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Abstract. This study aimed to assess the proportion of establishing and running Instagram
content using #belajarbahasainggris, which translates to #learningEnglishlanguage. We
also aimed to determine the English learning content and English language business. The
article used the #belajarbahasainggris hashtag in the search feature in the Instagram
application to locate and identify 362.089 posts. The report then analyzed and classified
the first 100 posts into being either educational or marketing content. Marketing content
signifies educational content that implicitly or explicitly encourages the public to buy a
product or service even though it looks like educational content. The analysis found that
the majority of the content was marketing content. It acknowledges the media literacy of
the stakeholder in Indonesia who prefer to consume educational content compared to
marketing content. Further research is needed to evaluate the effectiveness of this
interactivity against other types of academic content initiatives in social media.
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1 Introduction

There has been a surge of interest in English language learning in Indonesia during the last
decades since English is a compulsory subject in Indonesia [1]. However, the reality is not as
promising as Indonesia falls behind other non-English speaking countries; Indonesia is ranked
low at 74 out of 100 countries [2]. English language for Indonesian continues as an important
language for business, technology, and education. One of the languages earning platforms for
modern learners is social media which relates to the technological advancement in Indonesia
with 170 million social media users [3] since Indonesians are early adopters of technology [4],
smartphone as the primary device to access social media [5]-[7].

In Indonesia, at least four social media platforms have been utilized as communication
space for various aspects of Indonesian society; politics, social, religion, business, and
information sharing [8], [9]. Instagram falls under the image and video social networking sites,
and most of the posts contain a stream of photographs documenting and exhibiting the user's
daily life [10]-[12]. Also, Instagram has been used as an educational and knowledge acquisition
source [13]. Unfortunately, resources readily accessible by users in Instagram has created
promising marketing and advertising space as well which diluted the educational content for
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users who has educational motive using Instagram. Using Instagram with knowledge acquisition
motives positively affects social media use when analyzing and studying social media. In
addition, most studies in social media impact the unappreciated positive side of the discussion
while underlining the fact that social media is underutilized and the negative side [14]-[16]. The
drive to pour more positive content while negative, hoax, and ethical violation content
competing have undoubtedly led to trust in users searching for knowledge, information, and
inspiration in Instagram, consequently extending their existence. One of the knowledges gained
from social media is language learning. Indonesians learn English as a second language from
social media as Instagram utilized photos and videos as the prominent underlining uniqueness.

The main objective of this study was to assess the proportion of educational content in the
English language compared to English language marketing and advertising content.
Additionally, several hashtags were analyzed to validate content concentrations.

2 Research Methods

A data selection of several specific hashtags was conducted at the Instagram search feature,
which is the primary function of gathering posts from this social media platform. Hashtags were
preferred to collect the possibly sizable volume of content using Indonesian words;
#belajarbahasainggris (learn the English language), #belajarenglish (learn English), and
#belajarbahasainggrismudah (learn the English language easy). #belajarbahasainggris hashtag
was chosen because of the most significant volume of posts (362.089 posts). This data-gathering
process was finalized in June 2021. The total data then were reduced to 100 first posts. Data
were categorized for educational content and marketing content and followed up to the analysis
process.

Analysis of data categorized video and photo posts into business and educational content
against academic standards according to the credibility of sources [17]. While marketing content
was posted by an institution or person who sells products or services related to English language
products, educational content was mainly posted by a peer who has skills or sharing the
educational journey with other Instagram users. The first 100 posts were collected from the
standard Instagram search feature where it divides into the recent and top posts. This study
explored the recent section post, started from June 30, 2021, and continued to later posts until
100 posts were collected and analyzed.

3 Results and Discussion

One hundred posts were able to generate a consensus that content is divided into two
categories according to the aim of the study. In contrast, the data analysis found of the 100
#belajarbahasainggris posts, 23 were educational, and 77 were categorized as business content.
The systematic breakdown of the first 100 posts can be viewed in Table 1. The posts were a mix
of video and photo posts. The type of the post varies from introductory photo post and carousel.
Video posts mostly covered a closeup of a person while explaining a specific English language
topic in Indonesian. This study gave a picture of a category that describes which positions can
be consumed by Instagram users for education and which posts might be educational and contain
marketing purposes.



Table 1. Data from the first 100 posts from #belajarbahasainggris.

Post Quantity Details

Marketing content 77 Sell product/service

Educational content 23 Post educational
content without
selling any product or
service

Good use of Instagram features by content creator using the hashtag #belajarbahasainggris
was the carousel, video, stories, and hyperlink username. The intention of getting views and
likes made the content creators used all the features available. A carousel is a post on Instagram
where users can place multiple photos or videos in one position and can be viewed by swipe
and click the left button on the seat. While video post can be identified by a button-shaped as
filled triangle arrow facing right located at the top right or middle of thumbnail referring to play
button, the carousel post can be identified by a button-shaped as two filled squares stacked on
top of each other. The video post can be seen in Figure 2 and the primary photo post in Figure
3. The introductory photo post does not have any button on the post thumbnail. As seen in Figure
1, the carousel post typically can be swiped left or clicked next arrow to open the following
content in the center.

This carousel is used widely in the data where content creators can finish one topic as a
comprehensive learning material in one post. Diverse topics used carousel post including word
of the week; daily habit led to English acquisition, word synonym, slang words, article, action
verbs, and many more.
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Fig. 1. Carousel post.



Listen Carefully!

Fig. 2. Video post.
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* Do you think that | should...? ‘
« If you wore me what would you do? j \\
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Fig. 3. Basic photo post.

3.1 Marketing content

This study indicates that marketing content is the majority of collected data—marketing
content in this context aimed to encourage other users to buy products or services offered.
Through enticing content with the right image, design, and logo, educational information is also
used more often as the soft selling approach. However, the marketing content is categorized
from academic content, looking at the content sources from their username, bio, and a sales
pitch in the post. For example, a username, @agc_ourse, might sell an English course, but the
analysis stage digs deeper into their bio section and another post.

This study confirms that marketing content usual marketing content, including educational
information, are adapted to their posts. Then, marketing content reported information associated
with product and service from the institution or language firm, allowing the other users to point
out that data mostly leads to buying a product or service. This study result suggests that for some



Instagram users, marketing content is a blatant sales pitch. Creating exciting content that inviting
views is the skills and creativity demanded by literate social media users and one of the
benchmarks that will win the business area's competition. Most marketing contents used
attractive graphic design and a well-thought layout. In terms of marketing content using
educational information, the data shows that Instagram business account in this niche applied
more informational content that explicitly stated the product or service they sell with a more
hard selling approach.

3.2 Educational content

Integrating the findings from this study, the data suggest that educational content within
the #belajarbahasainggris hashtag in Instagram most reinforced the posts showing individuals
or institutions without selling any English product or service contributing to the overall content.
A few posts where random accounts used this hashtag to engage with the niche contributed to
incidental unrelated English language learning. There was even a foreign account with
questionable intentions that used the hashtag. Also, none of the posts categorized in educational
content sell any English language learning product or service. Nonetheless, the hashtag has been
famous as a social media marketing strategy to get the view as an engagement in the business
niche. Finding business intention in educational content, one may conclude that Instagram
content is relatively open to business and social approach, but have no single categorize when
content creator aiming to gain engagement from other Instagram users. Data shows that
educational content used more video as a speaker explaining an English language learning topic.

4 Conclusion

To conclude, this study found that marketing content used educational information in
inviting Instagram users to view their content. This study sheds new light on the phenomenon
of foreign language learning from social media platforms. This data reveals that the affordances
of social media content deliver a convenient space for Instagram users to learn English via
material provided by the content creator, whether they are business-oriented or social-oriented.
According to this study, exciting content with enticing graphic design is mainly created by
business intention, while educational content mostly used video.

However, social media literacy (which was referred to as understanding the benefit) cannot
be detected via this study. Taking the categories (marketing and education) in this study, this is
one of the studies that explore the data quantitatively to address the availability and the question
of positive and negative content in the social media realm. Thereby, these findings contribute to
how Instagram users offer a specific range related to English language learning. A further
investigation of this research scope might be directed towards how effective educational content
that consumed by Instagram users who have different motives.
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