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Abstract

Purpose: This study explores the educational potential of culture-text-based English learning by using coffee culture and
advertising language as core instructional materials in a university liberal arts English course. It examines how such instruction
shapes learners’ motivation, participation, emotional engagement, and identity formation. Research design, data and
methodology: A qualitatively driven mixed-methods design was implemented over a 15-week semester with 78 Korean EFL
learners. Data were collected through pre- and post-course questionnaires, reflective journals, project artefacts, and semi-
structured interviews. Descriptive statistics were used to examine motivational trends, and thematic analysis was applied to the
qualitative data. Results: Learners reported increased motivation, confidence, and willingness to participate. They came to
reinterpret English not as a test-oriented subject but as a resource for expressing personal meaning. Coffee culture and advertising
discourse functioned as symbolic resources for reflecting on lifestyle, values, and identity, while positive emotions such as
enjoyment and familiarity supported sustained engagement. Conclusions: The findings suggest that culture-text-based English
learning can meaningfully connect language study with learners’ everyday lives and self-narratives. Incorporating culturally
grounded and identity-relevant content into liberal arts English education may therefore promote more active, confident, and
emotionally engaged English use.
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1. Introduction

In recent years, university-level liberal arts English
education has increasingly moved beyond the narrow goal
of improving linguistic competence to supporting learners
in using English to engage with the world and construct their
identities (Kramsch, 2009; Norton, 2013). English is now
widely viewed not only as a communicative tool but also as
a cultural and symbolic resource through which learners
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position themselves in relation to others and to global
society. Within this paradigm, higher education is expected
to provide learning environments in which students can use
English to articulate their emotions, reflect on their values,
and negotiate their sense of self.

However, many English courses in Korean higher
education still remain predominantly test-oriented and
evaluation-driven, frequently organized around
decontextualized practice and de-personalized learning
tasks. Such instructional contexts are often disconnected
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from learners’ daily lives, practices, and emotional realities,
resulting in English being perceived primarily as a subject
for grade attainment rather than as a living language with
social and personal relevance. When learners’ emotions,
lived experiences, and cultural backgrounds are
insufficiently incorporated into instruction, their motivation
tends to become instrumental rather than intrinsic, and
English is likely to be experienced merely as technical
knowledge rather than as a meaningful communicative
resource (Dornyei & Ushioda, 2011). This raises important
questions regarding how liberal arts English education
might more effectively connect with students’ everyday
worlds and identity work.

Coffee culture and advertising language are
representative examples of contemporary cultural texts
deeply embedded in everyday life. They constitute symbolic
meaning systems through which identities, emotions,
aspirations, and lifestyles are expressed, negotiated, and
circulated in local and global contexts. University students
encounter such texts continuously in their daily routines—
through café practices, brand choices, lifestyle
performances, and exposure to advertising discourse. These
practices inevitably involve interaction with globalized
English, which circulates as a commodity, a cultural symbol,
and a communicative medium (Appadurai, 1996; Piller,
2001). Yet despite their relevance to youth identity and
everyday communication, relatively few studies have
explored how coffee culture and advertising language may
be used as core pedagogical texts in liberal arts English
education, nor how learners experience such instruction in
affective and identity terms.

Previous research on Content-Based Instruction (CBI)
and culture-based language education highlights that
meaningful content supports learner engagement and
contributes to deeper language learning (Krashen, 1982;
Richards & Rodgers, 2014). Approaches that foreground
culture, identity, and emotion further suggest that English
can be reimagined not as abstract linguistic knowledge, but
as a resource for articulating lived experiences, positioning
the self, and participating in meaning-making practices
(Norton, 2013; Kramsch, 2009). From this perspective,
advertising discourse may be understood as a form of
emotional and semiotic design that constructs affect, values,
and identity through language (Williamson, 1978; Cook,
2001), while coffee culture provides a sociocultural space in
which everyday practices, community, lifestyle, and self-
expression intersect. Cafés function not only as
consumption spaces, but also as symbolic social arenas
where modern urban subjectivities and aspirational
identities are performed and recognized (Lyon, 2013).

Integrating these two cultural texts into English
instruction may therefore create a learning environment that
organically links language learning with learners’ everyday

experiences, emotions, and identity work. Through
engagement with familiar and personally meaningful texts,
learners can encounter English not as an external and
academic subject, but as a culturally situated communicative
resource embedded in lived reality (Kramsch, 2009).
Culture-text-based English learning centered on coffee
culture and advertising language thus holds potential as an
alternative pedagogical model that responds to the
limitations of conventional liberal arts English instruction,
particularly with respect to motivation, identity, and affect.
Against this backdrop, the present study investigates the
educational meanings and experiential changes that emerge
when everyday cultural texts are employed as core materials
in a liberal arts English course. Rather than focusing solely
on measurable linguistic outcomes, the study examines
learners’ motivation, emotional engagement, cultural
interpretation, and identity formation processes (Dornyei &
Ushioda, 2011). By foregrounding learners’ voices and
narratives, the study aims to contribute to current
discussions on how liberal arts English education can foster
meaningful, reflective, and life-connected learning
experiences in higher education.
The study was guided by the following research questions:

RQ1. How does culture-text-based English instruction
influence learners’ motivation and class participation
experiences?

RQ2. How do learners interpret coffee culture and
advertising language as cultural texts, and how do these
interpretations relate to their identity and emotions?
RQ3. How do learners make sense of their emotional and
narrative learning experiences within culture-text-based
English instruction?

2. Literature Review

2.1. Content-Based Instruction and Culture-Text-
Based Learning

Content-Based Instruction (CBI) is an approach to
language education in which instruction is organized around
meaningful content rather than linguistic form. The
underlying assumption is that learners acquire language
more naturally and effectively when they are cognitively and
personally engaged in exploring authentic topics (Brinton,
Snow, & Wesche, 1989). This perspective aligns with
communicative approaches that regard language primarily
as a tool for meaning-making rather than as a static system
of grammatical rules.

Within a similar paradigm, Coyle, Hood, and Marsh
(2010) argue in the CLIL (Content and Language Integrated
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Learning) framework that integrating content and language
learning enhances cognitive engagement and motivation,
thereby fostering a more learner-centered environment.
Kramsch (1993) further conceptualizes foreign language
learning as a process of interpreting and constructing
cultural meaning, emphasizing that language use is
inseparable from cultural context. From this perspective,
language education is not merely the transmission of forms,
but an experiential process in which discourse, culture, and
identity are intertwined. This view is further supported by
Shin (2024), who demonstrates that college general English
learners develop greater communicative confidence and
engagement when instruction is grounded in meaningful,
experience-based activities rather than form-focused
practice.

Accordingly, organizing English instruction around
cultural texts that learners already encounter in everyday life
can be seen as a practical enactment of CBI principles.
Coffee culture and advertising discourse, central to the
present study, are representative contemporary cultural texts
that are continually consumed and reinterpreted in daily life.
English instruction grounded in such texts thus holds strong
potential to connect language learning with students’ lived
experience in meaningful and personally relevant ways.

2.2. Advertising Language and the Educational
Potential of Emotional Design

Advertising discourse is not merely a medium for
conveying product information; rather, it strategically
constructs emotions, images, and values that shape
consumers’ sense of identity. Norman (2003) explains that
emotional design is deeply involved in cognition and
decision-making, and that advertising messages are
intentionally crafted to evoke affective responses. Cook
(2001) similarly analyzes advertising discourse as a
sociocultural arena in which identity is constructed,
suggesting that slogans and brand narratives invite
audiences to identify with the value systems encoded within
advertisements. Williamson (1978) characterizes this as a
process of “meaning transfer,” whereby products become
linked with symbolic identity images that influence self-
perception.

When applied to language education, advertising
discourse becomes more than a supplementary reading
resource. Through analyzing advertising texts, learners
explore how language constructs affect, value, and identity,
thereby developing critical reading skills and discourse
awareness. Moreover, engagement with familiar global
brands and English-language advertising may enable
learners to reconceptualize English not as an abstract
academic subject, but as a cultural language embedded in
everyday life. Advertising discourse therefore possesses

distinctive pedagogical value as a site where language,
culture, and affect intersect.

2.3. Coffee Culture and Everyday Life as a Basis for
Language Learning

Coffee culture may be understood as a contemporary
cultural practice situated at the intersection of everyday life,
social interaction, and identity expression. Oldenburg (1999)
conceptualizes cafés as “third places,” social spaces that
mediate between home and work while fostering informal
interaction, a sense of belonging, and everyday sociability.
For many university students, cafés are not simply
consumption venues but symbolic spaces where lifestyle,
taste, preference, and self-image are performed and
negotiated in subtle ways. Choices such as preferred cafés,
seating styles, beverage selections, and even the act of
sharing coffee experiences on social media become part of
how individuals position themselves within wider cultural
narratives of youth, modernity, and cosmopolitan identity.

In this sense, coffee culture constitutes a powerful
cultural text that is deeply intertwined with learners’ lived
realities. Because students routinely inhabit café spaces as
part of their daily lives for studying, socializing, reflecting,
and resting, coffee culture is embedded not only in social
practice but also in emotional experience. When such
familiar and personally meaningful contexts are
incorporated into English instruction, they have the potential
to enhance emotional comfort, engagement, and willingness
to participate. Learners may feel less intimidated and more
inclined to experiment with language when it is used to
describe spaces, practices, and feelings that already resonate
with their lives.

From a sociocultural perspective, language learning is
understood as a process in which meaning is constructed
through participation in social activity (Lantolf & Thorne,
2006). Learning therefore becomes most meaningful when
it is embedded in authentic practices that matter to learners.
Instruction grounded in everyday experience, such as coffee
culture, can facilitate more natural, immersive, and
emotionally resonant engagement, as learners recognize
direct connections between classroom language use and
their personal and social worlds. Rather than approaching
English as an abstract system to be mastered, they encounter
it as a resource for articulating who they are, how they live,
and how they relate to others.

Using coffee culture as a learning theme thus provides a
familiar bridge between life and language learning. It
enables English to be experienced not merely as an
examination subject, but as a lived language embedded in
ordinary routines, memories, and interactions. Such
integration of everyday culture into English education is
significant because it reframes learning as an interpretive
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and identity-related activity, supporting the development of
both communicative competence and reflective self-
understanding.

2.4. Language Learning Mediated through Identity,
Emotion, and Participation

Recent developments in language education increasingly
conceptualize language learning as a dynamic process
mediated by identity, affect, and participation rather than as
the mechanical accumulation of linguistic forms. Norton
(2013) views language learning as a fundamentally social
practice through which learners negotiate, claim, and
reconstruct their identities in relation to specific language
communities and imagined futures. From this perspective,
learning is inseparable from questions of who learners are,
how they wish to be recognized, and who they aspire to
become as language users. Dornyei (2009) similarly links
motivation to learners’ “possible selves,” arguing that
images of an ideal or feared future self powerfully shape
effort, persistence, and engagement in learning. Ushioda
(2011) further emphasizes the importance of affect,
relationality, and personal meaning, suggesting that learning
becomes sustainable when it is integrated into a learner’s
broader sense of self and lived experience rather than driven
solely by external demands.

Within this theoretical framework, language learning may
be understood not simply as skill acquisition but as an
identity practice embedded in emotional and narrative
experience. Learners invest emotionally and symbolically in
the languages they study, and their participation is shaped
by how safe, valued, and personally meaningful learning
environments feel to them. The cultural texts examined in
this study, advertising discourse and coffee culture, are rich
in symbolic meanings related to identity, value, aspiration,
and affect. English instruction grounded in such texts
therefore has the potential to create learning environments
in which learners’ lives, emotions, identities, and language
experiences become  meaningfully interconnected.
Investigating how such instruction shapes learner
motivation, identity negotiation, and emotional engagement
is thus of substantial theoretical and pedagogical relevance,
contributing to a more humanistic and socially grounded
understanding of language education.

3. Research Methods and Materials
3.1. Research Design

This study adopted a qualitatively driven mixed-methods
design to explore the educational meanings of culture-text-

based English instruction, with particular attention to
learners’ motivation, identity interpretation, and emotional—

narrative learning experiences. Qualitative data analysis
constituted the core of the research design, while
questionnaire data were used in a supplementary manner to
identify overall trends in motivational and attitudinal change.
More specifically, this study adopted a qualitatively driven
mixed-methods approach in which integration between
qualitative and quantitative strands occurred primarily at the
interpretation stage. While qualitative data formed the
primary basis for thematic analysis, descriptive questionnaire
results were examined alongside emergent qualitative
themes to provide complementary contextual understanding
of learners’ motivational and experiential changes over time.
This design enabled a holistic understanding of how learners
engaged with the course over time. While this study
employed pre- and post-course questionnaires, the
quantitative data were used descriptively to contextualize
and support the qualitative findings rather than to statistically
test instructional effects.

The study was conducted during the fall semester of 2025
(September 1-December 31), and the research procedures
were organically embedded within a regular liberal arts
English course. The research process consisted of five
interconnected phases forming a cyclical sequence from
instructional ~ implementation to  data  collection,
interpretation, and verification. Rather than simply
comparing pre- and post-course differences, the study sought
to trace how learners gradually constructed meaning across
the semester.

In Phase 1, a pre-course questionnaire was administered in
order to establish a baseline regarding learners’ English
learning motivation, expectations of the course, and
perceptions of culture-text-based learning. These data
provided a reference point for examining subsequent changes.

In Phase 2, culture-text-based English instruction was
implemented throughout the semester. Lessons were
designed to connect English use with learners’ existing
experiences of coffee culture and advertising language,
thereby creating a learning environment in which language
use, identity reflection, and emotional response were closely
interwoven.

Phase 3 focused on the collection of reflective journals and
interview data. Students kept weekly journals in which they
described their learning experiences, emotions, and changes
in perception. In addition, several volunteers participated in
mid-semester and  end-of-semester  semi-structured
interviews, offering deeper narrative accounts of their
learning trajectories. These qualitative data formed the
primary foundation of the analysis.

In Phase 4, a post-course questionnaire was administered
to examine changes in motivation, attitudes, and perceptions
of participation. These data supported and contextualized the
qualitative findings.

Finally, in Phase 5, an integrated analysis was conducted
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across all data sources, including questionnaires, journals,
interviews, and observation notes, in order to identify salient
themes. The analytical emphasis was not on measuring
instructional “effects,” but rather on understanding how
learners reconstructed meaning through their participation in
the course in relation to the research questions. To summarize
the overall structure of the research process, the five phases
of the study are presented in Table 1.

Table 1: Overview of Research Design

Phase | Class Activity Research Purpose
} ) Establish baseline motivation
1 Pre-course questionnaire )
and attitudes
2 Culture-text-based English instruction Provide learing experience
L . X Explore experience, identity, and
3 Reflection journals and interviews ol . pe o
emotion
4 Post-course questionnaire Examine pattems of change
5 Integrated analysis and interpretation Address research questions

3.2. Research Context and Participants

The study was conducted in a university-level elective
general English course (3 credits, 3 hours per week) designed
to integrate communicative language use with cultural
understanding. Participants consisted of 78 undergraduate
students enrolled in the course during the fall semester of
2025 who voluntarily agreed to participate and submitted
complete data sets, including pre- and post-course
questionnaires, reflection journals, and coursework. The
group represented a wide range of academic majors and
included students from all four academic years.

Participation in the study was strictly voluntary. Students
were fully informed of the research aims and procedures, and
only those who provided written consent were included. All
data were anonymized, and participation or non-participation
had no influence on course grades.

As the purpose of the study was not to compare sub-groups
but to explore the shared learning experience of a single
cohort, the entire group of 78 students was treated as one
analytical unit across all data sources.

3.3. Instructional Content and Tools

The course was designed according to a culture-text-
based instructional approach, using coffee culture and
advertising language as the primary learning resources over
a 15-week semester. The overarching goal was to connect
English learning with texts embedded in learners’ everyday
lives so that linguistic expression and cultural interpretation
could develop in tandem.

Instruction was organized into three thematic modules:

(1) Coffee Culture Module

This module explored the history and cultural
significance of coffee, the social meanings of café spaces,
and the relationship between coffee consumption and
identity performance. Students engaged with visual and
multimedia materials and then described and shared their
personal coffee experiences in English. Speaking and writing
activities were built around everyday expressions such as
coffee break, grab a coffee, and my go-to drink, thereby
linking language use with familiar life practices.

(2) Advertising Language & Emotion Module

In this module, students analyzed domestic and
international advertising texts in order to examine how
emotional design and identity-shaping narratives are
constructed through language. Classroom tasks included
interpreting headlines, slogans, and tone & manner, as well
as re-writing or re-framing advertisements for different target
audiences. Through these activities, students were
encouraged to recognize English not merely as a
grammatical system, but as a discourse resource for
constructing meaning, emotion, and value.

(3) Creative Identity Project

Drawing on insights from the previous modules, students
designed “an advertisement that represents myself.” Each
student created an English slogan and a short narrative
explanation reflecting their personal values and identity,
accompanied by visual materials. Presentations were
followed by peer feedback and reflective discussion, and
students later submitted reflective essays synthesizing their
learning experiences across the semester.

Overall, the course aimed to create an integrated learning
environment in which language use, identity reflection, and
emotional engagement interacted meaningfully, allowing
learners to experience English as a cultural and expressive
medium rather than solely an academic subject.

3.4. Data Collection

Consistent with the qualitatively driven mixed-methods
design, qualitative data served as the primary source of
evidence, while quantitative data functioned in a supporting
role to identify broader trends.

At the beginning of the semester, a pre-course
questionnaire employing a S5-point Likert scale was
administered to examine learners’ prior English learning
experiences, motivation, and expectations regarding the
course.

Throughout the semester, weekly reflection journals were
collected. Students were encouraged to write openly about
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their emotions, participation experiences, and evolving self-
perceptions in relation to the cultural texts explored in class.
In addition, materials from the Creative Identity Project,
including presentation slides and written texts, were
collected and analyzed as narrative data representing
students’ self-constructions.

A subset of volunteer participants also took part in semi-
structured interviews conducted during the middle and final
stages of the course. These interviews provided deeper
interpretive accounts of learners’ developing experiences,
identities, and attitudes toward English learning.

At the end of the semester, a post-course questionnaire
containing parallel items to the pre-survey was administered
in order to identify general trends in attitudinal and
motivational change.

All data collection procedures adhered to institutional
ethical guidelines. Participation was voluntary, informed
consent was obtained, anonymity was ensured, and research
participation was clearly separated from grading processes.

3.5. Data Analysis

Qualitative data served as the primary basis for
interpretation. A thematic analysis approach was employed
through iterative reading of reflection journals, interview
transcripts, and project texts. Open coding was initially
applied to identify meaningful units of experience, which
were then clustered into categories and subsequently refined
into overarching themes. Particular analytic attention was
given to learners’ identity negotiation, emotional responses,
participation experiences, and interpretations of the cultural
texts. Throughout the analysis, reflexive memo-writing and
peer debriefing were used to enhance interpretive credibility
and trustworthiness.

Table 2: Reliability Analysis

Assessment Scale No. of ltems Cronbach's a
Learning Motivation 12 .89
English Self-Efficacy 10 .86
Participation Attitude 8 84
Overall Questionnaire 30 91

Quantitative data were analyzed descriptively in order to
identify general tendencies in learners’ motivation and
participation perceptions. Means and standard deviations
were calculated for pre- and post-course measures, and the
internal consistency of the questionnaire scales was

examined using Cronbach’s a. The coefficients ranged
from .84 to .91, indicating generally high internal
consistency across all measures.

Finally, the qualitative findings were interpreted
holistically, with the questionnaire results serving as
contextual support rather than as the primary basis for claims.
Integration was achieved by revisiting relevant questionnaire
items after qualitative themes had been identified.
Descriptive trends from the pre- and post-course surveys
were used to examine whether they converged with,
elaborated on, or nuanced the qualitative interpretations,
particularly in relation to motivation, confidence, and
participation. The analytic aim was not merely to document
attitudinal change, but to illuminate how learners constructed
emotional and narrative meanings through their engagement
in culture-text-based English learning.

4. Results

4.1. How did culture-text-based English instruction
influence learners’ motivation and participation

The analysis revealed that learners experienced generally
positive changes in their attitudes toward English learning
and in the ways they participated in class. Reflection
journals and interview data indicated that many students had
initially perceived English classes primarily as test-oriented
academic training requiring memorization and performance
for assessment. However, as the semester progressed, they
reported that the present course allowed them to reinterpret
English as a means of expressing personal meaning,
particularly through activities connected to their everyday
lives, identities, and emotions. One participant stated:

“In the past, English class always felt like studying for
exams and memorizing. But in this course, I could talk about
cafés and advertisements from my own life, so for the first
time I felt like I was really expressing myself in English.”
(Participant 07) To integrate qualitative and quantitative
findings, learners’ narrative accounts of increased
willingness to speak and reduced anxiety were interpreted
alongside descriptive increases in questionnaire scores
related to learning motivation, confidence in English use,
and perceived class participation.

Another participant similarly reflected: “I usually felt
nervous speaking English because I didn’t want to make
mistakes. But in this course, it felt more important to express
my own thoughts, so I started to speak even if I wasn’t sure.”
(Participant 21)

Across the qualitative data, learners reported that anxiety
about correctness gradually decreased, while their
willingness to attempt spontaneous speaking increased.
Participation also shifted in character: whereas earlier
experiences of English learning had been described as
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fulfilling externally defined tasks, students came to view
participation as an opportunity to articulate their own
perspectives. Several students additionally noted that the
familiarity of the cultural texts used in class helped them feel
more comfortable engaging in English, which contributed to
a more positive orientation toward participation.

These qualitative tendencies were also reflected in the
questionnaire results. As shown in Table 3, mean scores for
learning motivation, confidence in English use, and
perceived class participation all increased from pre- to post-
course measurement. Although the present study did not aim
to statistically test instructional effects, the descriptive
results indicate an overall upward trend in students’
motivational and affective engagement with English
learning over the semester.

Table 3: Leamning Motivation and Participation Perception

Assessment Scale Pre M(SD) Post M(SD) Difference
Learning Motivation 3.21(.62) 3.78(.58) +0.57
Confidence in English
298(.71) 3.56 (.64) +0.58

Use
Class Participation

) 3.09 (.65) 3.72(59) +0.63
Perception

In order to better understand the nature of these observed
changes, qualitative data were examined in greater depth to
capture learners’ own interpretations of their motivation,
participation, and evolving sense of involvement in English
learning. Thematic analysis identified three major themes
summarizing how students described their learning
experiences, as presented in Table 4.

Table 4: Thematic Analysis of RQ1: Motivation and
Participation Changes

Theme

Description

Representative Expression

Shift from Test-Oriented to
Meaning-Based Learning

English is reinterpreted not
as a test-oriented subject
but as a tool for expressing
personal meaning

“| realized that | was not just
studying English for tests,
but using it to talk about
myself.”

Reduced Anxiety and
Increased Wilingness to
Speak

Decreased fear of making
mistakes and increased
attempts to speak

“| felt that it was okay to
make mistakes, so | started
to speak first.”

Increased  Self-Relevance
and Engagement

Higher engagement due to
topics closely connected to
everyday life and identity

“Talking about coffee and
advertisements  felt  like
talking about my own story.”

These findings support previous research suggesting that

when learners engage with texts that are personally

meaningful and self-relevant, their willingness to participate
and intrinsic motivation are likely to be enhanced. In this
sense, the present results indicate that the use of familiar
cultural texts may help create learning conditions that
encourage learners to engage more actively and confidently
in English-medium communication

4.2. How did learners interpret coffee culture and
advertising language, and how did these
interpretations relate to identity and emotion

Analysis of the qualitative data showed that learners
interpreted coffee culture and advertising language not
simply as sources of product information, but as symbolic
meaning systems associated with identity, lifestyle, and
emotional experience. In classroom discussions and
reflection journals, students frequently described cafés,
coffee choices, and brand preferences as expressions of
personality, mood, or social belonging, rather than as neutral
consumption behaviors. Engagement with these texts
provided opportunities for learners to reflect on their
everyday practices and to articulate how these practices
related to their sense of self.

The process of expressing such reflections in English also

led learners to construct and reorganize personal narratives.
As one participant explained:
“Talking about my favorite cafés and coffee tastes didn’t just
feel like small talk. It felt like I was explaining who I am.
Speaking in English helped me organize my thoughts about
myself.” (Participant 12)

Similarly, the analysis of advertising language
encouraged learners to reconsider how language proposes
and shapes identities. Students reported becoming more
aware of the ways in which slogans, imagery, and tone
project particular lifestyles or values:

“1 realized that advertising language doesn’t just sell
products. It suggests what kind of person you should be.
When I made my own slogan, I first had to think about the
kind of person I want to become.” (Participant 33)

Across data sources, learners described English as
functioning not only as an academic subject but as a
narrative tool through which they could represent emotions,
aspirations, and self-perceptions. Rather than translating
fixed meanings, students engaged in selecting words and
expressions that they felt appropriately reflected their
identities and intentions. This tendency was most visible in
the Creative Identity Project, where students deliberately
crafted English slogans that aligned with their self-image.

Taken together, these patterns indicate that learners did
not treat coffee culture and advertising discourse as neutral
learning materials, but as symbolic resources for exploring
who they are and how they wish to position themselves
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through English. The thematic patterns that emerged from
the data are summarized in Table 5.

These themes suggest that learners’ engagement with
cultural texts involved ongoing reflection on identity,
emotion, and self-presentation, with English functioning as
a key medium for such meaning-making.

Table 5: Interpretation of Coffee Culture and Advertising Language
(RQ2)

Theme Analytical Meaning

Learners interpreted their coffee preferences and café

Coffee as Identity Marker ) . N .
practices as part of their personal identity and lifestyle.

Advertising language was perceived as a narrative
device that designs emotions and proposes particular
identities and value orientations.

Advertising as Emotional Narrative

grounded in lived experience.

These findings echo previous research that
conceptualizes language learning as an emotional and
narrative experience in which reflection, identity, and
meaning-making are closely intertwined (Boud et al., 2013;
Kramsch, 2009). The data suggest that the affective climate
of the course, characterized by familiarity, psychological
safety, and personal relevance, contributed to learners’
willingness to participate and to engage more deeply with
English as a communicative resource.

The key experiential dimensions identified through the
thematic analysis are summarized in Table 6.

Table 6: Emotional and Narrative Learning Experiences (RQ3)

Learning Experience Description

English was experienced not simply as a medium for
conveying information, but as a means for
constructing personal stories and self-expression.

English as a Tool for Self-Narration

4.3. How did learners experience culture-text-based
English instruction as emotional and narrative
learning

The analysis further revealed that learners experienced
the culture-text-based English course not merely as an
opportunity to develop linguistic competence, but as an
emotionally meaningful and self-reflective learning process.
Many students reported that English, which had previously
been associated with pressure, difficulty, or assessment,
became more approachable when they were invited to speak
and write about their everyday experiences, preferences, and
emotions. As one student reflected:

“English was always a difficult exam subject for me, but
in this class I could talk about my day and feelings, so it felt
more familiar.” (Participant 05)

Other students described the course as a space for self-
reflection, in which they were encouraged to think
consciously about how they wished to represent themselves
in English:

“When [ created my advertisement, I had to think about
how I wanted to express myself. So the class was English
learning, but also a chance to look back at who I am.”
(Participant 41)

Across journals and interviews, students frequently
commented that they felt emotionally supported and
“recognized as individuals” rather than as test-takers. The
classroom thus appeared to function as an affective space in
which learners could articulate aspects of their lives and
identities using English. In this way, English learning was
reframed not as a purely technical or performative academic
activity, but as a process of constructing personal meaning

Learners reported experiencing positive emotions
such as familiarity, enjoyment, and comfort during the
lessons.

Emotional Engagement

The leaming activities provided opportunities for
learners to reflect on and reinterpret their own
experiences and sense of self.

Reflective Self-Understanding

English learning was re-framed not as an external
academic task, but as a meaningful process
embedded in everyday life.

Re-positioning  of
Learning

Language

These emotional and narrative dimensions suggest that
the course functioned as an affective and reflective learning
space in which students could connect English learning with
their everyday lives, memories, and personal meanings. In
doing so, culture text based instruction appeared to support
the development of more durable and personally grounded
forms of motivation, while also enabling learners to view
themselves as active meaning makers within English rather
than passive recipients of language instruction

5. Conclusions and Discussion

This study explored how a university liberal arts English
course designed around everyday cultural texts, specifically
coffee culture and advertising language, shaped learners’
motivation, identity awareness, and emotional learning
experiences. The findings indicate that culture-text-based
English instruction functioned not merely as a site for
linguistic skill development, but as a space in which learners’
identities, emotions, and lived experiences were
meaningfully integrated into language use. In this respect,
the study supports sociocultural and meaning oriented
perspectives that view language learning as an interpretive,
relational, and identity infused practice rather than a purely
cognitive or technical process (Kramsch, 2009; Larsen-
Freeman, 2015; Norton, 2013).
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First, learners came to reconceptualize English not
primarily as a tool for exam preparation, but as a meaning-
based resource for expressing personal thoughts and
experiences. This shift was accompanied by observable
behavioral changes, including increased willingness to
speak, reduced anxiety, and broader participation. These
findings resonate with research in Content-Based
Instruction (CBI), which suggests that meaningful and
personally relevant content supports sustained engagement
and promotes authentic language use (Brown, 2007; Kaiser,
2011; Snow, 2014). They also align with studies indicating
that when learning is connected to students’ lived realities,
motivation tends to become more enduring and self-directed
(Dérnyei & Ushioda, 2011; Ryan, 2019). More specifically,
these findings reflect Ushioda’s (2011) view of motivation
as relational and context sensitive, suggesting that learners’
engagement emerged not from task completion but from
their emotional connection to familiar cultural texts.

Second, through engagement with coffee culture and
advertising discourse, learners critically reflected on their
preferences, values, and identities. Advertising language
was interpreted as an affective and narrative discourse that
designs emotions and proposes particular identity
orientations, while English functioned as a medium for
constructing self-narratives rather than simply transmitting
information. These findings support theoretical perspectives
that emphasize the reciprocal relationship between language,
identity, and social practice (Block, 2017; Norton, 2013;
Pavlenko & Lantolf, 2000). They also echo research
showing that consumer and lifestyle texts invite learners to
negotiate social meanings, belonging, and aspiration (Piller,
2001; Thompson & Arsel, 2004). From Norton’s (2013)
identity perspective, learners’ engagement with coffee
culture and advertising discourse can be interpreted as an
investment in meaning-making rather than as mere language
practice. Furthermore, drawing on Kramsch’s (2009) notion
of symbolic competence, these cultural texts functioned as
semiotic resources through which learners negotiated
identity positions, values, and emotional stances in English.

Third, learners perceived the course as an emotionally
safe and meaningful learning experience. Positive emotions
such as enjoyment, familiarity, and reassurance appeared to
serve as affective foundations for sustained participation.
This aligns with research highlighting the central role of
affect, self-concept, and well-being in language learning
(Mercer, 2016; Ushioda, 2011). In this sense, the course
provided an integrated learning experience in which
language learning, identity reflection, and emotional
engagement were closely intertwined, suggesting that
learning becomes deeper when students feel recognized and
affectively supported. This finding aligns with Kramsch’s
(2009) view of language learning as an interpretive and
affective practice, as well as with narrative approaches to

language learning that emphasize meaning-making through
personal storytelling and reflection.

The results suggest that emotional engagement and
narrative construction functioned as central mechanisms
through which learning was sustained. Taken together, the
findings suggest that cultural texts function not only as
linguistic input but also as educational resources that
connect learners’ lives, emotions, and narrative self-
understandings with language use. When instructional
content resonates with learners’ lived experiences, they may
be repositioned as more agentive and reflective language
users (Benson, 2011). This highlights the need to
conceptualize liberal arts English education not merely as
functional language training, but as a reflective learning
community that contributes to meaning-making, identity
work, and personal growth. The integration of qualitative
narratives with descriptive quantitative trends enabled this
study to capture not only the direction of motivational
change but also the lived meanings through which such
change was experienced. While questionnaire data indicated
general patterns of increased motivation and participation,
qualitative accounts illuminated how these changes were
emotionally and narratively constructed within learners’
everyday experiences. This integration strengthens the
methodological coherence of the mixed-methods design.

5.1. Pedagogical Implications

The findings of this study provide several implications
for the design and implementation of university English
education.

First, cultural texts that are closely connected to learners’
lives and identities can serve as powerful resources for
enhancing motivation and engagement. Everyday texts such
as coffee culture and advertising language, already
embedded in learners’ daily practices, allow English to be
experienced as a familiar medium of meaning-making rather
than as a distant academic subject. Such texts help reduce
affective barriers, alleviate anxiety about errors, and expand
opportunities for authentic language use. Liberal arts
English curricula should therefore actively incorporate
content that is meaningfully aligned with learners’ lived
experiences, interests, and identities.

In this regard, although this study focused on coffee
culture and advertising discourse, these texts should be
understood as illustrative examples of everyday cultural
materials. The pedagogical approach can be extended to
other cultural texts such as film, music, fashion, or digital
media in liberal arts English courses.

Second, it is important to design language learning not
merely as task completion, but as an emotional and narrative
process. In the present course, learners reported
experiencing enjoyment, comfort, and a sense of personal



52 Myeong Hee SHIN / Journal of Economics Marketing, and Management Vol 14 No 1 (2026) 43-53

relevance, emotions that supported sustained participation.

Third, when English is experienced as a tool for self-
narration, learners are more likely to take ownership of their
language use. Reflection journals, storytelling tasks, and
personal narrative presentations can create pedagogical
opportunities for students to reinterpret their identities and
values through language. Such practices extend language
learning beyond exam preparation and reposition it as a
meaningful life practice.

5.2. Limitations and Future Research

This study has several limitations that should be
acknowledged. First, it was conducted as a semester-long
case study within a single university course, with
participation limited to students who voluntarily consented
to the research. Therefore, caution is needed in generalizing
the findings. Future research should incorporate more
diverse institutions and learner populations and examine
how culture-text-based English instruction functions across
different institutional contexts in order to explore its
transferability beyond a single course setting.

Second, the analysis relied primarily on self-reported data
such as reflection journals, interviews, and project
submissions. While such data provide rich insight into
learners’ subjective experiences, interpretations of identity
and affective change may also reflect learners’ narrative
positioning. Future studies should include multiple data
sources, such as classroom observations, teacher journals,
and discourse analysis, to strengthen triangulation and
interpretive validity.

Third, this research focused on learning experiences
within a single semester. It remains unclear whether changes
in motivation, participation, and identity perception persist
over time or transfer to different learning contexts.
Longitudinal research will be necessary to explore the
sustained impact of culture-text-based instruction on
learners’ broader language learning trajectories.

Finally, this study focused specifically on coffee culture
and advertising language. Future research could
meaningfully compare different cultural text types, such as
film, music, fashion, and digital media, to examine how
varied identity discourses shape learner experience. Such
comparative and expanded studies would help clarify how
culture-text-based pedagogy can be adapted across different
learning  modalities, including hybrid or online
environments, and represent an important direction for
future inquiry.

5.3. Final Reflection

This study also invited the instructor researcher to reflect
on the broader meaning of liberal arts English education

within the university context. Integrating everyday cultural
texts such as coffee culture and advertising language into
classroom practice revealed that meaningful language
learning begins not with structure or accuracy, but with
learners’ lived experiences, emotions, and identities, an
understanding that is consistent with sociocultural and
identity-oriented perspectives on language learning
(Kramsch, 2009; Norton, 2013). When students were
encouraged to speak and write from their own stories,
English ceased to be merely an academic subject and instead
became a medium through which they explored themselves
in relation to the world.

At the same time, the study underscored that language
learning is fundamentally relational and affective. The
gradual increase in students’ willingness to participate
appeared closely linked to the creation of an emotionally
secure learning environment, one in which mistakes were
tolerated, personal meanings were welcomed, and students
were recognized as individuals rather than simply as test
takers. This experience reaffirmed that the role of the
English instructor extends beyond transmitting linguistic
knowledge to facilitating reflective, dialogic, and
humanizing learning encounters (Boud, Keogh, & Walker,
2013; Ushioda, 2011).

Finally, the study highlighted the ways in which cultural
texts operate as subtle bridges between language and life.
Coffee culture and advertising discourse, as ordinary
elements of everyday experience, opened pathways for
students to question, reinterpret, and narrate who they are
and who they may become as English users. In this sense,
language education emerges not only as a technical
enterprise, but as an ethical and interpretive practice
grounded in meaning, identity, and connection (Block, 2017;
Pavlenko & Lantolf, 2000).

It is hoped that continued exploration of culture-text-
based pedagogy will contribute to the development of
English classrooms that value learners’ voices, cultivate
emotional engagement, and sustain learning experiences
that are both intellectually rigorous and personally
meaningful.
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