LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT T Ex '
ISSN:1581-5374 E-ISSN:1855-363X T -]-:—-“-v .
VoL. 23, No. $4(2025) LOCALIS

THE ROLE OF ENGLISH LANGUAGE PROFICIENCY IN ENHANCING SOCIAL
MEDIA ADVERTISING EFFECTIVENESS FOR BUSINESS GROWTH

Dr. I. Diana Rachal*, Dr. K Sindhu?, Dr. R. Selvakumari®, Dr. S. Sudha?,
Dr.Punit Pathak*®, Ms.Jirna Moni Devi®, Dr. Neha Anand’

Assistant Professor, Department of English and Foreign Languages, SRM Institute of Science and Technology,
Ramapuram Campus, Chennai.
2Professor and Head, Department of English, Periyar University, Salem, TN-636011.
3Associate Professor, Department of Business Administration, SRM Trichy Arts and Science College,
Trichy — 621105.
“Assistant Professor of English, Department of English and Foreign Languages,
Alagappa University, Karaikudi.
" Assistant Professor, School of Liberal Arts and Human Sciences, Auro University, Surat.
®MA English (2020) REVA University, Bangalore
" AssociateProfessor, Department of Humanities, TeerthankerMahaveer University Moradabad.

ABSTRACT

In the digital age, social media advertising has emerged as a primary driver of business visibility, customer
engagement, and overall growth. With English being the global lingua franca, proficiency in the language plays a
critical role in shaping the effectiveness of social media advertising campaigns. This paper examines how English
language proficiency influences message clarity, audience engagement, consumer trust, and cross-cultural
communication in digital marketing spaces. It explores the importance of grammar, vocabulary, tone, and stylistic
choices in crafting persuasive advertisements, alongside the use of English as a unifying medium for global markets.
Additionally, it investigates challenges faced by businesses in non-English speaking regions and how limited
proficiency can hinder advertising effectiveness. The research also emphasizes strategies such as content
localization, bilingual campaigns, and professional training to overcome language barriers. Drawing on studies from
linguistics, marketing, and business communication, this paper argues that English proficiency is not merely a
linguistic asset but a strategic business tool for enhancing social media advertising and driving sustainable growth.
The findings suggest that businesses investing in language skills alongside digital marketing strategies are better
positioned to compete in globalized markets.

Keywords: English proficiency, social media advertising, business growth, digital marketing, cross-cultural
communication, customer engagement, globalization.

INTRODUCTION

In today’s interconnected digital economy, English has emerged as a global business language,
shaping communication, trade, and marketing practices across diverse markets. With the rapid
rise of social media platforms such as Facebook, Twitter, Instagram, and YouTube, firms have
found new avenues to reach wider audiences and foster consumer engagement. These platforms,
however, are highly language-driven: the clarity, accessibility, and resonance of advertising
messages depend heavily on the audience’s language proficiency. For businesses operating in
multicultural and multilingual environments, English language proficiency has therefore become
a critical factor in determining how effectively social media advertising influences consumer
behavior and contributes to business growth.

Advertising studies consistently highlight the dual function of English in global marketing—
serving both symbolic and semantic roles. Hornikx, Van Meurs, and De Boer (2010) provided
one of the foundational empirical examinations of this phenomenon. Their research in the
Journal of Business Communication revealed that Dutch consumers evaluated English slogans
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more favorably when they were easy to understand, while complex or unfamiliar English
reduced their appeal. The authors concluded that comprehension, shaped by the audience’s
English proficiency, significantly influences attitudes toward advertisements. This work
demonstrated that the symbolic value of English as a modern, global marker only achieves its
full impact when consumers can process the language with ease.

Alongside the importance of language comprehension, the rise of social media in the early 2010s
reshaped how advertisements were delivered and perceived. Voorveld and colleagues (2014)
compared consumer responses to social network site (SNS) campaigns and traditional television
advertising. Their findings showed that SNS campaigns triggered different cognitive and
affective responses, with audiences perceiving them as more interactive but also more persuasive
in intent. Such studies emphasized that the effectiveness of social media advertising depends not
only on message design and platform dynamics but also on how easily audiences can process and
interpret content. For consumers with limited English proficiency, complex or unfamiliar English
messages on fast-paced, fragmented social platforms may reduce engagement and recall.
Regional variations in English proficiency add further complexity to the relationship between
language and advertising effectiveness. Nickerson and Camiciottoli (2013), writing in the
Journal of Business and Technical Communication, explored how consumers in the United Arab
Emirates perceived English in advertising. They observed that English was widely viewed as the
“lingua franca” of business and employment, symbolizing progress and opportunity. However,
they also noted that attitudes varied according to education levels and exposure to English,
highlighting the need for flexible, bilingual, or mixed-language strategies in markets where
proficiency levels differ significantly. Their research underscored the tension between global
standardization of English-language campaigns and localized adaptation for specific audiences.
Industry perspectives from this period also offered cautionary insights. Surveys conducted in the
early 2010s, such as those reported in Time (2013), suggested that many consumers did not
believe social media strongly influenced their purchasing behavior. This skepticism raised
questions about how social media advertising drives outcomes and whether its influence is direct
or indirect—through brand awareness, social recommendation, or informational support. Within
this debate, English proficiency emerges as a possible moderator: for consumers with strong
English skills, advertisements may be more persuasive and memorable, while limited proficiency
may dilute their impact.

Collectively, these studies from 2010 to 2014 provide a strong foundation for analyzing the role
of English language proficiency in social media advertising effectiveness. Three key insights can
be drawn: (1) English in advertising delivers both symbolic and comprehension-based effects
(Hornikx et al., 2010); (2) social media platforms function as distinct advertising environments
where audience engagement is highly sensitive to message clarity (Voorveld et al., 2014); and
(3) regional attitudes toward English are closely tied to proficiency levels and cultural context
(Nickerson &Camiciottoli, 2013). These insights suggest that the success of social media
campaigns depends not merely on creative content or technological reach but also on linguistic
accessibility.

This research therefore proposes that English language proficiency acts as a vital moderator of
advertising effectiveness on social media. When audiences can understand and relate to English
messages, advertisements are more likely to generate positive cognitive, emotional, and
behavioral responses, thereby enhancing business growth. Conversely, in markets with lower
proficiency, advertisers may need to adopt adaptive strategies, such as simplifying language,

2586



LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT 1%
ISSN:1581-5374 E-ISSN:1855-363X T -]-j—“-f .
Vo. 23, No. $4(2025) LOCALIS

using bilingual campaigns, or localizing content, to maximize impact. Building on the literature,
the present study develops a conceptual framework linking proficiency to advertising outcomes
such as comprehension, emotional engagement, sharing behavior, and purchase intention,
offering insights for both scholars and practitioners navigating the global digital marketplace.
ENGLISH AS THE GLOBAL BUSINESS LANGUAGE

In today’s interconnected economy, English has emerged as the undisputed global business
language, shaping international trade, corporate communication, and, increasingly, digital
marketing practices. As organizations expand across borders, the need for a common linguistic
medium has become essential for fostering collaboration, innovation, and effective market
engagement. English fulfills this role by bridging diverse linguistic communities, enabling
enterprises to communicate seamlessly with global stakeholders. Its widespread adoption in
professional settings, from multinational corporations to small startups, highlights its strategic
importance for business growth in a globalized era.

The dominance of English in the corporate sphere is particularly evident in digital marketing and
social media advertising. Platforms such as Facebook, Instagram, LinkedIn, and Twitter have
vast international audiences, many of whom engage with content in English. Businesses seeking
to scale their visibility and build customer trust often rely on English to deliver advertisements,
brand stories, and customer engagement strategies. A proficiency in English allows marketers to
craft compelling messages that resonate with diverse global consumers, thereby expanding reach
beyond localized markets. This linguistic competence ensures that advertisements are not only
understood but also culturally and contextually appropriate for international audiences.
Moreover, English proficiency enhances the technical and strategic aspects of digital advertising.
Much of the terminology, software documentation, and industry literature related to marketing
analytics, social media optimization, and content management systems are published in English.
Marketers who are fluent in the language are better positioned to understand global trends, adapt
emerging tools, and apply best practices to optimize campaigns. This access to knowledge
directly impacts the effectiveness of social media advertising, where timely responses, accurate
targeting, and persuasive communication are critical to business growth.

Another dimension of English as the global business language is its role in fostering credibility
and professionalism. In digital spaces, where first impressions are shaped by language and
presentation, businesses that communicate fluently in English often appear more trustworthy and
competent. This perception can influence consumer decisions, leading to higher engagement
rates, stronger brand loyalty, and increased sales conversions. For startups and small enterprises,
English proficiency can act as an equalizer, allowing them to compete with larger corporations
by reaching global markets at relatively lower costs through social media campaigns.
Additionally, English facilitates cross-cultural collaboration within organizations managing
international teams. Social media advertising often requires coordinated efforts from content
creators, graphic designers, data analysts, and customer engagement specialists across different
regions. Proficiency in English enables smooth internal communication, reducing
misunderstandings and enhancing campaign efficiency. The ability to collaborate effectively not
only improves the quality of advertising content but also ensures that campaigns align with
global business objectives.

English has become more than a medium of communication—it is a strategic asset in the digital
marketing landscape. For businesses leveraging social media advertising, English proficiency
enhances global reach, credibility, and operational efficiency. As digital platforms continue to
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drive business growth, mastering English as the global business language will remain integral to
maximizing advertising effectiveness and sustaining competitive advantage in international
markets.

SOCIAL MEDIA AND CONSUMER ENGAGEMENT

Social media has become one of the most powerful platforms for businesses to connect with
consumers, build brand identity, and create long-term customer relationships. In the digital
marketplace, consumer engagement refers to the degree of interaction, involvement, and
emotional connection that customers establish with a brand through online communication.
Platforms such as Facebook, Instagram, LinkedIn, and X (formerly Twitter) allow businesses not
only to advertise products and services but also to engage with audiences in real time, fostering
dialogue and trust. In this process, English language proficiency plays a central role, as English
remains the most widely used language in global communication and digital marketing.
Engagement on social media extends beyond simple likes and shares; it encompasses meaningful
conversations, customer feedback, user-generated content, and brand loyalty. Businesses today
recognize that the effectiveness of social media advertising is not merely determined by the reach
of campaigns but by how successfully they encourage consumers to interact. For instance, an
advertisement written in clear, persuasive, and grammatically correct English is more likely to
attract attention, generate comments, and spark conversation across diverse audiences.
Miscommunication, vague expressions, or poor linguistic presentation, on the other hand, can
hinder engagement and weaken brand credibility.

English proficiency enables businesses to craft compelling messages, slogans, and storytelling
campaigns that resonate with a broad demographic. Social media users are increasingly drawn to
content that is not only visually appealing but also linguistically impactful. Well-articulated posts
that use concise yet engaging English encourage consumers to respond, tag friends, or share the
content, thereby expanding the brand’s visibility organically. Moreover, effective use of
language ensures that businesses can adapt tone and style depending on the platform—
professional and informative on LinkedIn, casual and interactive on Instagram, or concise and
trending on X.

Another crucial aspect of consumer engagement lies in two-way communication. Social media is
not a one-directional advertising tool; it thrives on dialogue. Businesses that respond to customer
queries, comments, and feedback in accurate and polite English demonstrate professionalism and
attentiveness, which enhances consumer trust. Multinational companies, in particular, benefit
from English proficiency because it allows them to communicate with a global audience
seamlessly, bridging cultural and linguistic gaps. This inclusivity strengthens engagement by
making customers feel valued and understood.

Furthermore, consumer engagement is significantly driven by the use of interactive content such
as polls, live sessions, and Q&A forums. In such formats, the clarity and fluency of English
expression are critical to maintaining consumer interest. If businesses fail to present ideas
clearly, they risk losing audience attention in the highly competitive digital environment.
Conversely, creative and linguistically sound content can motivate consumers to participate
actively, thereby strengthening their attachment to the brand.

Social media consumer engagement is a vital determinant of business growth, and English
language proficiency serves as a catalyst in enhancing its effectiveness. By enabling businesses
to convey messages clearly, build trust, and foster dialogue, English ensures that advertising
campaigns are not only far-reaching but also deeply engaging. Ultimately, in the interconnected
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global economy, the mastery of English in social media advertising translates into stronger
consumer relationships and sustained business success.

ENGLISH PROFICIENCY IN SOCIAL MEDIA ADVERTISING

In the digital era, social media has emerged as one of the most influential platforms for
businesses to communicate with consumers, promote products, and build lasting relationships.
The effectiveness of social media advertising relies heavily on the clarity, persuasiveness, and
accessibility of the messages conveyed. Since English is the dominant global language of
communication, English language proficiency has become a critical factor in determining the
reach and success of online promotional campaigns. Businesses that demonstrate strong
command over English are better positioned to appeal to diverse audiences, create impactful
messages, and compete in global markets.

English proficiency plays a vital role in crafting engaging and persuasive advertisements. Social
media advertising depends on concise yet impactful text—such as captions, headlines, and
slogans—that can capture user attention within seconds. Poor grammar, awkward phrasing, or
unclear messaging can weaken a brand’s image and reduce consumer trust. On the other hand,
businesses that employ precise, creative, and fluent English gain credibility and resonate more
strongly with audiences. This is particularly important when targeting international customers,
where English often serves as the common medium of understanding across diverse cultural and
linguistic backgrounds.

Another dimension of English proficiency in social media advertising is its impact on brand
perception and professionalism. Social media audiences often associate language fluency with
the competence and reliability of a business. Advertisements that feature well-structured,
grammatically correct, and culturally appropriate English not only increase comprehension but
also reinforce the brand’s authority. Conversely, mistakes in spelling, tone, or word choice may
lead consumers to perceive the brand as careless or unprofessional, directly affecting
engagement rates and purchase decisions. Thus, linguistic precision is not merely an academic
skill but a practical tool for establishing trust in digital markets.

Moreover, English proficiency enhances the adaptability of advertising strategies across different
platforms. Social media spaces such as Facebook, Instagram, X (formerly Twitter), and LinkedIn
have unique communication styles and audience expectations. A high level of English fluency
enables businesses to modify tone and style accordingly, whether it is the formal professionalism
expected on LinkedIn or the casual, trendy language that resonates on Instagram. By mastering
these variations, companies can maximize the relevance of their content and optimize user
engagement.

Searchability and visibility also depend on English proficiency. Social media platforms rely
heavily on algorithms that use keywords, hashtags, and captions to determine the reach of posts.
Effective use of English keywords and trending hashtags ensures that advertisements reach
broader audiences and rank higher in search results. Businesses with limited English skills may
miss such opportunities, reducing their digital presence and growth potential.

Finally, English proficiency empowers businesses to engage meaningfully with customers.
Advertising on social media is not only about one-way communication but also about fostering
dialogue. Responding to comments, addressing queries, and managing feedback in clear and
polite English strengthens customer relationships and boosts brand loyalty. This interactive
component of advertising underscores how language fluency translates directly into stronger
consumer connections and long-term business growth.
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English proficiency in social media advertising is indispensable for businesses seeking to thrive
in today’s global digital economy. From crafting compelling messages to enhancing brand
image, improving searchability, and building trust with international audiences, strong English
skills significantly increase advertising effectiveness. As businesses continue to embrace social
media as a primary marketing channel, investment in English language training and professional
communication strategies will remain a key driver of sustainable growth and competitive
advantage.

CHALLENGES OF LIMITED ENGLISH PROFICIENCY

One of the major barriers to leveraging social media advertising for business growth lies in
limited English proficiency among entrepreneurs, marketers, and target audiences. English has
become the dominant language of global digital communication, with most advertising
platforms, content strategies, and analytical tools designed primarily in English. Businesses with
low English proficiency often struggle to create persuasive content that aligns with international
standards. This limitation affects the clarity of brand messages, the effectiveness of
advertisements, and the ability to connect with diverse markets.

Limited English proficiency also reduces a business’s capacity to fully utilize advanced features
on platforms such as Meta Ads Manager, Google Ads, or Linkedln Campaign Manager.
Instructions, optimization guides, and algorithm-driven insights are largely provided in English,
making it difficult for non-proficient users to apply data-driven strategies effectively. As a result,
businesses may experience weaker targeting, lower engagement rates, and higher advertising
costs due to ineffective content delivery.

From a consumer perspective, audiences with limited English proficiency may misinterpret
marketing messages, leading to confusion, reduced trust, and low conversion rates.
Miscommunication caused by translation errors or poorly constructed content can damage brand
credibility and hinder customer retention. Moreover, language barriers restrict businesses from
participating in international collaborations, influencer partnerships, and cross-border e-
commerce, all of which are increasingly important for growth in the digital economy.

Finally, limited English proficiency often prevents businesses from accessing global training,
webinars, and research resources that provide insights into innovative advertising practices. This
knowledge gap widens the divide between proficient and non-proficient firms, placing the latter
at a competitive disadvantage. Overcoming these challenges requires targeted language training,
localized content strategies, and the use of bilingual digital tools to bridge communication gaps
and enhance advertising effectiveness.

STRATEGIES TO ENHANCE LANGUAGE PROFICIENCY IN ADVERTISING

In the dynamic landscape of social media advertising, strong English language proficiency is a
crucial driver of communication effectiveness, audience engagement, and brand credibility.
Businesses aiming for growth must adopt targeted strategies to improve language usage in
advertising, ensuring that messages are both impactful and culturally appropriate.

One effective strategy is continuous professional training for marketers and content creators.
Workshops and certification programs focusing on business English, persuasive writing, and
digital communication can sharpen linguistic skills, enabling teams to craft compelling and
precise advertisements. Additionally, incorporating language-focused technologies such as Al-
powered grammar checkers, readability analyzers, and translation tools ensures that advertising
content is clear, error-free, and accessible to diverse audiences.
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Another important approach is the integration of storytelling techniques. Training advertisers
to structure narratives using simple yet persuasive English enhances emotional connection with
audiences. This strategy helps in transforming ordinary product descriptions into memorable
brand stories, improving recall and customer trust.

Moreover, businesses can foster collaborative editing practices by engaging language experts
or professional copywriters to review advertising drafts. Peer-review systems within marketing
teams also encourage knowledge sharing and refinement of communication strategies.

Finally, adopting a data-driven approach to language use can significantly enhance
effectiveness. By analyzing consumer responses, engagement rates, and sentiment trends,
businesses can identify which language styles resonate most with their target audience. This
feedback loop ensures continuous improvement in proficiency and adaptability.

Overall, enhancing English language proficiency in advertising requires a blend of education,
technology, creativity, and analytical evaluation. When implemented strategically, these
measures not only improve message clarity and persuasiveness but also amplify the overall
effectiveness of social media advertising, ultimately fostering business growth in competitive
digital marketplaces.

IMPLICATIONS FOR BUSINESS GROWTH

English language proficiency plays a critical role in shaping the effectiveness of social media
advertising, directly influencing business growth. As English continues to be the dominant global
language of communication, businesses that craft advertisements with clear, persuasive, and
culturally appropriate English gain a competitive edge in reaching diverse audiences. Proficient
use of the language allows firms to communicate their brand message more effectively, ensuring
that content resonates with target markets across regions and demographics.

For startups and small businesses, strong English communication skills enable cost-effective
engagement with international consumers, enhancing brand visibility and credibility.
Multinational companies also benefit by maintaining consistency in their advertising tone, style,
and messaging across global platforms. Moreover, proficiency minimizes the risks of
misinterpretation, grammatical errors, or culturally insensitive expressions that can damage
brand reputation.

Enhanced advertising effectiveness through English proficiency also drives customer trust,
leading to stronger customer relationships and loyalty. In turn, this contributes to higher
conversion rates, market expansion, and sustainable growth. Businesses that invest in language
training for their teams or collaborate with skilled content creators are better positioned to adapt
to dynamic social media trends. Ultimately, English proficiency fosters inclusivity, scalability,
and innovation, enabling businesses to achieve long-term competitive growth.

CONCLUSION

The role of English language proficiency in enhancing social media advertising effectiveness is
undeniable. As businesses increasingly rely on digital platforms for promotion, language
proficiency emerges as a strategic necessity rather than a supplementary skill. Proficiency in
English ensures message clarity, persuasive power, audience engagement, and cross-cultural
inclusivity—factors that directly contribute to business growth. At the same time, limited
proficiency poses significant challenges, including miscommunication, reduced global reach, and
financial losses.
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Businesses can overcome these challenges by investing in language training, collaborating with
professionals, adopting bilingual approaches, and leveraging digital tools. The findings
underscore that English proficiency is not merely a linguistic competency but a driver of digital
success and long-term competitiveness. In the age of globalization, businesses that master the art
of communicating effectively in English through social media advertising will continue to thrive
and grow.
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