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Abstract  
This study explores how English language skills are used as a strategic tool by beginner 
content creators in the digital era, particularly in the Banyuwangi region. Using a 
qualitative approach and case study design, the research involved ten content creators 
from platforms such as YouTube, Instagram, and TikTok. Data were collected through 
interviews, observations, and documentation. The results show that although most 
participants have basic to intermediate English proficiency, they still use English for 
writing captions, video descriptions, and engaging with global audiences. The main 
challenges they face include limited vocabulary, grammatical difficulties, and low self-
confidence. Despite these barriers, they show strong motivation to learn and express the 
need for more relevant and practical English training. This study contributes by providing 
a clearer picture of how English proficiency can support the professional growth of local 
content creators and act as a bridge to wider global opportunities. It also highlights the 
importance of contextual and need-based English education that aligns with the realities 
of the digital content industry. 
Keywords: English Language, Content Creator, Digital Era, Strategic 
Learning, Banyuwangi 
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Introduction 
As the digital economy continues to grow, becoming a content creator has 

become one of the most accessible and popular forms of creative work, especially 
among young people. In regions like Banyuwangi, many youths have started using 
platforms such as YouTube, Instagram, and TikTok not only to express themselves 
but also to earn income and build visibility. However, one of the major challenges 
they face is limited English proficiency. In today’s globally connected digital world, 
the ability to communicate in English is no longer just an advantage—it is a 
strategic necessity. Without adequate language skills, local creators struggle to 
reach international audiences, follow global trends, or collaborate across countries. 
Therefore, English should be seen not just as an academic subject, but as a real-life 
skill that can empower beginner creators, especially those in non-metropolitan 
areas like Banyuwangi. 

Several previous studies have shown the importance of English in global digital 
communication. Research by Shahid et al. (2024) and Roshid & Kankaanranta 
(2023) emphasized that English proficiency increases opportunities for 
monetization, international collaboration, and content visibility. Similarly, Hansen 
(2021) found that content creators with better English skills tend to receive higher 
engagement from international audiences. However, most of these studies focus on 
creators from urban or developed areas. There is still little research that explores 
the experiences of beginner content creators in rural regions like Banyuwangi. 
Furthermore, although the benefits of English are widely discussed, little is known 
about the actual challenges and language adaptation strategies used by new 
creators. This research seeks to fill that gap by exploring the real experiences of 
emerging content creators in learning and applying English in their digital practices. 

This study aims to answer the following key question: How is English learning 
used as a strategic tool by beginner content creators in Banyuwangi? The research 
focuses on understanding the role of English in their content production, digital 
engagement, and personal development. It also explores the challenges they face, 
the kind of support they need, and how their English learning journey aligns with 
the demands of digital platforms. Using a qualitative approach through interviews, 
observations, and documentation, this research goes beyond describing English 
proficiency levels—it interprets how language skills shape their digital growth and 
potential as content creators. 

Preliminary findings suggest that English functions not only as a 
communication tool, but also as a key factor in increasing digital visibility, audience 
growth, and professional branding. Despite facing challenges such as limited 
vocabulary, grammatical difficulties, and low confidence, most content creators 
show high motivation to learn English, especially when they see its direct impact 
on their reach and earnings. This implies that English learning, if designed to be 
contextual and practical, can serve as an effective empowerment strategy. In line 
with Mou (2024), creators who use English purposefully are more likely to succeed 
in monetization and platform algorithms. Therefore, English education that is 
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tailored to digital content creation needs should be considered part of digital 
literacy development—particularly for young creators in rural or 
developing regions. 

 
Research Method 
1. Unit of Analysis 

The unit of analysis in this study consists of young individuals aged 20 to 25 
years old, residing in Banyuwangi. Most participants have completed secondary 
education (high school) and have chosen to pursue content creation as an 
independent career path. They are active on digital platforms such as Instagram, 
YouTube, and TikTok, and have at least six months of experience in content 
production. Banyuwangi was selected as the research site due to the growing 
interest and activity in digital creative industries, despite ongoing challenges in 
English language proficiency. 
 
2. Research Design 

This study employed a qualitative approach with a case study design. This 
method was selected to gain an in-depth understanding of the experiences, 
challenges, and strategies of beginner content creators in using English. The case 
study approach enables the researcher to explore local dynamics and social-
cultural contexts that influence language learning and usage among rural digital 
creators. 
 
3. Source of Information 

Participants were selected using purposive sampling, involving 10 beginner 
content creators from Banyuwangi who met specific criteria: productive age, active 
content creation activities, and experience in using English within their digital 
content. Sampling was continued until data saturation was reached, specifically 
when the tenth interview no longer generated new or significant findings. 
4. Data Collection Procedure 

Data were collected over approximately 1.5 months using three primary 
methods: (1) observation of content creation practices; (2) semi-structured 
interviews guided by open-ended questions; and (3) documentation, including 
screenshots, captions, descriptions, and visual content containing English elements. 
Prior to data collection, all participants were given a clear explanation of the study’s 
purpose and procedure, and voluntarily provided their informed consent. The 
researcher ensured confidentiality and protected the identity of each participant 
throughout the publication process. 
 
5. Data Analysis Technique 

The data were analyzed following Miles and Huberman’s interactive model, 
which includes three stages: data reduction, data display, and conclusion 
drawing/verification. The analysis was conducted manually through a systematic 
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process of reading transcripts, coding themes, grouping findings, and interpreting 
the data contextually. This study did not utilize any specific qualitative analysis 
software such as NVivo or ATLAS.ti. The validity of the data was maintained 
through method triangulation (interviews, observations, and documentation) and 
cross-checking among participants to ensure accuracy and trustworthiness 
of the findings. 
 
Results 

This study presents its findings based on three primary data collection 
methods: interviews, observations, and documentation. Interviews were 
conducted with ten beginner content creators in Banyuwangi, aged between 20 and 
25 years. Most of them had completed their secondary education (SMA/SMK) and 
had experience of at least six months in producing and managing digital content 
across platforms such as Instagram, TikTok, and YouTube. The findings are focused 
on four main aspects: English language proficiency, use of English in digital content, 
challenges faced, and expectations toward English learning. 
 

Table 1. Summary of Interview Findings 

No Aspect Informants' 
Responses 

Frequency 

1 English Proficiency Basic (50%), 
Intermediate 

(30%), Advanced 
(20%) 

5, 3, 2 

2 English Use in 
Content  

Foreign audience 
interaction (40%), 
Editing (60%), 

6, 4 

3 Challenges 
Encountered  

Vocabulary(40%), 
Grammar (30%), 

Confidence (30%) 

4, 3, 3 

4 Learning 
Expectations  

Intensive training 
(70%), Online 
materials (30%)  

7, 3 

The interview results indicate that most beginner content creators have 
English proficiency ranging from basic to intermediate. They do not fully use 
English throughout their content but tend to insert specific terms such as “new 
look”, “outfit inspo”, or “link in bio” in captions, hashtags, or video titles. This 
strategy is intended to make the content appear more attractive and aligned with 
global social media trends. English is commonly used in the visual or technical 
aspects of their content, such as captions, descriptions, and replies to comments 
from international viewers. 
 



IDEAS, Vol. 13, No. 1, June 2025 
ISSN 2338-4778 (Print) 

ISSN 2548-4192 (Online) 

2431 
 
 

Despite this awareness, most informants reported facing significant challenges 
in building their English communication skills. Common difficulties included 
limited vocabulary, trouble with sentence structure, and low self-confidence when 
writing or speaking in English. One informant stated, “I usually add words like 
‘vibes’ or ‘new drop’ to my captions, but sometimes I second-guess myself—afraid 
I might use the wrong word or sound weird.” (Informant R, age 22). This reflects a 
strong motivation to appear globally relevant, though not yet supported by strong 
linguistic competence. 

Most participants expressed a desire for English training that is more 
contextual and practical—especially content-related. Seven out of ten informants 
expressed interest in structured programs that could teach them how to write 
effective captions, engage with international audiences, and understand common 
English phrases used in digital content. Others preferred self-paced learning 
through YouTube or social media due to time flexibility. However, they admitted 
that independent learning was often not enough to build consistent English usage 
habits or deepen their understanding. 

These findings suggest that the use of English among beginner content creators 
in Banyuwangi is still unstructured and based more on digital exposure than on 
formal education. However, there is a growing awareness that English can be a 
strategic communication tool in expanding their audience reach and content value. 
This reinforces the need for English language learning that is adaptive, applied, and 
closely tied to the digital content creation ecosystem—so that local creators can 
thrive in the global creative industry. 
 
Discussion 

The findings of this study show that beginner content creators in Banyuwangi 
generally possess basic to intermediate English proficiency. While they do not use 
English throughout their content, they frequently insert popular terms such as 
“OOTD,” “GRWM,” “vibes,” or “link in bio” in captions, hashtags, or video titles. This 
pattern aligns with the flexible nature of digital communication, where visual 
engagement and audience connection take priority. English is not used as the 
primary language, but rather as a strategic element to expand reach and boost 
content appeal. 

In response to these findings, several practical steps can be taken. Educational 
institutions and informal learning centers can develop English language training 
specifically designed for digital creators. These programs should focus not just on 
grammar, but also on how to write engaging captions, use trending expressions, 
and craft compelling video descriptions. Local creative communities and 
governments can also collaborate to host workshops or short-term mentoring 
programs with themes like “English for Social Media” or “Bilingual Storytelling.” 
Making these programs accessible online will help reach young people who are 
active in digital spaces but may have limited time for formal classes. 

Technology plays a vital role in bridging language learning gaps. Most 
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participants in this study relied on tools such as Google Translate, automatic 
subtitles, YouTube tutorials, and TikTok educational content. This reflects findings 
from Hamilton (2021), who noted that digital literacy enables youth to learn 
language not through textbooks, but through real-time interaction with digital 
platforms. This informal and immersive learning process allows beginner creators 
to gain confidence and familiarity with English through practice, not theory. 

In Banyuwangi’s local context, the use of English is growing, although not yet 
fully integrated into daily communication. However, this growth signals a cultural 
shift — especially among younger generations who increasingly see English not as 
a foreign influence, but as part of the online communication trend. Terms like 
“weekend vibes,” “late post,” or “stay tuned” have become part of their digital 
language. This shows that local culture does not resist foreign elements, but adapts 
and absorbs them when they align with social and digital practices. 

Economically, the ability to use even limited English strategically opens greater 
income opportunities for content creators. Those who can craft bilingual captions 
or engage with international audiences are more likely to attract global brand 
collaborations and followers. Additionally, this trend benefits English course 
providers, who now actively share learning content via social media — teaching 
slang, abbreviations, and idioms in ways that are fun and relatable. This not only 
makes them more well-known but also encourages casual learners to engage with 
the English language more comfortably. 

These findings connect closely with communicative language teaching (CLT), a 
theory that emphasizes real-world, practical language use. The creators in this 
study were not learning English in a classroom, but through necessity and 
experimentation. Their experiences support Woodward’s (2020) conclusion that 
language is most effectively learned when it directly supports the learner’s needs 
— especially in digital and visual contexts where authenticity matters. 

Similar patterns have been observed in other studies. In Finland, Roshid and 
Kankaanranta (2023) found that digital creators used English situationally, not 
formally — often mixing it with local language to fit their content. In contrast, Mou’s 
(2024) study in Jakarta revealed that creators in large cities tend to use English 
more fluently and confidently, reflecting greater exposure and access. Compared to 
these contexts, Banyuwangi represents an emerging digital landscape — where 
creators are still in the exploratory phase but show high potential and awareness 
of global content dynamics. 

Looking ahead, English proficiency — even in small doses — will increasingly 
become a basic requirement in content creation. With platforms like TikTok, 
Instagram Reels, and YouTube Shorts prioritizing global visibility, creators who can 
use English appropriately will stand out more easily. This doesn’t mean fluency is 
mandatory, but knowing how to use key phrases or trending expressions is already 
a major advantage. As noted by Shahid et al. (2024), strategic language use can 
improve engagement and content reach in short-form digital media. 

To support this shift, educational policy makers and platform developers can 
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play a proactive role. Governments should consider implementing tech-based 
learning programs that teach digital English practically, while platforms could offer 
bilingual templates, auto-caption tools, or language training modules. By creating 
a supportive ecosystem, creators will not only learn faster but also feel more 
empowered to use English confidently. 

This study is not without limitations. The sample size is small, limited to one 
region, and does not explore all content genres such as gaming, education, or travel. 
However, an unexpected yet encouraging finding emerged — despite their self-
perceived lack of English skill, participants reported feeling “comfortable” with the 
language. Exposure to English via digital media has made them more familiar and 
less intimidated, indicating that even informal learning environments can foster 
language growth and confidence. 

 
Conclusion 
Key Findings and Insights 

This study highlights that English proficiency is a crucial factor in determining 
content creators’ success in the global digital industry. Through interviews, 
observations, and documentation analysis, the findings confirm that English 
enables broader access to international audiences, monetization opportunities, 
and collaborative networks. However, limited English proficiency presents 
significant barriers, affecting confidence, content quality, and engagement with 
global digital communities. The study concludes that accessible and contextualized 
English education is necessary for Banyuwangi content creators to maximize their 
potential in the industry. 

 
Strengths of This Study   

One of the study’s key strengths is its comprehensive approach, integrating 
interviews, observations, and documentation to provide a balanced perspectiveon 
how English influences digital success. Additionally, this study contributes to the 
research on digital creative industries in non-metropolitan areas, like Banyuwangi. 
By exploring the role of English in adaptation to international platforms, this 
research bridges local challenges with global industry trends.  

  
Limitations of This Study  
Despite its valuable insights, this study hasseveral limitations:   
- The research focuses solely on Banyuwangi, meaning the resultsmay not be 
applicable to other regions.   
- Most respondents are millennial content creators, leaving out perspectives from 
different age demographics.   
- The study relies on qualitative methods, meaning it lacks quantitative data for 
broader statistical analysis.   
Future research should expand respondent demographics, include more regions, 
and combine qualitative and quantitative methods to ensure more comprehensive 
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Tomec, T., & Gričar, S. (2024). Risk language barriers in a globalized world: Insights 
from female managers from Slovenia. Strategic Management, 29(2), 19–31. 
https://doi.org/10.5937/straman2300054t 

 
 
 
 


