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Abstract

Fans'devotion towards their idols encourages the growth of social behavior, namely
parasocial interactions: imitation behavior and imaginary relationships that produce various
social and personal consequences for fans. ARMY is a fans group of BTS: Boyband from
South Korea, which builds interaction and communication with fellow members and
disseminates information regarding BTS via Twitter. ARMY's behavior on Twitter can be seen
as a pseudo-friendship that encourages fans to do things for their idols and a sense of
companionship. This study explains how heart-warming fans build these parasocial
interactions and draws patterns of verbal and non-verbal communication in uploads on the
ARMY Fandom Twitter account @btsarmyinaamino. Affection Exchange Theory and case
study methods are used to analyze how affection generates motivation, and communicate it
verbally on Twitter to fulfil the individual's own need for affection and attention. The use of
symbols that are closely related to ARMY and BTS identities is also seen to be used
intensively as an attempt to translate the imaginary relationship between fans and their idols
so that fans believe that what they do is noticed and appreciated by their idols, and in the end
makes them feel comfortable.

Keywords : Parasocial Interaction, Affection Exchange Theory, Twitter, BTS, ARMY

Introduction

Fans or Fandom is a term used to describe a group of people who have the same
interests from various aspects (Haenfler, 2016; Zhao, 2022). Modern fan culture originates
from the Star Trek fandom in the 1960s (Hellekson & Busse, 2006) which shows how a group
of people are emotionally involved and become part of a larger group (fandom). Jenkins
(2006) provides an interesting statement about fannish behavior as a convergence culture
(Jenkins, 2006) which is built based on collective information in the fandom.

The unique characteristic of fandom is the emergence of an exceptional identity
belonging to the fandom which can be used by fans who are members as a tool to identify
each other and build engagement between fandom members. (Busse, 2011). By utilizing
today's communication and information technology, fandom moves responsively and
anticipates changes by being part of these changes. One of the fandom responses relates to the
behavior of spreading information and their various creations through fanzine which are
carried out using social media and the internet so that more people are interested in the
community. With the internet and social media, fandom has become more widely known and
easily accessible (Haenfler, 2016).

The internet and social media have become comfortable spaces for fandoms. Fandoms
formed after 2000 are classified as cyber fandoms by optimizing the use of the internet in
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their activities (Gooch, 2008). Interactivity is one of the factors that allows the internet to
move more dynamically, this can also be interpreted as the degree to which participants have
control over their roles, in mutual participant dialogue in the communication process (Severin
& Tankard, 2005; Coyle & Thorson, 2001) as well as the exchange of information that
crosses the boundaries of roles and message recipients, such as social media Twitter (Yumma,
Sabila, & Fadhilah, 2020).

Twitter for K-Pop fandom is a medium with high interactivity making it easy for
fandoms to improve and grow fandom communities (Ambronsius & Rahman, 2022; Ahdiat,
2022). There were 7.8 billion Tweets about K-Pop in 2021 with Indonesia as the first place
with the most volume of tweets discussing K-Pop on Twitter (Kim Y. J., 2021; Rizaty, 2022).

Twitter is a social media platform that is commonly used by fandoms to spread idol
activities, such as inviting to watch streaming comebacks when idols enter their promotional
period (Julianti, Rey.id, 2023) to increase the number of views of his idol's music video. The
form of tweets used contains words of encouragement, predictive analysis of opportunities to
win competitions, and holds giveaways so that more people watch their idol's music videos
(Fadhila, 2021).

The use of social media does not stop only for fandoms. For anti-fans (a term for
groups that are in the opposite position or hate certain idols) social media is also an effective
tool for spreading hate speech using harsh words, vulgarity, and misleading visualizations
(Ambronsius & Rahman, 2022). This became one of the factors that ultimately led to
reactions of mutual blasphemy and mutual hatred between fandoms known as fans-wars as an
effort to "defense" their idols who were attacked on social media.

Aggressiveness, fanaticism, and imitation are things that are often associated with the
behavior of fans to identify themselves as fandoms. How to dress, how to speak, hairstyle,
make-up, and parts of the face are trying to be imitated (Lathifah, Herman, & Yusaputra,
2018; Razi, Siregar, & Zulkarnain, 2018) and have an impact on impulsive behavior buying
identical things (Kam, 2019), plastic surgery to resemble their idols (Lenthang, 2022) and so
on. We can see another interesting example in the behavior of fans hunting for the BTS Meal,
a marketing product from McDonalds in 2021 which generated a wave of trends in 50
countries including Indonesia. The behavior of fans in hunting for items related to their idols
is part of the fans' efforts to identify themselves with their idol fandom and in some cases this
activity seems to prove the loyalty of fans to their idols (Yuniarti, 2015; Riona & Krisdinanto,
2021).

The intensity of media users using social media to see their idol figures can lead to
parasocial relationships and interactions (Riona & Krisdinanto, 2021). The basic assumption
of parasocial relationships is that characters (fictional or non-fictional) who appear regularly
in the media will trigger social information processing in media users (Giles D. C., 2002).
Parasocial interaction describes the closeness that the audience feels when they see their
favorite figures in the media, even to the point of imitating the behavior or actions of their
favorite figures (Theran, Newberg, & Gleason, 2010).

Parasocial interactions have both positive and negative impacts. The emergence of
close and friendship relationships from parasocial interactions that can motivate fans, meet
social needs, and be alone (Farrar, 2023; Jarzyna, 2021). Meanwhile, negative parasocial
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interactions are in the form of feelings of antipathy, such as hatred and disgust for certain
idols (Astagini, Kaihatu, & Prasetyo, 2017), to the point of causing anxiety and social
isolation, especially when social media is involved (Farrar, 2023) and lead to unrealistic
expectations of yourself and those around you (Pane, 2022).

Methode

In this study, the method used is a case study regarding the fandom boy band from
South Korea BTS named ARMY which is a hot topic in the realm of the music and
entertainment industry. The research focuses on text interactions carried out by fans who are
members of the ARMY fandom in Indonesia through Twitter social media. Data collection
was carried out using selective coding techniques on re-tweets and the content shared by fans
using the ARMY fandom Twitter account @btsarmyinaamino.

Results and Discussion
BTS and ARMY:

BTS (Bangan Sonyeondan) is a boy group originating from South Korea and debuted

in the entertainment world in 2013 by a music company called Big Hit Entertainment. BTS
has 7 members, namely Kim Namjoon (RM), Kim Seokjin (Jin), Jung Hoseok (J-Hope), Min
Yoongi (Suga), Kim Taehyung (V), Park Jimin (Jimin), and Jeon Jungkook (JK)). BTS is
known to the world since its emergence as an anomaly in the American music industry in
2017 by winning Top Social Artist beating Justin Beiber and topping the Billboard charts with
only Korean songs. Forbes ranked BTS 5th Korea Power Celebrity, Next Generation Leader
by Times. BTS' involvement with UNICEF in the “Love MySelf” campaign in 2017 had a
significant impact not only for BTS but also for UNICEF.
BTS fandom later known as ARMY (Adorable Representative MC For Youth) is known as a
very active fandom on social media. ARMY is growing very fast. As of 2023, BTS official
Twitter has 43 million followers and 75 million subscribers on YouTube BigHit (now
HYBE).

ARMY in Indonesia recorded themselves as many as 4 million fans. This figure places
Indonesia as the 3rd (three) largest BTS fandom after South Korea and the United States. The
majority of ARMY are active on Twitter and Instagram social media and not a few have a
special Youtube channel for fans with varied content that touches all aspects and genres of
entertainment.

Parasocial Interactions
1. Sense of Companionship ARMY towards BTS

The emotional relationship that exists between fans and their idols is a common thing
that happens in various fan communities, sports, arts, music, films, and so on. Emotional
connection is also one of the factors that drives ARMY's engagement with BTS to grow
stronger (Handaningtias, 2023). Through various content shared by BTS on social media,
ARMY obtains not only information but also more personal attention and closeness to each
BTS member and ultimately builds strong engagement with fans (Handaningtias, 2023). The
key to this engagement is the constant communication and interaction that BTS has with
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ARMYs, thus ARMYs are in an imaginary attachment that they are close to BTS and become
part of BTS's daily life.

There are several factors that encourage the growth of a sense of companionship
ARMY towards BTS, namely: 1. The urge to find out more quickly and the latest information
about BTS, 2. The urge to always watch content related to BTS, 3. The urge to be part of
BTS, 4. The encouragement to meet in person, 5. Encouragement to follow BTS's suggestions
and recommendations, 6. Encouragement to create a comfortable or safe space for fellow
ARMYs, 7. Encouragement to share information, ideas, or content related to BTS, 8.
Encouragement to see BTS as old friends or best friends.

The urge to find out more quickly and the latest information about BTS results in
ARMY's behavior to continuously watch content related to BTS through various platforms,
not just Twitter. This behavior also indirectly encourages ARMY to create their own content
that contains information and news related to BTS, and directly disseminates this content
through their social media accounts. This is in line with the drive to create their own
information and news content related to BTS according to ARMY''s passion and imagination.

The inclination to create their own content has been shown by BTS since the
beginning of its debut. As a new group, BTS didn't have many opportunities to appear on
television shows, and from here BTS started to create their own entertainment content for the
army (Run BTS, BTS in the SOOP, Bon Voyage) on social media. The content became a
trend and the Army was not left behind. Various contents are created according to ARMY's
needs, imagination, and fantasy as fans of their idols, and furthermore as messages about BTS
that can be accessed widely without being bound by broadcast time and capital.

The yearning to continuously watch content or information related to BTS by ARMY
is part of the sense of companionship that arises in a person as a result of socializing and
spending time with other individuals. Army generally spends 5 hours a day looking for
information related to their idol BTS on Twitter. Moreover, the need to be part of BTS,
related to ARMY's belief that they and BTS are comrades in arms. As revealed by ARMY
through documentation edited by fans (XCeleste, 2019; Bangtan, 2023), that the journey of
BTS music which is not easy and full of challenges in the music and entertainment industry is
the same as ARMY's own struggles in introducing BTS music to various groups. The same
thing was also expressed by BTS in various interview opportunities. This seems to provide an
emotional attachment that BTS and ARMY are a unit that fights together.

The urge to meet BTS in person brought ARMY into an imaginary world that what
ARMY is doing will bring them to BTS one day. This behavior is manifested by purchasing
goods bearing the logo of BTS or BTS affiliates (Tiny Tan, BT21, etc.) as normal behavior.
And this brings us to the next factor, namely the inclination to follow BTS' recommendations,
suggestions, or words so that various products that are promoted by BTS or not promoted by
BTS are sold out (Hanifah & Kania, 2019; Thurs, 2019).

Thereafter is the push to create a comfortable space for ARMYs to share stories,
information, or editing content that they create to realize ARMY's fantasies and imagination
about BTS. For fans, this can be a safe zone from criticism and blasphemy from other people
who are considered not to understand the hobby or passion that exists within a fan towards
their idol. Likewise what happened to the ARMY. Blasphemy and criticism of the biggest
fandom in the world no longer makes ARMYs feel comfortable. Therefore Twitter is
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managed by fellow ARMY's and interactions that only take place on ARMY's social media
accounts can provide a sense of security and comfort. This experience encouraged ARMY to
create more safe zones for other ARMY's and in the end it made ARMY the fandom with the
fastest and fastest growth of social media accounts.

Consequently is the end result of all ARMY's imagination towards their idol, namely
that they are good friends. As good friends, communication, interaction, attention, affection,
and mutual sacrifice are the conditions for a lasting relationship. ARMY interactions on social
media are of course virtual, imaginary interactions and are included in pseudo-friendship
which are often present in all parasocial interactions.

2. ARMY Symbolic Affection (ARMY’s verbal and non-verbal communication)

The symbolic affection built by ARMY is a form of fandom identification with their
idols. The symbolic affection carried out by ARMY can be observed through verbal and non-
verbal communication uploaded by ARMY on Twitter. Conveying feelings and thoughts with
words of affection, ‘husband’, ‘boyfriend’, ‘youngest’, and various other intimate expressions
via tweets illustrates how verbal communication is carried out as a form of conveying
ARMY's affection for BTS. It can be understood how ARMY's twitter texts communicate
affection and offer support for BTS both verbally and non-verbally (Littlejohn, Foss, &
Oetzel, 2017).

Nonverbal communication of affection is expressed through the actions that ARMY
gives to BTS. Actions such as forming a special account for learning Korean, accounts for
donations, watching events with BTS concerts, and various expressions that are symbolically
expressed through tweets. Other forms of non-verbal support that can be considered are
streaming BTS songs on various platforms to increase the rating or rank of the song on the
charts (song charts), buying ‘love yourself” merchandise as support for BTS and UNICEF
campaigns, buying albums in various series, to humanitarian donation which is ARMY's main
project around the world. All ARMY activities are informed through ARMY tweets, no
matter how small, however simple, starting from just posting the latest album of RM, Suga,
Jimin, or video editing fans on Jungkook's MV teaser, everything is still tweeted and re-
tweeted.

Table 1. Element of Content and Action on Verbal and Non-verbal Communication
ARMY’s on Twitter

Verbal Communication Non-verbal Communication

Intimate sentences build personal | Watching  BTS  content  builds
closeness emotional attachment

Informative sentences provide the same | Fan editing videos and other creative
understanding and comprehension works (photos, sketches, animations,
fan-pic) build the same imagination.

Words of support build confidence and | Donation activities, study together,

the group group chat, watch movies together,
build new experiences as part of a
group.
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Through this verbal and non-verbal communication, ARMY Indonesia builds their
identity as part of the worldwide BTS fandom. This identity is not just a characteristic or
attributes of the group, but more than that, fans feel that identity as a BTS ARMY gives them
a sense of comfort and security, more confidence, and opens up opportunities to communicate
and interact in the larger community. This interaction brought the ARMY fandom into a
trusting relationship with the same beliefs and behavior. We can find out the pattern of this
relationship in the image below:

The urge ta find aut I |
more quickly and the
f‘ M . Group ldentity
latest infarmation

about BTS

The urge to always

watch cantent related
ta BTS

Encouragement to see Verbal Engagement
BTS as ald friends ar | ) . [ between fans
i Cammunication
best friend and ldaols

The urge ta meetin
person —]

The urge ta be part of
— } Trust
BTS Interaction
Encouragement ta
fallow BTS's — Non-verbal

suggestions and Cammunication

recommendations

Encouragement ta

create a camfartahle .
Attitude
ar safe space for fellow

ARMYs

Encouragement ta

share infarmation,
ideas, or content
related ta BTS

Source: Research result
Gambar 1. ARMY’s Parasocial Interaction Pattern on Twitter

Conclusion

ARMY's heart-warming parasocial interactions with their idol BTS are expressed
through verbal and non-verbal communication. Building group identity; the involvement of
the fandom and its idols; trust; and ARMY's behavior towards their idols is the result of
verbal and non-verbal communication by Indonesian ARMY. Fans' affective relationships in
the form of imitation behavior and pseudo-friendship are formed due to some encouragement
or need, such as seeking information about BTS; encouragement to watch BTS related
content; the need to be a friend or best friend of BTS; the need to meet directly with BTS;
encouragement to be a part of BTS; encouragement to follow advice and suggestions from
BTS; the need to create a safe and comfortable space for fans; and encouragement to share
ideas, information and content about BTS on social media.

376 Grounding Communication for Sustainable Development Towards The Digital 5.0 Era
Pekanbaru, 30-31 August 2023



ASPIKOM 3"aicCon

ASOSIASI PENDIDIKAN TINGGI ILMU KOMUNIKASI ASPIKOM INTERNATIONAL COMMUNICATION CONFERENCE

DAFTAR PUSTAKA

90daykorean. (2023, Januari 30). Kpop idol. Retrieved from 90daykorean.com:
https://www.90daykorean.com/kpop-idol/

Adam. (2019, April 29). [tWorks. Retrieved Juli 21, 2021, from ItWorks.id:
https://www.itworks.id/19408/demograti-pengguna-twitter-di-indonesia-paling-
banyak-pria-daripada-perempuan.html

Agosto, D. E. (2011). Teens, Libraries, and Social Networking: What Librarians Need to
Know. (J. Abbas, Ed.) California: ABC-CLIO.

Ahdiat, A. (2022, September 8). databoks. Retrieved Mei 12, 2023, from katadata.co.id:
https://databoks.katadata.co.id/datapublish/2022/09/08/ini-medsos-favorit-komunitas-
penggemar-k-pop

ai_ wonu. (2023, May 7). Twitter. Retrieved Mei 14, 2023, from Twitter:
https://twitter.com/ai_wonu/status/1655231082625908737?t=Ku46ZPZonCSFXGM6
7Z11dQgé&s=19

Al-Athtar, M. A. (2012). The Magic of Communication. Jakarta, DKI Jakarta, Indonesia.

Alyusi, S. D. (2016). Media Sosial: Interaksi, Identitas dan Modal Sosial (1 ed.). Jakarta:
Prenada Media.

Ambronsius, L. I., & Rahman, A. (2022). Menganalisis Pengaruh Platform Twitter Sebagai
Alat Komunikasi Kpopers dalam Berspesialisasi Penyebaran Informasi. Pinisi Journal
of Art, Humanity & Social Studies, 234-240.

Apsari, F. (2022). Analisis Budaya Partisipasi Fanbase Armyels di Kota Medan. Meulaboh:
Universitas Teuku Umar.

Arbar, T. F. (2019, Desember 04). Berita Lifestyle. Retrieved from cnbcindonesia:
https://www.cnbcindonesia.com/lifestyle/20191204201146-33-120398/gegara-
dipakai-v-bts-lip-balm-ini-langsung-ludes-terjual

Argyle, M., & Henderson, M. (1984). The Rules of Friendship. Journal of Social and
Personal Relationships, 1(2),211-237. doi:10.1177/0265407584012005

Astagini, N., Kaihatu, V., & Prasetyo, Y. D. (2017). Interaksi Parasosial dalam Akun Media
Sosial Selebriti Indonesia. Communicology: Jurnal Ilmu Komunikasi, 5(1), 67-93.

Astari, D. (2021, Mei 19). Berita Kpop. Retrieved from insertlive:
https://www.insertlive.com/korea/20210519163128-191-214875/kalung-rp13-juta-
yang-dipakai-jimin-bts-di-teaser-butter-ludes-terjual

Bahanan, H. (2005). Taksonomi Konsep Komunikasi. Surabaya, Surabaya, Indonesia.

Baldassare, M., Rosenfield, S., & Rook, K. (1984). The Types of Social Relations Predicting
Elderly Well-Being. Research on Aging, 6(4), 549-559.
doi:10.1177/0164027584006004006

Bambang, P., & Jannah, L. M. (2005). Penelitian Kualitatif: Teori dan Aplikasi. Jakarta: PT
Raja Grafindo Persada.

Bangtan, T. R. (2023). The Rise of Bangtan, Chapter 01: We are Bulletproof. Retrieved from
The Rise of Bangtan: https://www.youtube.com/watch?v=hrOqT5Fm4 E

BBC. (2021, Juni 10). BBC. Retrieved from BBC: https://www.bbc.com/news/world-asia-
57426198

Grounding Communication for Sustainable Development Towards The Digital 5.0 Era 377
Pekanbaru, 30-31 August 2023



ASPIKOM “aicCo

ASOSIASI PENDIDIKAN TINGGI ILMU KOMUNIKASI IONAL COMMUNICATION CONFERENCE

Berger, C. R., Roloff, M. E., & Roskos-Ewoldsen, D. R. (2014). The Handbook of
Communication. (D. S. Widiowatie, Trans.) Bandung: Nusa Media.

Bok-Rae, K. (2015). Past, Present and Future of Hallyu (Korean Wave). American
International Journal of Contemporary Research, 5(5), 154-160. Retrieved Mei 15,
2023, from https://d1wqtxts1xzle7.cloudfront.net/55837876/19-
libre.pdf?1519024057=&response-content-
disposition=inline%3B+filename%3DPast Present and Future of Hallyu Korean.pd
f&Expires=1684177053&Signature=Srm-
BeW9bCYPHOWyY6BoKR4YPyoG4UZ7L02XxHhoUTx5A5 AgNWPbhk1vDI82

BTS. (2023, Juni 14). BTS  Official. Retrieved from  twitter.com:
https://twitter.com/bts_bighit/status/1668966518460149761

btsarmycensus. (2022, Juli 9). btsarmycensus2022. Retrieved from btsarmycencus:
https://www.btsarmycensus.com/2022-results

Busse, K. J. (2011). Fan Culture and Fan Communities. In V. Nightingale, The Handbook of
Media Audiences (p. 425). London: Blackwell Publishing, Ltd.

Cangara, H. (2003). Pengantar Ilmu Komunikasi. Yogyakarta, Yogyakarta, Indonesia.

CNNIndonesia. (2020, Desember 11). CNN Indonesia. Retrieved from CNN Indonesia:
https://www.cnnindonesia.com/gaya-hidup/20201209200234-284-580214/4-alasan-
bts-layak-jadi-panutan-anak-dan-remaja

Coyle, J. R., & Thorson, E. (2001). The Effects of Progressive Levels of Interactivity and
Vividness in Web Marketing Sites. Journal of Advertising, 65-77.

Creswell, J. W. (2010). Research Design: Pendekatan Kualitatif, Kuantitatif, dan Mixed.
Yogyakarta: Pustaka Pelajar.

Efendi, O. U. (2006). Ilmu Komunikasi dan Praktek. Bandung, Bandung, Indonesia.

Fadhila, Z. (2021, Oktober 26). K-Pop Streaming Culture and How Social Media Helps to
Organize it. Retrieved from Fisipol.ugm: https://cfds.fisipol.ugm.ac.id/2021/10/26/k-
pop-streaming-culture-and-how-social-media-helps-to-organize-it/

Fajar, M. (2009). Ilmu Komunikasi dan Praktek. Yogyakarta, DI Yogyakarta, Indonesia.

Farrar, L. (2023, Februari 24). How Can Parasocial Relationships Affect Your Life. Retrieved
from KQED: https://www.kqged.org/education/536380/how-can-parasocial-
relationships-affect-your-life

Floyd, K. (2002). Human Affection Exchange: V. Attributes of the Hightly Affectionate (Vol.
50). Routledge. doi:10.1080/01463370209385653

Floyd, K., Hess, J. A., Miczo, L. A., Halone, K. K., Mikkelson, A. C., & Tusing, K. J. (2005).
Human Affection Exchange: VIII. Futher Evidence of the Benefits of Expressed
Affection. Communication Quarterly, 53(3), 285-303.
doi:10.1080/01463370500101071

Fuad, A., & Nugroho, K. S. (2014). Panduan Praktis Penelitian Kualitatif (1 ed.).
Yogyakarta: Graha Ilmu.

Giles, D. (2003). Media Psychology. London: Lawrence Erlbaum Associates. Publisher.
Retrieved from https://perpus.univpancasila.ac.id/repository/EBUPT180153.pdf

Giles, D. C. (2002). 2002. Parasocial Interaction: A Review of Litterature and a Model for
Future Research, 4(3), 279-305. doi:10.1207/S1532785XMEP0403 04

378 Grounding Communication for Sustainable Development Towards The Digital 5.0 Era
Pekanbaru, 30-31 August 2023



ASPIKOM 3"aicCon

ASOSIASI PENDIDIKAN TINGGI ILMU KOMUNIKASI ASPIKOM INTERNATIONAL COMMUNICATION CONFERENCE

Gillet, K. (2021, April 22). Lifestyle. Retrieved from thenationalnews.com:
https://www.thenationalnews.com/lifestyle/food/bts-mcdonald-s-meal-to-hit-50-
countries-including-the-uae-bahrain-and-oman-1.1207438

Gooch, B. (2008). The Communication of Fan Culture: The Impact of New Media on Science
Fiction and Fantasy Fandom.

Googletrend. (2023, Mei 22). Solo Leveling Trend. Retrieved from trend.google.com:
https://trends.google.com/trends/explore?date=all&q=%2Fg%2F1 1hzqwg38r&hl=en

Haenfler, R. (2016, Desember 13). Fandom and Participatory Culture. Retrieved from
Grinnel College: https://haenfler.sites.grinnell.edu/subcultural-theory-and-
theorists/fandom-and-participatory-culture/

Hanan, M. S. (2021). Interaksi Parasosial Antara ldola Dengan Penggemarnya. Surakarta:
Universitas Muhammadiyah Surakarta.

Handaningtias, U. R. (2023, March). Content Marketing Sebagai Alat Membangun
Keterikatan Konsumen: Analisis Konten BTS di Media Sosial Youtube. International
Journal of Demos, 5(1), 110. doi:https://doi.org/10.37950/ijd.v5i1

Hanifah, R. R., & Kania, D. (2019). From Celebrity Fandom to Korean Brands Consuming:
The Extensive Lifestyle of Wannable’ Fans in Jakarta. Jobmark: Journal of Branding
and, 2(1), 31-38. doi:10.36782/jobmark.v1i1.50

Harjana, A. M. (2003). Komunikasi Intrapersonal & Komunikasi Interpersonal. Jakarta,
Jakarta, Indonesia.

Hasibuan, L. (2019, November 03). Lifestyle. Retrieved from cnbcindonesia:
https://www.cnbcindonesia.com/lifestyle/20211103190040-33-288801/efek-v-bts-
bukan-main-baju-ini-ludes-terjual-semua-ukuran

Hayati, N. (2023, Maret 27). Tribunnews. Retrieved from  Tribunnews:
https://aceh.tribunnews.com/2023/03/27/gelar-konser-perdana-di-indonesia-tiket-suga-
bts-ludes-kurang-dari-15-menit

Hellekson, K., & Busse, K. (2006). Fan Fiction and Fan Communities in the Age of the
Internet. Jefferson: McFarland & Company, Inc.

Henry. (2021, Juni 23). Culinary. Retrieved from Liputan6:
https://www.liputan6.com/lifestyle/read/4589230/bts-meal-rilis-di-singapura-
langsung-ludes-dan-dibagikan-ke-petugas-bandara

Hoffner, C. A. (2002). Attachment to Media Characther. Encylopedia of Communication and
Information, 1.

Horan, S. M. (2012). Affection Exchange Theory and Perceptions of Relational

Transgressions.  Western  Journal of  Communication, 76(2), 109-126.
doi:10.1080/10570314.2011.651548

Horowitz, M. A. (2021, Oktober 18). Sosial media and global fandom: BTS Army on Twitter.
Retrieved from instituteicm: https://instituteicm.com/2021/10/18/social-media-and-
global-fandom-bts-army-on-
twitter/#:~:text=According%20t0%20Brandwatch%2C%20BTS%20is,being%20dispe
rsed%?20across?%20the%20globe.

Horton, D., & Wohl, R. R. (1956). Mass Communication and Para-social Interaction.
Psychiatry, 215-229.

Grounding Communication for Sustainable Development Towards The Digital 5.0 Era 379
Pekanbaru, 30-31 August 2023



ASPIKOM 3"aicCon

ASOSIASI PENDIDIKAN TINGGI ILMU KOMUNIKASI ASPIKOM INTERNATIONAL COMMUNICATION CONFERENCE

Howe, S. (2023, Mei 31). Social Media Statistics for Indonesia 2023. Retrieved from
meltwater.com: https://www.meltwater.com/en/blog/social-media-statistics-indonesia

Hutasoit, E. Y. (2021, Agustus 3). No Edit Edit, EXO Menjadi Grup dengan Penjualan Tiket
Konser Tercepat di Dunia dalam Waktu 0,2 Detik. Retrieved Mei 23, 2023, from
pikiranrakyat.com: https://editornews.pikiran-rakyat.com/entertainment/pr-
1312329644/no-edit-edit-exo-menjadi-grup-dengan-penjualan-tiket-konser-tercepat-
di-dunia-dalam-waktu-02-detik

itschusdeyy. (2023, Maret 16). Twitter. Retrieved Mei 14, 2023, from Twitter:
https://twitter.com/itschusdeyy/status/1636366029646594051?t=Dk1ZpjY A4ADtV 0y
aPnsaQw&s=19

Jarzyna, C. L. (2021). Parasocial Interaction, the COVID-19 Quarantine, and Digital Age
Media. Humans Arenas, 413-429.

Jeanette, S. P. (2018). Makna Idola Dalam Pandangan Penggemar (Studi Komparasi Interaksi
Parasosial Fanboy dan Fangirl ARMY Terhadap BTS. Koneksi Vol. 2, No. 2, 393-400.

Jeannete, S. P. (2018). Makna Idola Dalam Pandangan Penggemar (Studi Komparasi Interaksi
Parasosial Fanboy dan Fangirl ARMY Terhadap BTS). Koneksi Vol. 2, No. 2, 393-
400.

Jenkins, H. (2006). Convergence Culture: When Old and New Media Collide. New Y ork:
New York University Press.

joshweety. (2023, May 12). Twitter. Retrieved Mei 14, 2023, from Twitter:
https://twitter.com/joshweety/status/1656987488400052224?7t=z26e KWOK4JGb10U
NsmWQ5A&s=19

Juarez, T. O. (2022, Oktober 01). Kpop. Retrieved from Yaay.today:
https://yaay.today/kpop/BTS-and-V-are-the-most-mentioned-K-Pop-artists-on-
Twitter-in-2022-20221001-0012.html

Julianti, D. (2023, Januari 27). Rey. Retrieved from Rey.id: https://rey.id/blog/gaya-
hidup/inspirasi/lightstick-
kpop/#:~:text=Lightstick%20merupakan%?20merchandise%20lampu%20dengan,ada%
20sebelum%20tahun%202010%2C%201ho.

Julianti, D. (2023, Februari 3). Rey.id. Retrieved from Rey.id: https://rey.id/blog/gaya-
hidup/inspirasi/istilah-dalam-
kpop/#:~:text=Salah%20satu%?20istilah%20dalam%20dunia,lagu%20dan%20memasu
ki%20masa%?20promosi.

Juwita, S. R., Abidin, Z., & Tayo, Y. (2022). K-Pop dan Fandom Laki-Laki: Pengungkapan
dan Identitas Diri Pecinta Boyband Korea. Da'watuna: Journal of Communication and
Islamic Broadcasting, 2(3), 236-244. doi:10.47467/dawatuna.v213.1944

Kam, E. (2019, August 19). 8 Products that Sold Out Simply Because BTS was Pictured with
Them . Retrieved from www.elitedaily.com: https://www.elitedaily.com/p/8-products-
bts-sold-out-because-of-their-golden-touch-18229780

Khairunnisa, A. (2022, Desember 19). Kompasiana. Retrieved from Kompasiana:
https://www.kompasiana.com/alydakhairunnisa8371/63a08714906beb07893e3c33/k-
pop-semakin-mendunia-imitasi-kian-dilakukan-remaja-indonesia

Khotimah, 1. H. (2019, November 13). Komunikasi Verbal dan Non Verbal Dalam Diklat.
Madura, Jawa Timur, Indonesia.

380 Grounding Communication for Sustainable Development Towards The Digital 5.0 Era
Pekanbaru, 30-31 August 2023



ASPIKOM 3"aicCon

ASOSIASI PENDIDIKAN TINGGI ILMU KOMUNIKASI ASPIKOM INTERNATIONAL COMMUNICATION CONFERENCE

Kim, J. (2016). Success without Design: Hallyu (Korean Wave) and Its Implications for
Cultural Policy. The Korean Journal of Policy Studies, Vol. 31, No. 3, 101-118.

Kim, S., Kim, S., & Han, H. (2019). Effects of TV drama celebritis on national image and
behavioral intention. Asia Pacific Journal of Tourism Research, 24(3), 233-249.

Kim, U. (2020, September 22). Celeb. Retrieved from soompi.com:
https://www.soompi.com/article/142693 7wpp/twitter-reveals-most-mentioned-k-pop-
artists-and-top-countries-tweeting-about-k-pop-over-the-past-year

Kim, Y. J. (2021, Juli 30). Twitter. Retrieved from Twitter:
https://blog.twitter.com/in_id/topics/insights/2021/kpop-kembali-cetak-rekor-dengan-
7-5-milyar-tweet

KOCIS. (2011). The Korean Wave: A New Pop Culture Phenomenon (Vol. 1). Korea:
Ministry of Culture, Sports and Tourism.

Kriyantono, R. (2006). Teknik Praktis Riset Komunikasi (1 ed.). Jakarta: Kencana
Prenadamedia Group.

Kumparan. (2023, Mei 9). Kumparan. Retrieved from Kumparan:
https://kumparan.com/kumparank-pop/fans-bts-galang-dana-untuk-bantu-cegah-covid-
19-di-indonesia-1t4ciK4qOTA

Kurniati, D. P. (2016). Modul Komunikasi Verbal dan Non Verbal. Denpasar, Bali,
Indonesia: Universitas Udayana. Retrieved from simdos.unud.

Kurniawati, R. N. (2014). Komunikasi Antarpribadi (1 ed.). Yogyakarta: Graha Ilmu.

Laffan, D. A. (2020). Positive Psychosicial Outcomes and Fanship in K-Pop Fans: A Social
Identity Theory. Psychological Reports.

Lathifah, I. N., Herman, A., & Yusaputra, M. L. (2018). Pengaruh Mengakses Korean Wave
terhadap Perilaku Imitasi Remaja di Kota Palu. Kanal (Jurnal Ilmu Komunikasi), 111-
126.

Lee, H.-K. (2016). Transnational Cultural Fandom. In L. Duits, K. Zwaan, & S. Reijnders,
The Ashgate Research Companion to Fan Cultures (pp. 195-208). New York:
Routledge.

Lee, J. H., Bhattacharya, A., Antony, R., Santero, N., & Le, A. (2021). "Finding Home":
Understanding How Music Supports Listener's Mental Health Through A Case Study
of BTS. Proc. of the 22nd Int. Society for Music Information Retrieval Conf.

Lee, R. M., & Robbins, S. B. (1995). Measuring belongingness: The Social Connectedness
and the Social Assurance scales. Journal of Counseling Psychology, 42(2), 232-241.
doi:10.1037/0022-0167.42.2.232

Lenthang, M. (2022, September 01). oli london apologizes for undergoing surgeries to
appear  like  BTS  star  jimin. Retrieved from  www.nbcnews.com:
https://www.nbcnews.com/news/us-news/oli-london-apologizes-surgeries-appear-bts-
star-jimin-rcna45677

Lestari, R. (2021, September 25). Lifestyle.bisnis. Retrieved from Lifestyle.bisnis:
https://lifestyle.bisnis.com/read/20210714/254/1417465/dari-bts-hingga-billie-eillish-
galang-dana-untuk-covid-19-lewat-global-citizen-live

Littlejohn, S. W., Foss, K. A., & Oetzel, J. G. (2017). Theories Of Human Communication
(11 ed.). Long Grove, Illinois: Waveland Press.

Grounding Communication for Sustainable Development Towards The Digital 5.0 Era 381
Pekanbaru, 30-31 August 2023



ASPIKOM “aicCo

ASOSIASI PENDIDIKAN TINGGI ILMU KOMUNIKASI IONAL COMMUNICATION CONFERENCE

Lova, C. (2023, Maret 27). Tak Sampai 15 Menit, Tiket Konser Suga BTS Hari Pertama dan
Kedua Ludes Terjual. Retrieved Mei 23, 2023, from Kompas.com:
https://www.kompas.com/hype/read/2023/03/27/125831066/tak-sampai-15-menit-
tiket-konser-suga-bts-hari-pertama-dan-kedua-ludes

McCudden, M. L. (2011). Degrees of Fandom: Authenticity & Hierarchy in the Age of Media
Convergence.

Mendez, M. (2021, Oktober 19). K-Pop. Retrieved from  Elitedaily:
https://www.elitedaily.com/entertainment/list-k-pop-fandom-names-meanings

Moleong, L. J. (2002). Metode Penelitian Kualitatif. Bandung: PT Remaja Rosdakarya.

newtannies. (2023, May 12). Twitter. Retrieved Mei 23, 2023, from Twitter:
https://twitter.com/newtannies/status/1656756867131928589

Newton, K. (2023, Februari 03). /0 Mind-Blowing BTS Facts and Statistics. Retrieved from
brandwatch: https://www.brandwatch.com/blog/bts-facts-and-statistics/

Nurhayati, D. (2019, Agustus 26). Skincare. Retrieved from beautynesia:
https://www.beautynesia.id/beauty/jadi-favorit-bts-produk-sheet-masks-ini-ludes-
terjual-hanya-dalam-waktu-3-jam/b-131402

oed.com. (2022, Desember 1). Oxford English Dictionary. Retrieved 5 23, 2023, from
oed.com: https://www.oed.com/view/Entry/92458492

oiirul82ii. (2023, Mei 6). Twitter. Retrieved Mei 23, 2023, from Twitter:
https://twitter.com/oiirul82ii/status/1654829697585545217

Olivia, H., & Hapsari, K. N. (2019). FENOMENA BUDAYA KOREA POP PADA
MAHASISWA UNIVERSITAS SATYA NEGARA INDONESIA. Oratio Directa:
Journal of Communication Science, 2(1). Retrieved from
https://www.ejurnal.ubk.ac.id/index.php/oratio/article/view/88

Pane, M. D. (2022, September 4). Mengenal Parasocial Relationship, Hubungan Satu Sisi
dengan Idola. Retrieved from alodokter: https://www.alodokter.com/mengenal-
parasocial-relationship-hubungan-satu-sisi-dengan-
idola#:~:text=Meski%20begitu%2C%20bila%20berlebihan%2C%?20parasocial,idolam
u%?20yang%?20terlihat%20lebih%20menyenangkan.

Pratomo, Y. (2021, April 14). Kompas. (R. K. Nistanto, Editor) Retrieved Juli 21, 2021, from
Kompas.com Web site: https://tekno.kompas.com/read/2021/04/14/20420077/sejarah-
twitter-jejaring-sosial-yang-terinspirasi-dari-sms?page=all

Purba, C. J., & Siahaan, C. (2022). Efektivitas Komunikasi Verbal dan Non Verbal Dalam
Komunikasi Antarbudaya. Dialektika: Jurnal Bahasa, Sastra, dan Budaya, 106-117.

Putri, G. S. (2021, Juni 10). Kompas. Retrieved from Kompas.com:
https://www.kompas.com/sains/read/2021/06/10/160200323/heboh-bts-meal-kenapa-
banyak-fans-kpop-yang-sangat-fanatik?page=all

Putri, I. P., Liany, F. D., & Nuraeni, R. (2019). K-Drama dan Penyebaran Korean Wave di
Indonesia. ProTVF, 3(1), 68-80.

Ramadhani, D. T. (2022, Oktober 31). Sasaeng. Retrieved from idntimes:
https://www.idntimes.com/life/education/dinda-trisnaning-ramadhani-2/sasaeng-
adalah-istilah-untuk-fans-kpop-yang-toxic

382 Grounding Communication for Sustainable Development Towards The Digital 5.0 Era
Pekanbaru, 30-31 August 2023



ASPIKOM “aicCo

ASOSIASI PENDIDIKAN TINGGI ILMU KOMUNIKASI IONAL COMMUNICATION CONFERENCE

RamenhaeMXMB. (2020, Maret 16). Twitter. Retrieved Mei 23, 2023, from Twitter:
https://twitter.com/RamenhaeM XMB/status/1239404839072866304

Razi, A. D., Siregar, M., & Zulkarnain. (2018). Children Imitation On Daily Languages
Family Counseling Perspective. Enlighten: Jurnal Bimbingan Konseling Islam, 139-
149.

Richards, S. (2022, November 3). [The Globalist] Subject: Korea as Seen by a World-
renowed Sociologist. (J.-a. Sohn, Interviewer) Retrieved 5 15, 2023, from
https://www.youtube.com/watch?v=RIR _-yz3Tmw&t=790s

Ridings, C. M., Gefen, D., & Arinze, B. (2002, December). Some Antecedents and Effects of
Trust in Virtual Communities. The Journal of Strategic Information Systems, 11(3-4),
271-295. doi:10.1016/S0963-8687(02)00021-5

Rinanda, A., Achiriah, & Rasyid, A. (2022). Analisis Pesan Self Love dalam Lirik Lagu
Answer: Love Myself Produced by Beyond The Scene (BTS). AT-TAZAKKI: Jurnal
Kajian Ilmu Pendidikan Islam dan Humaniora, 6(1), 21-42.
doi:dx.doi.org/10.47006/attazakki.v6il.12816

Rinata, A. R., & Dewi, S. I. (2019). Fanatisme Penggemar KPOP Dalam Bermedia Sosial di
Instagram. Interaksi: Jurnal llmu Komunikasi, 8(2), 13-23. Retrieved Mei 12, 2023

Riona, J., & Krisdinanto, N. (2021). Ketika Fans 'Menikahi' Idolanya: Studi Fenomenologi
tentang Loyalitas Fandom BTS. Avant Garde: Jurnal llmu Komunikasi, 16-34.

Rizal, F. (2022, Mei 5). Merdeka.com. Retrieved from Merdeka.com:
https://www.merdeka.com/sumut/adu-gaya-seleb-saat-nonton-konser-k-pop-ayu-ting-
ting-jadi-sorotan.html

Rizaty, M. A. (2022, Juni 5). Jurnalisme Data. Retrieved Mei 12, 2023, from katadata.co.id:
https://katadata.co.id/ariayudhistira/infografik/629c0aal8d034/wabah-k-pop-makin-
menyebar-di-dunia

Rook, K. S. (1987). Social Support versus Companionship: Effects on life stress, loneliness,
and evaluations by others. Journal of Personality and Social Psychology, 52(6), 1132—
1147. doi:10.1037/0022-3514.52.6.1132

Rustan, A. S. (2015). Menjalin Hubungan (Relation) Dalam Perspektif Komunikasi Efektif.
Komunida: Media Komunikasi dan Dakwah, 78-90.

Sagita, A., & Kadewandana, D. (2017, September). Hubungan Parasosial di Media Sosial:
Studi Pada Fandom Army di Twitter. CoverAge. Journal of Strategic Communication,
8(1), 45-58. Retrieved from
https://journal.univpancasila.ac.id/index.php/coverage/article/view/582

Saraswati, L. A., & Nurbaity. (2021). BTS ARMY's #BTSLOVEYOURSELF: A Worldwide
K-Pop Fandom Participatory Culture in Twitter. LILILACS Vol.1, No.1, 1-8.

Sari, M. P., Purwanti, S., & Nurliali. (2022). Efek Hubungan Parasosial Penggemar Korean
Pop Di Media Sosial Twitter. MEDIAKOM: Jurnal llmu Komunikasi Vol.05 No. 02,
145-164.

Saskia, C. (2023, April 15). Tekno.  Retrieved  from  Kompas.com:
https://tekno.kompas.com/read/2023/04/15/14000007/pengguna-twitter-blue-kini-bisa-
nge-twit-hingga-10000-karakter?page=all

Grounding Communication for Sustainable Development Towards The Digital 5.0 Era 383
Pekanbaru, 30-31 August 2023



ASPIKOM “aicCo

ASOSIASI PENDIDIKAN TINGGI ILMU KOMUNIKASI IONAL COMMUNICATION CONFERENCE

seausieris. (2020, Maret 30). Twitter. Retrieved Mei 2023, 2023, from Twitter:
https://twitter.com/seausieris/status/1244664870013775872?t=v9SbYJg06BMpKSi6B
JqcbA&s=19

Setyanto, Y., Winduwati, S., & Utami, L. S. (2017). Early Adolescent Behavior On Media
Toward Idol Figure (Parasocial Study On Preliminary Youth As An Effect Of New
Media). International Journal of Communication and Media Studies (IJCMS), 1-14.

Severin, W. J., & Tankard, J. W. (2005). Teori Komunikasi: Sejarah, Metode, & Terapan di
Dalam Media Massa. Jakarta: Prenada Media.

Sherman, M. (2021, Agustus 17).  Culture. Retrieved from elle.com:
https://www.elle.com/culture/music/a36898177/k-pop-multibillion-dollar-industry/

Shopie, H. (2023, Maret 3). Allkpop. Retrieved from Allkpop:
https://www.allkpop.com/article/2023/03/btss-jungkook-expresses-his-frustration-
towards-sasaeng-fans-who-showed-up-in-front-of-his-gym

Sugihartati, R. (2017). Budaya Populer dan Subkultur Anak Muda: Antara Resistensi dan
Hegemoni Kapitalisme di era Digital. Airlangga University Press.

Sugiyono. (2014). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung: Alfabeta.

Sukardi, D. K. (2010). Pengantar Pelaksanaan Program Bimbingan dan Konseling Sekolah.
Jakarta, Jakarta, Indonesia.

Suranto, A. W. (2011). Komunikasi Interpersonal. Yogyakarta, Yogyakarta, Indonesia.
Tae,J. Y., & Jin, D. Y. (2017). The Korean Wave: Evolution, Fandom, and Transnationality.

Theran, S. A., Newberg, E. M., & Gleason, T. R. (2010). Adolscent Girls Parasocial
Interactions With Media Figures. The Journal of Genetic Psychology: Research and
Theory on Human Development, 270-277.

Tsui, L. (2023, Februari 9). Hikoco. Retrieved from Hikoco: https://hikoco.co.nz/blogs/tmi/k-
pop-fandom-culture

Wahidah, A., Nurbayani, S., & Aryanti, T. (2020). Korean Wave: Lingkaran Semu
Penggemar  Indonesia. Sosietas, 10(2), 887-893. Retrieved  from
http://download.garuda.kemdikbud.go.id/article.php?article=2464439& val=23455&tit
le=Korean%20Wave%?20Lingkaran%20Semu%20Penggemar%20Indonesia

Watie, E. D. (2016). Komunikasi dan Media Sosial (Communications and Social Media).
Jurnal The Messenger: Cultural Studies, IMC, and Media, 3(2), 69-74.
doi:10.26623/themessenger.v3i2.270

Westcott, T. (2022, Maret 14). TBI Tech & Analysis. Retrieved from tbivision.com:
https://tbivision.com/2022/03/14/tbi-tech-analysis-exploring-the-squid-game-effect-
on-netflixs-global-operations/#close-modal

Wibowo, F. (2010). Komunikasi Verbal dan Nonverbal. Indonesia.

Winandaru . (2017, November 1). Twitter. Retrieved Mei 23, 2023, from Twitter:
https://twitter.com/Winandaru /status/925582990821822464

Wonodihardjo, F. (2014). Komunikasi Kelompok Yang Mempengaruhi Konsep Diri Dalam
Komunitas Diri Dalam Komunitas Cosplay (COSURA). Surabaya, Surabaya,
Indonesia.

384 Grounding Communication for Sustainable Development Towards The Digital 5.0 Era
Pekanbaru, 30-31 August 2023



ASPIKOM 3"aicCon

ASOSIASI PENDIDIKAN TINGGI ILMU KOMUNIKASI ASPIKOM INTERNATIONAL COMMUNICATION CONFERENCE

XCeleste.  (2019). BTS: From  Nobodies to Legend . Retrieved from
https://www.youtube.com/watch?v=Srl4 Avk ABm4

Yin, R. K. (2018). Case Study Research and Applications Design and Methods: Sixth Edition.
London: SAGE Publications, Inc.

Yumma, R., Sabila, A., & Fadhilah, A. (2020). Aktivitas Fanatisme KPOP di Media Sosial
(Analisis Tekstual Pada Akun Twitter @Wingsforx1. Syntax Idea, Vol. 2, No.5, 106-
115.

Yuniarti, V. S. (2015). Perilaku Konsumen: Teori dan Praktik. Bandung: Pustaka Setia.

Zhao, Y. (2022). Analysis of Social Impact of Fandom Culture in "Idol" Context. Advances in
Journalism and Communication, 377-386.

Zolkepli, I. A., & Kamarulzaman, Y. (2011, March). Understanding Social Media Adoption:
The Role Of. World Journal of Social Sciences, 1(1), 188-199. Retrieved from
https://citeseerx.ist.psu.edu/document?repid=rep 1 &type=pdf&doi=e3eeb9200b4e629¢
9cdc3bd381afbbeaad521b

Grounding Communication for Sustainable Development Towards The Digital 5.0 Era 385
Pekanbaru, 30-31 August 2023



	DAFTAR PUSTAKA

