‘healthy	   lifestyle’)	   in	  Google	  
Trends	  

 
The further collation of specific search queries on the same topics in Word Stat Yandex shows ten 

times higher interest in the query with the keyword ‘похудение’ (‘weight loss’) than in the query with 
the word ‘питание’ (‘nutrition’): 4182625 queries vs 447167 queries – see Figure 3: 

 

 
Figure	  3:	   Collation	   of	   search	   queries	  with	   the	   keywords	   ‘похудение’	   (‘weight	   loss’)	   and	   ‘питание’	  
(‘nutrition’)	  in	  Word	  Stat	  Yandex 

 
So, the use of the linguistic method of keywords allows any entrepreneur to quickly and 

effectively estimate the target audience in the chosen business niche and, what is especially important, 
to construct such an offer that a potential client is more likely to react to. 

We should point out, for example, that the targeted advertising service of Facebook and Instagram 
blocks the advertisements in the topic ‘weight loss’, which contain the selected most popular 
keywords, in accordance with its customer loyalty policy. However, this blocking can be bypassed 
using other keywords in advertising texts. At the same time, an important task, which still requires 
automatization, is to analyse the effectiveness of advertisements by keywords. 

4.2.   Compiling	  advertising	  texts	  (using	  keywords	  in	  an	  offer)	  

At the next stage of promoting goods or services through ads managers of social networks it is 
very important to correlate the keywords identified as a result of the analysis of the TA’s requests 
with the requirements and rules for conducting advertising activities in order to avoid possible 
blocking of business accounts. 

Unfortunately, today we still do not have any developed service that can help you pick up 
necessary keywords that can be used in advertising texts in social media marketing. However, 



choosing such keywords for certain business spheres and automatizing the process can become 
complex practical tasks for Master’s theses of the ‘Applied Linguistics’ specialty students. 

4.3.   Using	  keywords	  in	  social	  media	  hashtags	  

Hashtag is one or several keywords of a message; a note beginning with a hash mark that is used in 
microblogging and social media to simplify finding posts by topic or content [19]. Also, hashtags can 
function as a kind of beacons so that users can find and track (via subscription) other users with 
similar interests or organize public contact lists of such users. 

Hashtags are used in advertising campaigns as a reference to an emerging Internet trend or as an 
attempt to create such a trend. Trends may be global or they may differ depending on the user’s 
geographic location. 

It is also possible to search and select a target audience sticking to a similar topic (trend or 
hashtag): for example, people subscribing to a certain hashtag on Instagram and tracking its posts. 

Figure 4 shows an example of services that can help entrepreneurs in generating and selecting 
appropriate and significant hashtags for social media marketing and attracting their target audience. 

 

 
Figure	  4:	  Online	  service	  for	  generating	  hashtags 

 
Nowadays, the process of finding possible members of one’s target audience by means of 

analysing hashtag keywords has not been automatized yet and that provides an opportunity for further 
development and improvement of this search method. 

We should also keep in mind that hashtags are neither registered nor controlled by any user or a 
group of users. Besides, they cannot be “removed” from the public domain, which means that 
hashtags can be used for as long as you like. They do not have any unique or monosemantic 
definitions and, therefore, the same hashtag can be used for any purpose implied by different users. 

Because of their loose nature, hashtags often become more recognizable, even personalized within 
certain topics and discussions. This is also caused by a more sophisticated spelling of a hashtag, 
which may significantly differ from more general and conventional spelling (for example, ‘#cake’ 
seems neutral and common, whereas ‘#thecakeisalie’ is far more specific and personalized). However, 
more sophisticated spelling can at the same time hinder topics from becoming ‘hot’ because as a 
result people often use different (and even deliberately incorrect) spelling of words referring to the 
same topic. This fact also grants a wide field for further linguistic research as well as numerous 
possibilities for their practical application. 

4.4.   Algorithmic	  method	  of	  building	  sales	  funnels	  

Although the concept of algorithm traditionally refers to basic concepts of mathematics and thus it 
is most often used in relation to computer programs, in our research we will consider an algorithmic 
method in relation to a human entrepreneur and understand it as a procedure, a certain order of actions 
for solving the problem of attracting potential customers. 



The AIDA algorithmic model for attracting customers was offered by the advertising specialist 
Elias St. Elmo Lewis (USA) in 1898 and in its basic version assumed the following steps to promote a 
client: Attention, Interest, Desire, Action (AIDA) [20]. This concept is also known as: Sales Pipeline, 
Sales Funnel, Customer Funnel, Marketing Funnel. 

In 1924 William W. Townsend offered a marketing funnel model as an improvement of the AIDA 
model describing the prospective customer’s ‘journey’ from the first awareness of a product or service 
to the actual purchase – see [21], [22], [23]. 

In the Internet marketing a typical sales funnel is called a conversion funnel, it describes the path 
of a buyer who came to a web-site (landing page) through an advertising channel (social network), via 
a referral link, from a mailing list or from any search query, and as a result made a certain action 
(purchased any product or ordered some service). Adding a product to the “cart”, registering at a web-
site or filling in one’s contact information are also various actions of building a funnel. 

With each step of the algorithm the number of users becomes fewer. The image of a funnel – see 
Figure 5 – is widely used to illustrate the distribution of potential customers by stages of 
communication (or sales) and to explain that it is impossible to guarantee the achievement of the 
result (purchase) for all potential buyers – see [24], [25], [26]. 

 

 
Figure	  5: Marketing	  channels	  and	  sales	  funnel	  

 
The specific detailed version of a sales funnel can be different for each type of business depending 

on the problems to be solved. However, there are the following tasks solved with the help of such 
model: 

1.   identifying weak points (when analysing the compiled funnels, you can detect their weak 
points and improve them for users, thereby increasing your sales); 
2.   increasing involvement (allows you to analyse the number of users who have shown interest 
in the advertised goods; if such interest is low you should pay attention to the segmentation of your 
target audience, advertising texts and creative content, and so on, in order to improve them); 
3.   maintaining involvement (helps to estimate how the interest of users is distributed across all 
stages of your funnel. The main task is to identify weak points, improve them and lead the largest 
number of users along the funnel to the final stage – making a purchase); 
4.   profit growth (over time your hard work on compiling a sales funnel, analysing it and making 
corrections leads to significant increase in your profits). 
Recently, most attention has been paid to the possibility of automatizing these processes, which 

requires, on one hand, presence of trained specialists, and on the other, development of special 
services or mastering the available ones, both paid and free. For example: 

1.   To build block diagrams when developing a sales funnel algorithm, it is customary to use 
XMind, which allows to submit (in addition to the traditional block diagram algorithm steps) 



sufficiently voluminous pieces of text in a form of a so-called ‘smart card’ (see Figure 6), which, 
on one hand, greatly facilitates compilation and further analysis of a sales funnel, but, on the other 
hand, is impossible to automatize. The prerogative of developing algorithms remains the human 
activity only. 
 

 
Figure	  6:	  An	  example	  of	  a	  sales	  funnel	  realized	  as	  a	  smart-‐card	  

 
2.   To manage advertising campaigns aimed at various ways of searching for goods by a client in 
the Internet, the client data obtained at different stages of communication can be entered into a 
customer relationship management program (CRM). If a client has made a targeted action, the 
latter is considered a ‘lead’ within the sales funnel. Today most of the landing page builders are 
equipped with built-in CRM systems and a human expert’s task is only to analyse the received 
data in the form of graphs and conversion figures. For example, with comparatively equal number 
of viewers who watched an advertisement of the same topic (about three thousand people), the 
conversion rate of responses to a free offer is twice as high as to a paid one, despite the fact that 
the quality of the creative content in the latter is much higher – see Figure 7: 
 

 
Figure	  7:	  Conversion	  rate	  of	  responses	  to	  a	  free	  offer	  is	  twice	  as	  high	  as	  to	  a	  paid	  one	  

 
3.   To set up and analyse advertising campaigns starting with social media advertising accounts 
(similar to those available in Facebook and other social networks), ending with special platforms-
constructors of advertising settings like Leeloo.ai. These services allow to select the settings of 
advertising campaigns according to the interests of your target audience as well as to set up a 
‘pixel’ – a web-site code fragment that allows you to estimate results, optimize advertising and 
pick up the target audience for advertising campaigns, and, in simple terms, “chase” a potential 
client by advertising a product that he/she showed any interest in. 



However, as Vasiliy Riy – the creator of Leeloo.ai, the most expensive platform in the Russian-
speaking market designed for complex automatization of a client’s path through social networks and 
messengers – admits: ‘The task of automatizing the selection of one’s target audience still remains 
unsolved’ which leaves field for further research in this area [11]. 

4.5.   Methods	  and	  systems	  of	  artificial	  intelligence	  

Chat-bots, which have recently become widespread in social networks and their messenger 
applications, are one of the systems implemented on the principles of artificial intelligence. These 
virtual interlocutors (or autoresponders) are often used in business to advise and provide information 
to clients. 

Like any other intelligent system, chat-bots have a certain ‘knowledge base’, i.e. a database 
containing inference rules and information about human experience and knowledge in a 
corresponding field. 

So, for example, SmartSender (the platform for creating chat-bots that is widely used today 
because it has an advanced free trial version) uses a sales funnel, which a user compiles according to 
his goals, as a knowledge base. The chat-bot itself is implemented via the simplest method, it contains 
two corresponding sets: a client’s possible questions and the seller’s answers. However, this platform 
allows you to quickly master the skills of creating autoresponders for the most common instant 
messengers (What’sApp, Viber, Facebook Messenger and Telegram), use a chat-bot subscription link 
in an advertising company that significantly increases its conversion, and even connect payment 
systems! 

The most common linguistic methods of choosing an answer when using question-answer chat-
bots are the following: 

1.   Reaction to keywords. This method was used in the Eliza program – one of the first virtual 
interlocutors, created in 1966 by Joseph Weisenbaum. For example, if a user’s phrase contained 
such words as ‘father’, ‘mother’, ‘son’ and so on, Eliza might respond, ‘Tell us more about your 
family’. 
2.   Phrase match. This refers to the similarity of a user’s phrases with those contained in the 
knowledge base. Word order can also be taken into account. 
3.   Context match. We can often find a request in the manuals to the interlocutor programs not to 
use phrases with several pronouns, such as: ‘What is this?’. The reason is that some programs can 
analyse the user’s previous phrases to select the appropriate answer. 
Oddly enough, but identification of word forms and recognition of synonyms are still a peculiar 

minor problem for such simple chat-bots. In general, we have to admit that the processing of a natural 
language, especially its colloquial style, remains an acute problem of artificial intelligence still 
awaiting its solution. 

5.   Discussion	  

Our article transfers the process of social media marketing from traditional marketing studies to 
the sphere of linguistic research. Though in the sphere of marketing the issue of SMM has already 
been resolved, the use of linguistic approach can provide more effective solutions. In this case, the 
issue is considered in broader aspect: the stages of constructing some specific sales funnels are 
analysed from the point of view of further research and development of models and application of 
linguistic methods that will increase the effectiveness of the social media marketing. We also study 
the process of social media marketing not only in terms of scientific approach itself, but also in terms 
of further methodological developments for the ‘Applied Linguistics’ specialty students, which should 
base on scientific and practical studies thus providing the graduates with additional employment 
opportunities and the market with required specialists. 

 
 



6.   Conclusion	  

In this article, using the examples of advertising activities of a private entrepreneur, we have 
examined the linguistic methods on which common social media marketing services are based; 
identified the tasks that still require their solution and can also be implemented as auxiliary platforms; 
come to the conclusion that nowadays applied linguistic methods are at the peak of their popularity, 
relevance and demand; chosen an area of our further research in the field of self-learning chat-bots. 

Though the existing Internet courses are not related to academic education, their success and 
relevance indicate the need to develop similar courses and integrate them into the curriculum of 
university specialties, ‘Applied Linguistics’ in particular. It is especially important nowadays, when 
higher education is evolving according to modern market and employers’ demands [27]. 

We can see that the available social media marketing platforms can implement in various forms an 
initial text written by a person – an entrepreneur himself or SMM specialist. However, a platform 
cannot analyse and modify this text; it cannot even indicate semantic mistakes – only prohibit to use 
this text as inconsistent with some platform rules. Writing the initial text – the basic material for 
further creation of a sales funnel – requires a specialist in linguistics, who, for example, can help to 
avoid the use of intolerant constructions (see the rules of Facebook) or to start a dialogue so as not to 
waste time on useless messages that are not of interest to a client. An adequate product description 
and studying platform rules will allow the specialist to create appropriate text to avoid possible 
mistakes. It also makes sense to analyse the rules that social media marketing platforms put forward 
in order to automatize the process of creating advertising texts and it can become the perspective topic 
of future research. 

Having studied the process of creating a sales funnel and compiling advertisements in social 
networks, we, on one hand, identified still unresolved applied linguistic problems, each of which is a 
field for practical linguistic research and can become a topic for diploma and scientific work. On the 
other hand, these applied problems provide the scope of application of the theoretical material studied 
and practical skills acquired by the ‘Applied Linguistics’ specialty students. 
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