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ABSTRACT

The purpose of this study is to examine the effectiveness of Content-Based Instruction (CBI) in enhancing students’

business English communication skills via digital platforms. This study was conducted using a mixed-method approach.

Content-based instruction and students’ perceptions in learning business English were explained by using descriptive

qualitative research. The impacts of content-based instruction on students’ business English communication skills were

measured through quantitative analysis. A sample of 50 economics and business students was analysed for promoting

MSME (Micro, Small, and Medium Enterprises) products through digital platforms like YouTube, Instagram, Facebook,

and TikTok. A questionnaire, observation, interview, and tests were used as research instruments. The analysis employed

Brown, H.D., and Heaton, J.B.’s rubric for speaking skills and for the content of videos. The results showed that using

content-based instruction for business English and promoting MSME products was effective in the learning process. It

improved students’ business English communication skills and also increased students’ motivation and engagement. The

concept of integrating MSME promotion with business English instruction through content-based instruction is innovative.

The integration of digital marketing and practical tasks is pedagogically meaningful and relevant these days. Based on the

researcher’s knowledge, content-based instruction using video promotion of MSMEs in learning business English products

has never existed.
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1. Introduction

Globalization has changed business, allowing cross-

border expansion. As technology advances, business trans-

actions go online. Online sales allow enterprises to reach

clients worldwide. With 78% e-commerce penetration rates

in some emerging nations, this sector has grown rapidly [1].

These shifts create new opportunities for entrepreneurs and

training needs for future professionals.

Communication is key to success in the digital age.

Chomsky’s communicative competence hypothesis, revised

by Canale and Swain [2], emphasizes grammar, sociolinguis-

tic knowledge, and functional communication abilities as

the foundation for effective language usage [3]. English is

the most extensively used language for global communica-

tion, especially in digital marketing and business [4]. Digital

marketing reaches international audiences, making English

literacy essential for students in global business situations.

Technologies like e-commerce and social media are

changing business. E-commerce allows transactions with-

out time or space limits [5,6]. Social media, employed for

promotion and networking [7,8], efficiently reaches wider au-

diences [9]. However, these developments present obstacles.

Traditional merchants struggle to compete with digital firms,

thus many see internet platforms as a danger [10]. These facts

show the essential necessity to teach students digital skills

and English communication in digital business environments.

Given this, higher education institutions are crucial in

preparing students for these difficulties. Business English

courses must go beyond teaching vocabulary and grammar to

give students real-world practice. Integrating language and

content in instruction is becoming more important. Content-

Based Instruction (CBI) is a popular method for improving

language and subject knowledge [11]. CBI helps students

strengthen conversational skills while learning authentic busi-

ness information by connecting English to real-world appli-

cations.

While previous studies have demonstrated that CBI

is beneficial, there has been relatively little investigation

into how it might be integrated with video-based advertising

of Indonesian micro, small, and medium-sized enterprise

(MSME) products. Specifically, this study investigates the

perspectives of students as well as the growth of their skills

both before and after the implementation of the program. The

study shows how CBI may help students succeed in glob-

alized, technology-driven economies by placing language

learning in important commercial contexts.

1.1. Digital Marketing and E-Commerce

The growth of e-commerce and social media is one

of the technological adaptations that is developing at the

fastest rate. Electronic commerce makes it possible to sell

products and services without having to engage with cus-

tomers in person [5,6]. The establishment of online shops

by merchants and service providers provides the opportu-

nity for transactions to take place without the constraints of

space and time. The usage of social media, which is now

widespread, has evolved into an effective platform for promo-

tion [7,8,12], which enables businesses to reach a wider range

of consumers [9]. Conventional merchants, on the other hand,

frequently view e-commerce as disruptive, as they have re-

ported a significant drop in income and, in many instances,

have shut down their booths because they were unable to

compete with online platforms [10].

Moreover, language is an essential component in the

field of digital marketing. Not only performs the function of

a medium for the interchange of thoughts and emotions, but

it also functions as a tool for the representation and promo-

tion of products. The language that is utilized in promotional

communications should be simple enough for customers to

comprehend. It is also important to note that English has a

big impact on the business and marketing environments [13].

When it comes to tasks such as promotion, sales, customer

service, workplace communication, international negotia-

tions, and accessing worldwide references, it is necessary

for both employees and business owners to have this abil-

ity [14–16]. Students who are given activities and presented

with business topics improve their English skills [17].

1.2. English for Business

Students are providedwith the communicative and com-

petitive skills necessary to meet the demands of the global

economy through the English for Business program [18]. In

business English classes, the assignments should be tailored

to meet the linguistic requirements of the students as well as

the educational and professional contexts theymay encounter

in the future [19]. Despite this, a significant number of gradu-

ates continue to struggle with their ability to communicate
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in English for professional and business purposes [20]. Re-

searchers suggest that learning English for commercial pur-

poses should not be restricted to the memorization of phrases

or idioms; rather, it should be incorporated into broader com-

mercial contexts and paired with language skills [21,22].

Therefore, in order to become qualified professionals,

students of economics and business need to have a strong

command of business English. Content-Based Instruction

(CBI), in which the curriculum is structured around content

that is meaningful to the students, is one method that can

be utilized to do this [23]. This strategy goes beyond only

encouraging students to acquire grammatical competence

by encouraging them to learn through the study of pertinent

business-related issues. When it is implemented correctly,

it provides learners with the opportunity to develop both

linguistic and professional abilities, thereby preparing them

for communication in the workplace.

1.3. Content-Based Instruction (CBI) in En-

glish as a Foreign Language (EFL)

Content-Based Instruction (CBI) has received signifi-

cant pedagogical support from research on second language

acquisition, training studies, social psychology, and program

assessment [11]. It has been suggested as an approach that is

successful in preparing students to study in universities that

use English as their medium of instruction [24]. Consequently,

communication is vital in daily existence [25]. Academic lan-

guage competency, pragmatic communication, and audience

engagement are all further improved by the use of presenta-

tions, regardless of whether they are delivered in person or

virtually [26].

CBI is able to improve learners’ motivation by pro-

viding them with the opportunity to connect with content

that is important to them, rather than merely concentrating

on language mechanics. Students are encouraged to uti-

lize English in communicative circumstances as a result of

the opportunities it affords for interaction and natural lan-

guage acquisition [23]. The majority of English as a Foreign

Language (EFL) students continue to be passive and lack

confidence in their ability to use English. These difficul-

ties are frequently caused by a lack of proficiency in the

English language [27]. Nevertheless, research demonstrates

that students have a favorable perception of CBI, which is

not surprising given that content learning contributes to the

development of language [28]. Student engagement and the

efficacy of learning can be improved through the use of CBI

applications that are both flexible and inventive [29,30].

2. Methods

This study employed a mixed-methods approach. The

descriptive qualitative approach was used to describe content-

based education and students’ perceptions of it. Quantitative

analysis was employed to assess the influence of content-

based education on students’ Business English communica-

tion skills.

A sample of 50 Economics and Business students was

surveyed about advertising MSMEs (Micro, Small, and

Medium Enterprises) products using digital platforms such

as YouTube, Instagram, Facebook, and TikTok. The par-

ticipants were undergraduate students aged 18 to 24, and

they were not native English speakers. Their language back-

grounds comprised Bahasa Indonesia and other local or re-

gional languages, implying that English was studied as a

foreign language (EFL). Their initial moderate performance

levels in English confirmed that they had little prior experi-

ence utilizing English in business communication.

All student participants were informed about the pur-

pose of the study and how their classwork, including pre-

sentations and videos, would be used for research purposes.

Informed consent was obtained prior to data collection, and

students agreed to allow their promotional videos and re-

sponses to be included in the study.

The study employed a purposive sample method, as

all participants were enrolled in the same Business English

Communication course. This guaranteed that they possessed

an identical academic foundation and were similarly sub-

jected to the instructional assistance throughout the semester.

Research instruments included a questionnaire, observation,

interview, and testing. Due to the fact that all of the partici-

pants were enrolled in the same Business English Commu-

nication course, the research utilized a procedure known as

purposive sampling. Both assessments included oral perfor-

mance activities that evaluated grammar, vocabulary, fluency,

pronunciation, and communicative effectiveness in business

settings. The evaluation of speaking skills and video content

utilized the rubrics of Brown, H.D., and Heaton, J.B., which
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are respected for assessing speaking ability and achievement

of tasks. The questionnaire aimed to gather students’perspec-

tives regarding learning via CBI and video-based MSME

marketing. To guarantee validity, the questionnaire was eval-

uated by two specialists in applied linguistics and tested with

a small cohort of students before implementation. Observa-

tion sheets were employed during classroom presentations to

monitor student participation and engagement, whereas semi-

structured interviews offered more comprehensive insights

into students’ learning experiences.

Over the course of three months of the semester, stu-

dents delivered presentations on diverse business subjects,

including Business and Businessman, Global Trade, Product

Promotion, Business Communication, Business Presenta-

tion, Meetings, Negotiation, JobAcquisition, Interviews, and

Business Letters. They were separated into groups for pre-

sentations. Each group delivered a 30-minute presentation

on a topic, followed by a discussion around that issue. Upon

conclusion of the session, participants were directed to pro-

duce videos showcasing MSME items from their hometowns

and to submit these videos on digital platforms, including

YouTube, Instagram, Facebook, and TikTok.

The data gathering technique comprised a pre-test prior

to the implementation of content-based instruction and a post-

test subsequent to its application. To enhance the study’s

findings, researchers conducted interviews with students and

distributed a questionnaire to gather their comments on the

implementation of content-based instruction via video adver-

tising of MSME products in the educational process. Quan-

titative data from the pre-test and post-test were subjected

to descriptive and comparative analysis to identify improve-

ments in students’ communication skills. The rubric scores

were compiled to assess improvements in accuracy, fluency,

and overall communicative proficiency. Qualitative data ob-

tained from interviews, observations, and open-ended ques-

tionnaire items were subjected to thematic analysis, revealing

repeating patterns in students’ perceptions, challenges, and

reflections regarding learning through CBI.

3. Results

Results are presented based on data analysis of the ap-

plication of content-based instruction learning to improve

students’ Business English Communication Skills, students’

perceptions related to content-based instruction learning us-

ing promotional videos of Indonesian MSME products, as-

sessment of students’English language skills, and comparing

before using content-based instruction (pre-test) and after

using content-based instruction (post-test).

3.1. Effectiveness of Content-Based Instruction

The pattern of the use of content-based instruction

(CBI) method to Business English can be seen from the re-

sults of observations and interviews of Business class when

students implement content-based instruction in the learning

process, which focuses on the promotion of Micro, Small,

and Medium Enterprises (MSMEs) products in the context

of the global business market. This class used presentation-

based learningmethods. In the learning process, they showed

high participation and active engagement. They also actively

participated in the discussion and provided questions and

feedback during the presentation. The topics presented us-

ing CBI were business-related: Business and Businessman,

Global Trade, Promotion of a Product, Business Commu-

nication, Business Presentation, Meeting, Negotiation, Get-

ting a Job, Interview, and Business Letter. Based on the

results of observations and interviews, students showed high

participation and active engagement. They also actively

participated in the discussion and provided questions and

feedback during the presentation of business topics. With

a presentation-based learning and video production, they

can collaborate and learn actively. They could understand

the concept of doing business, especially in global business.

They could also increase their knowledge of MSMEs. They

can understand the international market. They were also

taught how to communicate with foreign customers when

offering products to attract “engagement” or interest from

foreign customers effectively. Using digital platforms such

as Instagram, TikTok, YouTube, Facebook, and X effectively

promotes MSMEs products. Social media has enough space

for product promotion to run well. Social media is an essen-

tial key in promoting MSME products because the level of

visibility of the product is comprehensive. Products can be

seen by people from all over the world. People who see these

promotional advertisements can also freely ask sellers about

the availability, quality, and specifications of the products

offered by MSMEs. Therefore, it makes it easier to promote

MSMEs products in the international market.
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3.2. Impact of Content-Based Instruction

The assessment used the analysis rubric fromBrown [31]

and Heaton [32]. The rubric had a range of assessments to

examine the skills of Grammar, Vocabulary, Fluency, and

Pronunciation, with one as the lowest and five as the high-

est. From a total of 50 students who carried out the pre-test

and post-test, the results showed that the average students’

abilities and changes in their abilities were as follows:

3.2.1. Students’ Grammatical Ability in Pre-

Test and Post-Test

The average score on the Pre-Test Grammar Rubric

was 2.46 (SD = 0.862; Std. Error Mean = 0.122) (Table

1). Students with a 2 can grasp fundamental constructions

but need more practice. Content-Based Instruction (CBI)

using MSME promotional video assignments improved the

Post-Test mean score by 1.46 points to 3.92 (SD = 0.829;

Std. Error Mean = 0.117) (Table 1). A score of 3 indicates

good grammar, allowing students to communicate Business

English with enough structural precision to participate in

most official and casual conversations on practical, social,

and professional themes. A score of 4 shows near-native

proficiency, with few errors and accurate language use at all

levels, usually for professional purposes.

This research hypothesis was tested:

H0. The average learning outcomes between the Pre-Test

and Post-Test are the same, indicating that CBI does not

improve Business English communication abilities.

Ha. The Pre-Test and Post-Test average learning outcomes

change, indicating that CBI improves Business English com-

munication skills.

Using paired-sample t-test results (Table 2), the Sig.

(2-tailed) value = 0.000 < 0.05, H0 is rejected, and Ha is

accepted. The Pre-Test and Post-Test findings show a statis-

tically significant change, demonstrating that Content-Based

Instruction improved Business English students’ grammat-

ical competence. The Mean Paired Difference (Table 2)

increased from 2.46 (Pre-Test) to 3.92 (Post-Test), −1.460.

The 95% Confidence Interval of the Difference ranged from

−1.676 to −1.244, demonstrating that the progress was mean-

ingful and consistent among 50 students.

Table 1. The result of students’ grammatical ability in pre-test and post-test (statistics).

Paired Samples Statistics

Std. Error

Mean N Std. Deviation Mean

Pair 1 PreTest Grammar 2.46 50 0.862 0.122

PostTest Grammar 3.92 50 0.829 0.117

Table 2. The result of students’ grammatical ability in pre-test and post-test (test).

Paired Samples Test

Paired Differences

Mean Std. Deviation
Std. Error

95% Confidence Interval
of the Difference

t df Sig. (2-tailed)

Mean Lower Upper

Pair 1 PreTest Vocabulary −1.460 0.762 0.108 −1.676 −1.244 −13.556 49 0.000

PostTest Vocabulary

3.2.2. Students’Vocabulary Ability in Pre-Test

and Post-Test

Pre-Test vocabulary mean score (Table 3) was 2.50

(SD = 0.909; Std. Error Mean = 0.129). Students used few

words and complicated language at this level to explain them-

selves. Students used few words and complicated language

at this level to explain themselves. In comparison, a score of

3 indicates enough vocabulary to participate in most formal

and casual talks on practical, social, and professional themes.

The pre-test vocabulary ability of students was between these

two categories.
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Table 3. The result of students’ vocabulary ability in pre-test and post-test (statistics).

Paired Samples Statistics

Std. Error

Mean N Std. Deviation Mean

Pair 1 PreTest Vocabulary 2.50 50 0.909 0.129

PostTest Vocabulary 3.78 50 0.840 0.119

Content-Based Instruction (CBI) using MSME promo-

tional video assignments improved the Post-Test mean score

(Table 3) by 1.28 points to 3.78 (SD = 0.840; Std. Error

Mean = 0.119). Students could communicate in more scenar-

ios without searching for words at this stage. They performed

closer to level 4, indicating the capacity to understand and

participate in most conversations with excellent vocabulary

precision.

This research hypothesis was tested:

H0. The average learning outcomes between the Pre-Test

and Post-Test are the same, indicating that CBI does not

improve Business English communication abilities.

Ha. The Pre-Test and Post-Test average learning outcomes

change, indicating that CBI improves Business English com-

munication skills.

The paired-sample t-test results (Table 4) indicate a Sig.

(2-tailed) value of 0.000 < 0.05, rejecting H0 and accepting

Ha. The Pre-Test and Post-Test show a statistically signif-

icant difference in vocabulary performance, proving that

Content-Based Instruction increased Business English vo-

cabulary. The Mean Paired Difference (Table 4) was −1.280

(2.50−3.78), with a 95% CI of −1.495 to −1.065. These find-

ings show that all 50 students made considerable vocabulary

gains.

Table 4. The result of students’ vocabulary ability in pre-test and post-test (test).

Paired Samples Test

Paired Differences

Mean Std. Deviation
Std. Error

95% Confidence Interval
of the Difference

t df Sig. (2-tailed)

Mean Lower Upper

Pair 1 PreTest Vocabulary −1.280 0.757 0.107 −1.495 −1.065 −11.956 49 0.000

PostTest Vocabulary

3.2.3. Students’ Fluency in Pre-Test and Post-

Test

The Pre-Test mean fluency score (Table 5) was 2.18

(SD = 1.024; Std. Error Mean = 0.145). Students at this

level struggled to find words, paused unnaturally, and had

minimal emotion. A score of 3 indicates smoother delivery

with few pauses or hesitations and good meaning conveying.

The average student’s pre-test fluency was low, about level 2.

Table 5. The result of students’ fluency ability in pre-test and post-test (statistics).

Paired Samples Statistics

Std. Error

Mean N Std. Deviation Mean

Pair 1 PreTest Fluency 2.18 50 1.024 0.145

PostTest Fluency 3.72 50 0.882 0.125

Content-Based Instruction (CBI) using MSME promo-

tional video assignments improved the Post-Test mean score

(Table 5) by 1.54 points to 3.72 (SD = 0.882; Std. ErrorMean

= 0.125). Students spoke more fluently with fewer pauses

at this point. Despite occasional word-finding, delivery was

fluid and expression was broader and more natural. Their

performance neared level 4, which signifies fluent pronunci-

ation with minimal hesitation for academic and professional

settings.

This research hypothesis was tested:
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H0. The average learning outcomes between the Pre-Test

and Post-Test are the same, indicating that CBI does not

improve Business English communication abilities.

Ha. The Pre-Test and Post-Test average learning outcomes

change, indicating that CBI improves Business English com-

munication skills.

The paired-sample t-test results (Table 6) indicate a

Sig. (2-tailed) value of 0.000 < 0.05, rejecting H0 and accept-

ing Ha. Thus, Content-Based Instruction enhanced Business

English fluency as seen by the statistically significant differ-

ence in fluency performance between the Pre-Test and Post-

Test. The Mean Paired Difference (Table 6) was −1.540

(2.18 – 3.72), with a 95%CI of −1.804 to −1.276. These find-

ings show that all 50 students made considerable language

gains.

Table 6. The result of students’ fluency ability in pre-test and post-test (test).

Paired Samples Test

Paired Differences

Mean Std. Deviation
Std. Error

95% Confidence Interval
of the Difference

t df Sig. (2-tailed)

Mean Lower Upper

Pair 1 PreTest Fluency −1.540 0.930 0.132 −1.804 −1.276 −11.704 49 0.000

PostTest Fluency

3.2.4. Students’ Pronunciation Ability in Pre-

Test and Post-Test

The Pre-Test mean pronunciation score (Table 7) was

2.48 (SD = 1.015; Std. Error Mean = 0.144). Despite fre-

quent and notable pronunciation problems, students’ accents

were typically understandable at this level. Though the accent

is foreign, pronunciation problems rarely impair communi-

cation with native speakers with a score of 3. Thus, at the

pre-test, most students were level 2 but approaching level 3.

Table 7. The result of students’ pronunciation ability in pre-test and post-test (statistics).

Paired Samples Statistics

Std. Error

Mean N Std. Deviation Mean

Pair 1 PreTest Pronounciation 2.48 50 1.015 0.144

PostTest Pronounciation 3.44 50 0.907 0.128

After implementing Content-Based Instruction (CBI) to

MSME promotional video assignments, the Post-Test mean

score (Table 7) improved 0.96 points to 3.44 (SD = 0.907;

Std. Error Mean = 0.128). Students made fewer pronuncia-

tion errors at this stage, which did not impede understanding.

They spoke more clearly and effectively despite their foreign

accents.

This research hypothesis was tested:

H0. The average learning outcomes between the Pre-Test

and Post-Test are the same, indicating that CBI does not

improve Business English communication abilities.

Ha. The Pre-Test and Post-Test average learning outcomes

change, indicating that CBI improves Business English com-

munication skills.

The paired-sample t-test results (Table 8) indicate a

Sig. (2-tailed) value of 0.000 < 0.05, rejecting H0 and accept-

ing Ha. Thus, Content-Based Instruction enhanced Business

English pronunciation skills, since the Pre-Test and Post-

Test scores differed statistically. The Mean Paired Differ-

ence (Table 8) was −0.960 (2.48 – 3.44), with a 95% CI of

−1.189 to −0.731. The 50 student participants’ pronuncia-

tion improved consistently and significantly, improving their

communication skills.
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Table 8. The result of students’ pronunciation ability in pre-test and post-test (test).

Paired Samples Test

Paired Differences

Mean Std. Deviation
Std. Error

95% Confidence Interval
of the Difference

t df Sig. (2-tailed)

Mean Lower Upper

Pair 1 PreTest Pronounciation −0.960 0.807 0.114 −1.189 −0.731 −8.411 49 0.000

PostTest Pronounciation

3.3. Students’ Ability to Create Promotional

Content for MSMEs Products

In assessing students’ ability to create promotional con-

tent for Indonesian MSME products, the researcher used

an analysis rubric introduced by Glencoe [33]. The rubric

assesses the content of a persuasive presentation, facial ex-

pression, and eye contact, with a value range of one as the

lowest value and six as the highest range.

3.3.1. Students’ Ability to Use Facial Expres-

sion and Eye Contact

In accordance with the findings of the Facial Expres-

sion and Eye Contact rubric, the average performance of

the fifty pupils was determined to be a mean score of four,

with a standard deviation of one hundred sixty-nine points.

Even though there was considerable fluctuation, this suggests

that most students were able to keep their facial expressions

and eye contact appropriate throughout their presentations.

The chart (Figure 1) demonstrates that most students scored

within the range of three to five, which indicates that they

were consistently engaged in the material. However, there

were a few students who performed below average (scores

as low as zero to two), and there were also some students

who displayed superior proficiency (scores up to six). In

general, the data indicate that students have typically met

the anticipated level of expressiveness and interaction. Most

of the students have shown that they have maintained eye

contact and have used facial expressions in an appropriate

manner to support their communication.

Figure 1. Facial expression and eye contact.

3.3.2. Students’ Ability to Create Content of

Persuasive Presentation

When it comes to enticing potential customers, persua-

sive content is an essential factor. According to the evaluation

of fifty students, the average capacity of these students to

produce content that is appealing was 3.88, which is near

but still below 4 on the evaluation scale. This implies that

although students have shown some ability to produce per-

suasive presentations, there is still room for improvement

in this area. There are a number of factors that contribute

to effective persuasive delivery, including the capacity to

convey a strong purpose, eye contact, and the ability to trans-

mit clear content. The introduction, the major content, and a

concluding request to purchase are all crucial components

that are included in each and every product presentation. In

addition, the message is strengthened by offering specifics

such as an explanation of where and how the product can

be obtained. The presentation is made even clearer and con-

vincing by the utilization of informative visual aids, which

further enhances the presentation. The presentation is made

even clearer and convincing by the utilization of informa-
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tive visual aids, which further enhances the presentation.

Students’ performance on persuasive material when promot-

ing Indonesian micro, small, and medium-sized enterprise

(MSME) products is depicted in the chart that can be found

in Figure 2.

Figure 3 illustrates the documentation of student as-

signments related to the promotion of Indonesian MSME

products.

Figure 2. Content of persuasive presentation.

Figure 3. An example of MSMEs products promotion on YouTube, Instagram, Facebook, and TikTok.
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3.4. Students’Perceptions of Content-Based In-

struction

Figure 4 illustrates the research conducted on 50 stu-

dents from the Faculty of Economics.

Student responses to content-based instruction for pro-

ducing videos of MSMEs products as promotional content

in English class from the questionnaire showed students en-

joyed content-based instruction learning. 50% of students

responded strongly agreed, and 42% agreed. Only 8% of

them who responded did not enjoy content-based instruc-

tion for producing MSMEs products videos as promotional

content in English class. This result was also supported by

the interview results, which showed that they had a positive

response to learning. They responded positively to the learn-

ing process and produced promotional videos of MSMEs

products. They enjoyed learning and creating videos because

these activities applied to using English for actual practice

in the field, especially in business contexts. Student 32 ex-

plained:

“Making videos helped me practice real

English communication for business, not just

theory in class.”

Figure 4. Students’ perception of content-based instruction.

Students responses to the statement “MSMEs products

promotional videos are interesting for you when you learn

English” were quite positive. Namely, 44% of them strongly

agreed, 52% agreed with the statement, while only 4% dis-

agreed. Students who agreed and strongly agreed argued

that promotional videos were attractive for learning busi-

ness English because the combination of audio and visuals

makes learning engaging. They could write scripts for video

promotion. As student 12 noted:

“The audio-visual part makes English

more fun and keeps me engaged.”

Students responded to the statement “You can improve

your English vocabulary when you produce promotional

videos of MSMEs products “mostly showed very positive

responses. 61% stated that they strongly agreed with the

statement, 35% agreed, and only 4% disagreed. Students

who strongly agreed and agreed claimed that they could in-

crease their English vocabulary when usingMSMEs products

videos, especially vocabulary related to English for business

context and vocabulary related to the appearance and taste

of the products they promoted. Student 40 said:

“I learned many new words about busi-

ness and how to describe products.”

Student responses to the statement “Using promotional

MSMEs products video, you can improve your ability to

speak English” are mostly positive responses. Students who

strongly agreed at 28%, agreed at 58%, and disagreed at 14%.

Students who strongly agreed and agreed assumed that pro-

ducing videos forced them to practice speaking English; they

had to learn and improved their speaking skills. In addition,

they also thought that it increased their writing creativity

because they had to write scripts for display. Student 13
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confirmed this, saying, “the project forced me to speak in

English, so my speaking improved.”

Students responded to the statement “MSMEs prod-

ucts videos provide challenges when you take part in learn-

ing projects” were very positive. 60% of students strongly

agreed, 35% of them agreed, and only 6% of them disagreed.

Students who strongly agreed revealed that the challenge

forces them to speak in public, train their courage, and show

their creative side when they speak English with limited time.

Student 25 admitted:

“at first it was difficult, but the challenge

made me more confident speaking in front of

people.”

Student responses to the statement “MSMEs products

promotional videos impact positively during the learning

project” are positive. 48% of them stated that they strongly

agreed, 46% agreed, and only 6% disagreed. Students who

agreed and strongly agreed claimed that there was relevance

between the use of English and real business contexts. In

addition, they felt they were forced to be self-confident in

speaking, which was always a barrier to learning English.

Student 28 highlighted:

“This project connects English with real

business, so I feel it is useful.”

Students responded to the statement “Content-based

instruction for producing promotional videos of MSMEs

products could increase their confidence in speaking En-

glish”. 12% of them responded strongly agreed, and 58% of

them responded agreed. Then, 30% of them who responded

did not find content-based instruction interesting to increase

confidence in speaking. Some students said, “Making videos

gave us more confidence to speak English in front of others.”

Student responses to the statement “Content-based in-

struction for producing promotional videos of MSMEs prod-

ucts could make English learning more interesting”, 46% of

them responded strongly agreed, and 46% of them responded

agreed. 6% of them responded that content-based instruc-

tion learning for making MSME videos was less attractive.

2% of students responded that making MSME videos made

learning uninteresting. But student 17 shared:

“I enjoyed the activity because it was not

boring, it was creative and interactive.”

Students responded to the statement “content-based in-

struction for producing promotional videos of MSMEs prod-

ucts could improve their business communication skills”.

42% of them responded strongly agreed, and 48% of them

responded agreed. Only 10% of them disagreed. They said

that content-based instruction learning did not improve their

business English communication skills. Student 14 reflected:

“This strategy is effective because it

makes us use English naturally while learning

business.”

Students responded to the statement “MSMEs products

promotional videos as a pedagogical strategy to improve

English language skills in English classes”. Students agreed

that MSMEs product promotional videos were one of the

effective pedagogical strategies for improving their English

language skills. 64% of them agreed with the statement, 20%

strongly agreed, and 16% disagreed.

The results showed that content-based instruction could

be implemented in teaching and learning. The learning pro-

duces contextual learning and could be applied to actual busi-

ness situations as an output, namely, producing promotional

videos for MSMEs products. Different from traditional learn-

ing methods, learning as content-based instruction based on

promotional videos for MSMEs products could act as lin-

guistic skills training and sharpen business English skills in

promoting MSMEs products globally. Students also have

an interest and are active in the learning process. For Ex-

ample, when they present the topic “Promoting a Product,”

they become active in discussion activities. They become

familiar with promoting, using promotional strategies, choos-

ing business English vocabulary, writing scripts to compose,

and discussing the condition of MSMEs products. Content-

based instruction is an approach that aims to increase student

engagement by providing content-based learning, not only

focusing on language learning. This teaching method is

believed to increase student involvement directly with the

learning object without ignoring the difficulties in the tar-

geted language. Using content-based instruction with video

content-based assignments also increases student involve-

ment in practicing English because they are forced to use

English. This is one effective way to overcome the prob-

lem and the obstacle in learning English, which is caused

by the lack of a place to study or the passivity of students in

speaking or using it.
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In the implementation, students’ communication skills

are increased in terms of vocabulary, grammar, fluency, and

pronunciation. Feedback from students is also good, and

most of them enjoy the learning process. Meanwhile, some

students who disagreed thought that content-based instruc-

tion and producing promotional videos are quite difficult

because they need more effort to edit videos. Not all stu-

dents have the background for such abilities. Content-based

instruction has strong pedagogical support in second lan-

guage acquisition research, training studies, educational and

cognitive psychology, and program outcomes. Students feel

challenged by creating promotional video content. In terms

of the content of the product promotional video displayed,

they are already very familiar with the digital platform used.

They can use the existing features onYouTube, TikTok, Insta-

gram, and Facebook; this illustrates that students can actually

use the latest technology.

Overall, most of the students are interested in content-

based instruction learning to produce promotional MSMEs

products videos. The method is very effective to improve

students’ business English communication skills and it could

also increase student motivation and self-confidence in the

learning process. Considering that the learning process is

not only limited to material but also motivates and increases

student activity, and increases interest in learning. Producing

promotional videos for MSMEs products has been proven to

improve students’ business English skills in every segment,

including grammar, vocabulary, fluency, and pronunciation.

Students are also interested in learning English. Most of the

students said that learning activities are more enjoyable, and

improve their business English communication skills. As

student 37 concluded:

“learning English through MSME videos

is enjoyable and makes me more confident in

using business English.”

4. Discussion

The research findings indicate that Content-Based In-

struction (CBI) can be integrated into semester curricula,

facilitating contextual learning pertinent to actual business

scenarios. This execution results in the production of pro-

motional videos for Indonesian MSME products. In contrast

to conventional learning, which emphasizes the mastery of

language structure, the CBI learning model, utilizing pro-

motional videos for Indonesian MSMEs, functions not only

as a tool for linguistic proficiency development but also of-

fers students practical experience in refining their business

English skills within the framework of global product promo-

tion. This setting gives many potentials but requires students

to learn digital communication. Strategically planned social-

media-based project-based learning helps students develop

real-world communication skills and apply theoretical infor-

mation, according to Cameron [34]. Similar to this study, au-

thentic business scenarios in language learning motivate and

assure skill transfer to professional contexts. Consequently,

CBI integrates linguistic theory with practical application in

the digital business realm.

This connection corresponds with the phenomenon of

globalization and technological progress that have altered

corporate practices. Data indicates that e-commerce pene-

tration rates in several emerging nations have attained 78%,

leading to a rise in online commercial transactions. This sce-

nario presents considerable opportunities while also necessi-

tating that students acquire digital communication abilities.

Language, especially English, is essential to this process

as it serves as the worldwide lingua franca for commercial

communication, digital marketing, and international negoti-

ation [3,4]. Therefore, content-based learning that integrates

language and digital marketing strategies is relevant to mod-

ern professional needs. Roodsari [30] notes that CBI may not

assist all learners equally, as some students are motivated

and develop in language and topic learning, while others

may face stress or confidence loss without an appropriate

methodological design.

Throughout the implementation, students exhibited sig-

nificant interest and involvement. In the “Promoting a Prod-

uct” theme, students engaged in discussions regarding promo-

tional techniques, marketing strategies, the use of business

English language, script formulation, and the overall status

of Indonesian MSME products. This shows how CBI may

help people become better at communicating in professional

settings. This is in line with Zhang et al. [35], who stresses

how adaptable CBI is to many social and cultural circum-

stances, and with Marcu [36], who emphasizes how it can

help people learn both language and social skills, making the

process more meaningful and effective.

The study’s results indicated substantial enhancements
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in communication skills, encompassing vocabulary, gram-

mar, fluency, and pronunciation. This aligns with the find-

ings of Lee [30], which indicate that content-based instruction

(CBI), when incorporated into communicative language train-

ing, creates dynamic, content-focused learning settings that

enhance both linguistic elements and communicative profi-

ciency. which assert that content-based instruction (CBI) is

robustly supported by pedagogical research in second lan-

guage acquisition, training studies, educational psychology,

and program outcomes [11]. Regarding motivation, most stu-

dents indicated that they like the project-based learning style

of MSME promotional videos, as it allowed them to directly

connect the curriculum to the real-world setting of digital mar-

keting. This aligns with the findings of Thanyaphongphat et

al. [37], which indicate that Contextual Inquiry Project-based

Learning cultivates both motivation and the acquisition of

21st-century abilities, including critical thinking, communi-

cation, and teamwork.

Aminority of students indicated difficulties, especially

regarding technological elements like video editing. The

assignment necessitated more effort due to the lack of tech-

nological proficiency among some individuals. Nevertheless,

these hurdles were very insignificant in relation to the advan-

tages obtained. In accordance with Carroll et al. [38], insuffi-

cient confidence and training can hinder technology integra-

tion, but some participants’ limited technological proficiency

did not significantly hinder learning. Despite the initial chal-

lenges, digital integration’s benefits back up,Alzubi [39] claim

that multimedia technologies improve educational quality

and student outcomes. In contrast, most students were al-

ready acquainted with digital platforms such as YouTube,

TikTok, Instagram, and Facebook, rendering the creation

of promotional content very straightforward to learn. This

scenario suggests that the present generation of students in-

herently possesses robust digital competencies, facilitating

the implementation of technology-enhanced CBI.

Overall, the findings from the questionnaire and inter-

views indicate that most students were engaged and inspired

by the CBI learning paradigm utilizing MSME advertising

videos. This validates the conclusion that CBI enhances

English corporate communication abilities while simultane-

ously augmenting students’ learning motivation and digital

competencies [28,30,34,35,40]. In accordance with prior stud-

ies, the amalgamation of language education and business

material yields twofold advantages: linguistic proficiency

and vocational competencies [21,23,30]. Consequently, it can

be inferred that the implementation of CBI via the MSME

promotional video project equips students to confront the

problems of an increasingly digitized and integrated global

economy.

5. Conclusion

Using content-based instruction to improve business

English communication skills in producing promotional

MSMEs products make some contributions. Pedagogically,

lecturers can create good strategies in the teaching-learning

process, significantly improving students’ communication

skills and activeness in classroom activities. Besides, the

result has proved that content-based instruction learning

can create a good atmosphere in learning business English.

Therefore, English lecturers or teachers can use this learn-

ing strategy to teach English. Theoretically, lecturers and

researchers have information on the extent of content-based

instruction and its impact can be implemented in teaching

and learning Business English. It also supports existing

theories of content-based instruction. Moreover, creating

promotional Indonesian MSME products also has positive

impacts on MSME businessman because their products can

be recognized by the international market through social

media.

6. Limitations of the Study

Limitations should be addressed in this investigation.

First, the sample size of fifty students may not adequately

represent EFL or business education situations; therefore,

conclusions should be evaluated carefully. Second, the in-

tervention lasted one semester, providing useful insights

into short-term results but not long-term benefits of content-

based training on language development. Third, the lack of

a control group makes it challenging to verify that content-

based instruction caused the improvements. Finally, the

study focused on English communication skills like vocabu-

lary, grammar, fluency, and pronunciation; rather than criti-

cal thinking, intercultural communication, and collaborative

skills, which are important in globalized business environ-

ments.
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7. Suggestions

Future studies should use a larger, more diverse sam-

ple to generalize findings across educational backgrounds,

institutions, and cultures. To assess the long-term effects of

Content-Based Instruction (CBI) on students’ language de-

velopment and professional competencies, implementation

must be extended. Technical training in digital media, such

as video production, editing, and social media use, will let all

students participate and benefit from learning without being

inhibited by unequal technical skills. Future studies should

also include 21st-century abilities like cooperation, creativity,

problem-solving, and international communication, which

are more vital in global business. Finally, true performance-

based evaluation, peer-assessment, and employer or indus-

try input should be used to better assess students and link

academic accomplishments to real-world professional objec-

tives.
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