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Abstrak

Penggunaan media sosial khususnya twitter menjadi media yang eksis dikalangan penggemar
K-Pop untuk mendapatkan informasi terkait informasi idola favorit mereka. Hal inilah yang
membuat banyak pembentukan akun fanbase terkait fandom.Salah satunya ialah
@BTS AHC IDN. Tujuan penelitian ini adalah untuk mengetahui peranan akun
@BTS_AHC IDN untuk para penggemar BTS (ARMY). yang didasarkan pada teori Uses
and Gratification oleh Mc. Quail untuk mengetahui motif penggunaan media sosial X oleh
ARMY. Penelitian ini menggunakan metode deskriptif kualitatif dengan wawancara
sebagai teknik pengumpulan data. Hasil penelitian ini yaitu alasan penggemar
bergabung dalam @BTS AHC IDN atas dasar kesamaan identitas dan pemenuhan
kebutuhan atas informasi mental health. Selain itu juga didapatkan motif para penggemar
mengikut akun tersebut. Yaitu motif hiburan, motif pembentukan identitas diri motif ruang
integritas dan interaksi sosial serta motif informasi.

Kata Kunci : Twitter atau X, Fanbase, Uses & Gratification
Abstract

The use of social media, especially twitter, is a media that exists among K-Pop fans to get
information related to their favorite idol information. This has led to the formation of many
fanbase accounts related to fandom, one of which is @BTS_AHC _IDN. The purpose of this
study is to determine the role of the @BTS_AHC IDN account for BTS fans (ARMY). which
is based on the Uses and Gratification theory by Mc. Quail to find out the motives for using
social media X by ARMY. This research uses descriptive qualitative method with interview as
data collection technique. The results of this study are the reasons fans join
@BTS_AHC _IDN on the basis of common identity and fulfillment of needs for mental health
information. In addition, the motives of the fans following the account were also obtained.
Namely the entertainment motive, the motive for forming self-identity, the motive for
integrity space and social interaction and the information motive.

Keywords: Twitter or X, Fanbase, Uses & Gratification



1. INTRODUCTION

1.1 Background

Music is a medium of communication and a means of self-expression where music can convey
messages to its listeners through storylines, music, character inspiration from the characters
played and as a means of self-expression (Setyowati, 2022). Music is a medium used to convey
messages not only to entertain but also to convey knowledge and become a means of mental
messages (Laura M.B.P & Rizki, 2022). Listening to music can be a mental message or a means
of restoring the soul which is a universal need whose existence is inseparable in various
backgrounds of human life.

In addition to the messages conveyed through music lyrics and songs, music also has
moral messages that can be obtained where there are certain ideas, opinions, considerations,
aspirations and experiences that the creator wants to convey. The moral message that wants to be
conveyed wants to be seen from the social reality that occurs, themes, ideologies and music
processing methods that are interconnected in creating messages(Lukman, 2022). The lyrics
written can have a very big influence on the listener where the lyrics are verbal messages that can
make the listener feel sad, happy, moved or even demoralized (Laura M.B.P & Rizki, 2022). The
existence of music can be a therapeutic medium for its listeners, where a message that musicians
want to convey through their song lyrics can be channeled and accepted by a wide audience,
which has led to the emergence of music consumer groups. Music consumers consist of fans who
appear because of the similarity (homogeneous) interests of relationships between individuals
who do not interact intensely or even know each other.

This group of music lovers is commonly referred to as fans or Fandom, Fandom stands
for fan kingdom, which is a group of fans who form a social network with fellow music lovers.
Usually this term is given to those who like the K-Pop music genre. In recent years, K-Pop has
been a hot topic of discussion, even giving rise to a phenomenon called the Hallyu or Korean
Wave phenomenon. This phenomenon continues to grow throughout the country even in
Indonesia.

Korean Wave refers to Korean culture such as music, movies, dramas and Korean culture
itself. According to (Putri Wardani et al., n.d. 2021) K-Pop itself contains musical content in the
form of groups and soloists who provide music in various genres combined with choreography
and visuals typical of South Korea. Korean Pop has its own characteristics where the resulting
song is a type of song with a fast tempo and Korean lyrics mixed with English. Where their work
is disseminated through videos uploaded to Youtube, and other social media to introduce boy

bands and girl bands so that the distribution of these videos can quickly spread throughout the
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world (Nursanti, 2013). The spread of Korean music cannot be separated from the impact of the
rapid development of the internet, where social media will not run if there is no internet coverage.

Social media is a form of internet service that can be a place to work, contribute ideas,
provide responses and opinions, and become a medium of entertainment. Only by creating a
personal account, everyone can use social media and access the various features provided on
social media. One of the social media that is quite popular among fandoms is Twitter, which has
now changed its name to X. X is one of the flexible and interactive social media, which is why it
is the most popular social media among fandoms. Social media participation by the fandom is
used to do various activities, one of which is to create a fanbase account according to the idol
they like.

Of the many fandom accounts in X, one of the most popular in Indonesia is ARMY.
Adorable Representative MC for Youth (ARMY) is the name for a group of fans of K-Pop boy
band BTS. In 2021, based on data sourced from Twitter for the period July 2020-June 2021, there
were 7.5 billion tweets or conversations about K-pop with the first most talked about in X, namely
BTS ARMY. BTS or Bangtan Sonyeondan is a K-Pop group that has spread its wings through
music to listeners around the world and become a group with an international scale. The ARMY
group actively uses X social media for fangirling activities, one of which is the formation of a
fanbase. Fanbase is a forum or place for fans to channel information to each other. ARMY has
various forms of fanbases such as chart music fanbases, namely @Charts_fanbase cooking,
namely @BTSARMY Kitchen, to fanbases that raise mental health issues, namely @BTS_AHC.
Based on the information listed on the Army Help Center Indonesia account listed on the AHC
home page, the first mental health fanbase account to appear was @BTS_AHC_IDN. AHC itself
stands for Army Help Center, AHC was first founded by an ARMY from France, where the
beginning of this fanbase was formed because it had a desire to provide a forum for ARMYSs to
talk about personal problems faced without feeling intimidated. AHC is a place to provide mutual
support and become a healing medium because it can express feelings that are channeled
confidentially and privately. AHC already has 15 accounts with 50 languages. Among others are
China, Spain, France, Philippines, Malaysia, Eastern Europe, Germany, Portugal, Turkey, Japan,

Arabic, Korea, India, and also Indonesia.



In this study, researchers used the @BTS_AHC_IDN account which is an account that
raises mental issue. Activities held by Army Help Center Indonesia so far have raised mental
health issues and also ARMY fandom activities to support BTS. Researchers use reference
sources to help develop problems that will be researched further. Previously, the problem of
twitter by fandom has been studied in a research journal with the title Utilization of Twitter
Account @ARMYTEAMIID as a Communication Media Among BTS Fans (ARMY) by
Yuniasti K.R & Kusumastuti F (2021). Previous research examined BTS fans, namely ARMY,
who followed the @ARMYTEAMIID account and found that the utilization of the
@ARMYTEAMIID twitter account as an effective communication medium was in accordance
with the needs needed by its followers. In line with research conducted by Pratama Indah M
(2022) related to the K-Pop Effect on the Behavior of the ARMY Medan Borahae Community
regarding the behavioral effects obtained by the ARMY community in watching BTS music
videos, it was found that fans felt a lot of behavior on themselves such as loving themselves more,
being more confident, not giving up easily and daring to make decisions. In addition, in the use
of media, fans get the role of media in changing one's behavior from what they see and hear
through BTS songs and videos uploaded on the media.

The research has a slight difference with the research that the researcher will do, namely in the
selection of material and objects used as research. In this study, researchers discussed one of the
ARMY fanbase accounts, @BTS_AHC_IDN, to see the benefits obtained by its followers. Based
on the chronology of problems presented in the background above, the problem formulation in
this study is how does the @BTS_AHC_IDN account play a role for fans? With the aim of
knowing what @BTS_AHC_IDN followers get while following the account. This research is
expected to provide knowledge that a fanbase account is not only limited to a place to interact
with each other but can also be utilized as a learning medium related to mental health issues
among ARMY fans.

1.2 Literature Review
K-Pop fandom is a group or community with a large scale. They have their own names or

designations for different K-Pop fandoms according to the Idols they love, besides that they have
their own themes and shades of color for their fandoms. Like BTS with purple as their identity
color. The beginning of purple was declared to be the color of BTS ARMY when Taehyung or V,
one of the BTS members, said the words “I Purple You” in a BTS 3rd Anniversary concert video
in November 2016. | purple you means I love you. Not only that, the color purple also has another
meaning, which is symbolic of the last color in the rainbow that can represent a trust and love for

the fans for a long time according to Taehyung's words in BTS's 3rd anniversary video. Fandom
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IS a positive and empowering space, where audiences can play an active role and participate in
creating the meaning of atext in the media(Giles, 2003). This shows that BTS fans, namely ARMY,
especially on the @BTS_AHC _IDN account, are active in spreading and carrying out positive
activities.

Referring to Jenkins' research in looking at Star Trek fans (Giles, 2003), it was found that
there are four characteristics or models of Fandom, namely:

a. Fans adopt a distinctive mode of acceptance. Where fans apply what they get and see
through a video, text or activity they usually do in social media. In this case, the followers
of the @BTS_AHC_IDN account apply the positive things shared by the account and are
widely disseminated among other followers.

b. Fans are a certain interpretative community. In other words, fans basically have an
effort for social achievement where someone involved in it occurs regularly or according
to habits driven by the background where each user comes from, the usual activity is
sharing cultural knowledge. In @BTS_AHC_IDN itself there are positive activities that
are followed by the followers of the fanbase account itself such as the release of the book
A Healing Corner Me, Myself and Youth, book review beyond the story, donations made
by ARMYs for social assistance, Indonesian tree planting projects, webinars on mental
health, and many other positive activities held by @BTS_AHC_IDN involving followers.

c. Fandom is an art. Fans have their own aesthetic standards and critical thinking. In this
case, it can be said that fans can become one unit because they have the same interests
even though they come from different backgrounds.

d. Fans are an alternative social community. In other words, fans become a minority
group consisting of individuals who have different interests united in the same passion.
In this case, BTS is a factor behind the formation of a community for individuals to
actively participate in fanbase activities.

Reingold in Nasrullah (2016) states that the online community is a social aggression that
appears on the internet that allows users to interact together using this space to discuss for a long
time and build relationships between other users. In this case, BTS fans, namely ARMY who
follow the @BTS_AHC _IDN account, have the same interests in terms of social activities and
activities related to BTS, the @BTS_AHC_IDN account is a fairly large online community in
Indonesia based on data that researchers obtained in 2022 from the @BTS_AHC_IDN twitter
account, AHC with 46,949 followers X. Formed in 2018 under the same name until now and is
still active in sharing information about BTS, holding seminars on mental health, education in the

field of psychology to being active in donation activities.
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Cantoni and Tardini (2006: 161) in (Nasrullah, 2016) state that there are several requirements for
an online community, namely:

1. Environment or place for communication-interaction

2. Relationships between members and managed online

3. Asense of belonging or awareness of members as part of the community

4. The internal structure that exists in the community

5. Symbolic space for sharing which is interpreted by the existence of rules, values, norms to

interest

Regarding the five requirements of the online community, the @BTS_AHC_IDN account
has all the requirements of the online community based on Cantoni and Tardini. Where there are
communication activities and interactions among other fans to establish interactions with other
communities, one example is the existence of collaboration activities, the relationships built
between fellow members and other communities are quite good, with different educational
backgrounds the account is developed and continues to spread positive content and activities for
its followers.

The existence of the same drive in each individual so that social interaction occurs and

has a common goal is one of the characteristics of the online community according to (Muzafer
Sherif and George Simmel in Santosa 2009: 37). In this case, every individual who follows the
@BTS_AHC_IDN account has the same goal to get information about BTS as well as
information about mental health which is also the domain of AHC.
In addition, there is the formation and affirmation of a clear group structure, consisting of roles
and positions that develop by themselves in order to achieve common goals. In the activities
carried out by @BTS_AHC_IDN volunteers to develop and disseminate information, they have
their respective job desks. @BTS_AHC _IDN has activities such as counseling carried out in
direct messages (DM) but after @BTS_AHC_IDN went on hiatus (rest) and started to be active
again, this counseling activity was transferred using Telegram media. This activity is controlled
by volunteers, especially those who have an educational background in psychology, the account
manager @BTS_AHC_IDN is also different volunteers, in other words, the controllers of the
@BTS_AHC_IDN account are different.

Another characteristic is the existence of affirmation and reinforcement that regulates
interactions and activities in realizing group goals. The @BTS_AHC_IDN account has a vision
and mission as a rule for the formation of the goals they are trying to build together. In this case,
the vision held by AHC is to strive to improve and become a continuous learner by measuring

performance as a volunteer or ARMY's expectations and perceptions. The mission they
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developed is to provide ARMY and the general public with a non- judgmental listening ear and
guaranteed confidentiality, to be an advocate for mental health while letting them know that
@BTS_AHC _IDN is not a substitute for professional help services, and to raise their followers'
awareness of mental health in response to BTS' campaign at the BTS conference.

According to (Muzafer Sherif and George Simmel in Santosa 2009: 37), the
characteristics of the community are the size of the number of members of the social group and
the existence of a common interest. The @BTS_AHC_IDN account is held by ARMY's who have
a background in the Psychology profession as the main volunteers in the @BTS_AHC_IDN
community. Based on information that researchers get from the @BTS_AHC_IDN account, the
Army Help Center Indonesia now has a variety of trained volunteers with a total of 70 volunteers
with Psychology backgrounds and 400 volunteers with various other backgrounds. The role of
volunteers who come from different backgrounds also supports the implementation of the AHC's
Vision and Mission with their respective management capabilities for the sustainability of the
AHC where this is supported by the background of volunteers with different education.

The nature of uses and gratification theory is based on what the media does to the
audience, but as the internet develops where social media becomes more complex it changes the
focus on what expectations or searches underlie the audience accessing the media, and the extent
to which the audience can fulfill their expectations and searches for both information and
entertainment needs. Audiences use the media aware of the needs they want to achieve and how
to fulfill these needs. Media audiences are considered active and easily influenced by the media
where each individual who uses the media is active and responsible for choosing the media used
to achieve goals. In this case, the followers of the @BTS_AHC_IDN account have a strong
interest in interacting with other fans and have the same goal of the content disseminated by the
account. Where the content provided is very informative regarding mental health issues and other
information about BTS. The followers of the @BTS_AHC_IDN account consciously choose to
follow the account and actively interact in it.

The use of media is directed by certain motives, where individuals have their own impetus
that creates a sense of fulfilling the interests they have through the use of social media. As
described in the uses and gratification theory model, the main problem is not how the media
changes the attitudes and behavior of the audience. Instead, the issue is how to fulfill the social
and personal needs of the audience. Therefore, the focus is on active audiences, who use the
media deliberately to achieve certain goals (Effendy, 2003). In the uses and gratifications theory,
it is explained that the media is used to fulfill the satisfaction motives sought by media users such

as information, education, entertainment and education.

2



Mc. Quail, et.al (1972: 132-165) on David Giles state that there are four motives for media
use, namely:
1. motive, where someone uses the media as an escape from the daily routine
2. Social integrity motive, occurs when someone uses the media as a substitute for their
friends
3. Personal identity motive, which is how a person uses the media to reinforce personal
values.

4. Information motive, about how the media helps a person to get information.

Rakhmat (2004: 1998) adds the motives for media use according to
McQuail as follows:

1. Entertainment motives, in this case it means that someone uses the media to escape from
the problems that occur, relax, fill time, channel emotions and get mental pleasure.

2. Motives of integrity and social interaction, where audiences gain knowledge about the
circumstances of other people known and unknown where this can lead to social empathy,
identify with others, make friends, foster conversation materials and social interactions,
and help carry out social roles.

3. Self-identity motive, where audiences find support for personal values, identify with the
values in the media and increase understanding of themselves.

4. Information motive, this leads to the satisfaction of curiosity arising in the use of media,

seeking guidance regarding problems and opinions on matters related to making choices.

2. METHOD
This research uses a qualitative method with a descriptive approach. Descriptive research is a

research method that utilizes data that is described in words. This research is also often used to
examine social phenomena or conditions. Descriptive research is research to determine the value
of one or more variables without making comparisons, with other variables in other words this
research is only to find out the variable itself without any influence or relationship to other variables
(Sugiyono, 2021). According to (Rukajat, 2018) quoting Nazir (2002: 61) states that the
descriptive method is research to describe phenomena that occur in a real, realistic, actual, current
manner. This research is made descriptively by systematically describing the facts or properties
that have a relationship with the phenomenon under study.

The data collection method was carried out using semi-structured interview techniques.

Interviews were conducted virtually through Gmeet as well as in- person interviews in Solo to 4
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informants with in-depth and semi-structured information gathering to obtain continuous
information in accordance with the data analysis process needed in this research. The interview
time with the four informants lasted 10-15 minutes from May to June 2024. This research uses
purposive sampling technique with informant criteria including: 1. Joining the ARMY fandom;
2. Following the X @BTS_AHC_IDN account for at least 3 months; 3. Having awareness related
to mental health.

Researchers also used the Snowball Sampling technique, which is a sampling technique
where the subject provides a referral to recruit the sample needed for the research study.
Researchers took 4 followers of @BTS_AHC _IDN to be interviewed and then asked for referrals
to sources to nominate other potential data sources to participate in data collection. The
informants in this study amounted to 4 informants with anonymized informant data in accordance
with the agreement between informants and researchers because the informants did not want their
real identities to be revealed.

The analysis technique uses qualitative content analysis, where this analysis is carried out
by describing the content of the media by looking at the context and processing from existing
source documents. Content analysis is used to look at messages to different audiences, the
audience here refers to the followers of @BTS_AHC IDN to see the role of the
@BTS_AHC_IDN fanbase account. So that the results obtained will be more in-depth and
detailed about the content of the media and be able to explain the relationship between media
content and the context of existing social reality. In testing the validity of the data, data source
triangulation was chosen to double-check the data and observations obtained so that consistent,
inconsistent or opposite information data could be obtained from various perspectives of different

sources.

3. RESULTS AND DISCUSSION

The informants in this study totaled 4 people with the informants' personal data in the following
table:

Table 1. Informants’ personal data

No Name Gender Umur

1 BN Female 23 years
2 TR Female 23 years
3 MA Female 22 years
4 ASM Female 24 years




Source : Informant interview results

Motives for Joining @BTS_AHC _IDN Fanbase
A. Reasons why fans join @BTS_AHC_IDN

Similarity of Identity
There are many factors that influence social media users to join certain groups. Various kinds of

groups that exist on social media such as political groups, movie fan groups, music fan groups
and also K-Pop fan groups, these groups are usually referred to as fandoms. These groups form
a community on the basis of the same similarities. In accordance with the information that
researchers get from informants who are members of the Indonesian Army Help Center
community where in addition to housing fellow BTS fans, the Army Help Center or AHC is also
active in voicing mental issues. In addition, because of the similarity of passion for BTS and the
need for the latest news from their idols is what drives someone to join the ARMY Fandom.

As stated by MA, the main reason for joining and following the @BTS_AHC_IDN fanbase began
because they liked BTS and their need for the latest information from BTS. In addition, MA also
said that he had a need for information related to mental issues because he also faced similar
issues. This need for information related to mental issues encouraged MA to open his mind and
played a big role in his self-development.

“.. So I followed it on the first basis because I'm Army and [ wanted to know info about
BTS. ” (MA, May 31, 2024)

In line with TR's statement that what encouraged him to join @BTS_AHC_IDN was
because his fellow fandom friends liked to retweet or like the content shared by
@BTS_AHC _IDN. There was an interest felt by TR when he first saw one of the contents
uploaded by AHC which encouraged him to follow the account and find out more about the
content and the realm of motion of AHC. TR also said that he felt suitable with the content
presented by AHC because it raised mental issues that were a challenge for young people his age.

“Army help center happens to be like housing Kpopers who like BTS, meaning ARMY
and also he also has content that educates about mental health so, yes I really fit with the content
from AHC” (TR, June 22, 2024).

ASM said that she started following fanbases on twitter or X because she liked BTS. ASM
also added that the reason she followed the fanbase was because it was in line with the issues that
BTS promotes, namely related to mental health. ASM added that on the AHC account there is a
content segment that dissects BTS songs which also campaigns for listeners to be more sensitive
to mental issues that are currently faced by many people.

The rise of the internet and fan sites fulfill audiences to learn more about their idols. The

use of social media facilitates the relationship between celebrities and their fans (Cohen,
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2014:148). This ease of access is what makes the emergence of communities, especially the K-
Pop community or K-Pop fandom, become one and join forces to celebrate the same interests.
Fandom is generally associated with teenagers and young people, especially women who are
fanatic about certain musicians or artists. In other words, fandom is a unique subculture of a
gathering of people who share a common interest to celebrate that interest. Fandom is more
often associated with fans who love K-Pop music. Korean fandom is facilitated by media
convergence and participatory consumption. In this case, technology plays a role in making it
easier for fans to access not only cultural texts, but also current information about certain texts.
This helps them to participate in communities where various online and offline fan activities are
conducted (Dults, Zwaan &Reijinders., 2016: 197).

Need for Mental Health Information
This is in line with the songs of BTS, many of which also voice mental issues and are in line with

the campaigns voiced by BTS, such as the narrative of ASM who is interested in
@BTS_AHC _IDN because it is in line with the issues raised in BTS songs. ASM added that the
mental health-related content raised by AHC provides its own knowledge for him, especially
because the account is managed by professionals who work in the field of Psychology.

“...a lot of what is shared is about mental health. So I was curious, it was just fun to read
about it, especially since most of BTS' songs are about mental health...” (ASM, June 22, 2024)

In line with MA's statement that BTS is a K-POP Boy Band that often campaigns on
mental issues and AHC is a representation of BTS fanbase that echoes the same big issues as
those echoed by their idols, namely BTS.

“..first of all, of course, because of BTS, I want to know info about BTS and secondly,
this BTS AHC account is like ee really functions with myself. Because the tweets on this twitter
really open my mind about mental health that relates to me” (MA, May 31, 2024)

This is in line with TR's statement that his desire to join the Army Help Center is due to
the need and interest in information about mental issues as a self- reminder for himself personally,
considering that the main content and activities of @BTS_AHC_IDN are about BTS and Mental
Issues. TR also added that the content related to mental issues uploaded by AHC is managed by
professionals in the field of Psychology so that he has full confidence in the content shared
because it comes from people with backgrounds that are aligned with the issue.

Social media users play an active role in choosing and searching for media sources
according to their desired needs, one of which is information needs. Humans rely on information
to meet their various needs such as increasing knowledge, improving skills, reducing uncertainty,

obtaining satisfaction and so on according to (Mustika et al., n.d 2020: 1771) in this study it can
2



be obtained that informants follow the @BTS_AHC_IDN account to get information related to
their idol, BTS and the main thing is mental health. This is also in line with research conducted
by Meiyita Ika Nursanti related to Descriptive Analysis of K- Pop Fans as Media Audiences in
Consuming and Interpreting Cultural Texts (Nursanti, M. 1., Lukmantoro, T., & ulfa, N. S. (2013).
Where in the study resulted in the satisfaction motive of K-Pop fans as a media audience to fulfill
their affectionate and emotional needs. In this case, the informants were satisfied with the
information related to mental health shared by @BTS_AHC _IDN in accordance with the needs

they expected when they joined the fanbase.

B. Motive for following @BTS_AHC _IDN activities

@BTS_AHC _IDN as entertainment media
From the interview data obtained that fans follow the @BTS_AHC_IDN account to get

entertainment to escape from the problems that occur, relax, fill spare time. In line with TR's
narrative, he stated that his activity to fill his spare time was to open twitter or X.

“I really like playing twitter, what else if I'm stuck, the first thing I open is twitter, people
are usually right now tiktok, I still stand with twitter anyway” (TR, June 22, 2024).

In line with (Blumler & Katz, 1975) that one of the four simple needs in media use is the
need to escape from life's problems (diversion). The activities organized by @BTS_ AHC_IDN

are interactive in nature, thus creating a distraction for its followers.

@BTS_AHC _IDN as a space of integrity and social interaction
Based on information obtained from interview data with fans, information is obtained related to

knowledge to identify themselves with others, make friends by growing conversation material and
helping to carry out social roles. In this case, fans make new friends by participating in fanprojects
run by the Army Help Center where the same interests can form a person to establish social
interactions. In line with TR's statement, who stated that by participating in the fanproject
activities held by @BTS_AHC_IDN, he got more than expected output related to fulfilling the
needs he wanted to get when he registered for one of the fanprojects run by @BTS_AHC_IDN.

“... because it turns out that the output is much greater than I expected. Because there |
also got to know new friends and the event was really fun... ” (TR, June 22, 2024)

Not only that, TR also stated that by following the @BTS_AHC_IDN fanbase and
participating in fanproject activities held by AHC, there was social interaction between ARMY's
which led to friendships with fellow activity participants.

“... eee twitter I follow a lot of fellow Kpopers right and then a lot of retweeting, liking it
usually appears in the TL ...” (TR, June 22, 2024)
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In establishing social interactions, this can foster the assimilation process. The
assimilation process is the process of individuals establishing social interactions in identifying
themselves with the interests and goals of the group (Prasanti & Indriani, 2017) In this case, fans
who follow the @BTS_AHC_IDN account establish an assimilation process between each other
to fulfill the same interests and goals, namely to make friends by participating in fanprojects held
in the city of Yogyakarta and by playing twitter or X can add friends who have the same passion.

@BTS_AHC_IDN as self-identity formation
Self-identity is an important thing in an individual. The concept of self- identity refers to what is

owned, identified and positioned in the social environment (Hakim, A.R, etc, 2021). This identity
formation is influenced by several factors that come from outside himself or his social
environment ((Crossley, 2000; Thoits, 2013). In this case, BTS fans (ARMY) who follow the
@BTS_AHC _IDN account are not because they see other BTS communities in X, but because
those who manage the account are the same as those who follow the @BTS_AHC _IDN fanbase
are ARMY. Based on the information obtained from interview data with fans, it is found that
satisfaction supports personal values where fans feel relate to the information provided by
@BTS_AHC _IDN regarding the psychological tips shared. Not only that, the Army Help Center
has an impact on fans in increasing their understanding of themselves to be ignorant of things that
cannot be controlled by themselves.

In line with the campaign and also the theme of the songs raised by BTS, one of the songs
raised by BTS is Love Myself: Answer, where the meaning of the song is a message for self-love.
Selflove is a form of accepting the strengths and weaknesses we have, making peace with
ourselves. Selflove itself can be interpreted as a complete self-acceptance of both body, mind and
heart to form a better person (Ansori & Miftahurrezki, 2021) Not only that, the song Love Myself:
Answer encourages its listeners, especially for ARMY, to accept the past to be more at peace with
themselves so that the feeling of loving themselves can emerge along with the peace process they
do. This song also has a meaning to give advice to those who have lost their spirits due to bullying
cases, victims of violence, sexual harassment, racism, and other causes.

“.. yes, | followed the BTS AHC account which has helped me in previous conditions, and
| opened it again and it was really helpful for me. Like, they have tips and tricks on how to be an
ignorant person. So it's okay, there are also ways to control your emotions, it's been really helpful
until now. 1 was helped by the content to control my emotions and be ignorant of people...” (MA,
May 31, 2024)

In line with ASM's statement, by looking at the content shared by @BTS_AHC_IDN,

which is interactive with its followers through the comment column on Twitter or X. ASM is
2



helped to shape herself. ASM is helped to form who she is today.

“..Moreover, I'm actually not very confident, but because of that, I continue to see
people's stories and how they survive and I also become confident...” (ASM, June 22, 2024)

Based on the information obtained, BTS fans, namely ARMY who follow the
@BTS_AHC_IDN fanbase, are helped to form their self-identity. This creates a sense of being
more aware of mental health issues supported by the connection between BTS itself. In line with
the narrative of DeFleur anD Ball-Rokeach (1989) regarding the relationship between individual
dependence on media that the media allows users to gain self-understanding which causes the
creation of identities such as interpretation of behavior and comparison of users with others. This
is also in line with (Vojtiskova, 2017)) that media can help a person to form an attitude, belief and
standard and influence how we evaluate it. In this case, the informants were helped to form a more
confident personality after seeing the life stories of ARMY friends that he got on the
@BTS_AHC _IDN account.

Information motive
Based on the information obtained from interview data to fans who follow the @BTS_AHC_IDN

account, they follow the account to get information related to BTS not only that, the fans get more
information related to mental issues, in this case causing curiosity satisfaction arising in the use
of media.

“eee if | open twitter, I'm looking for idol information, and also what is trending and what
passes on the homepage too” (BN, June 24, 2024).

In line with TR's statement, he explained that by following the AHC account he got
information related to mental issues that was accurate and reliable because the information was
shared by ARMY admins who had a Psychology background.

“After | followed it, it opened my mind a lot about mental issues, about mental health and
so on, and it is also supported by people who have a psychology background, so the information
given is quite reliable” (TR, June 22, 2024)

MA also added that the information shared by @BTS_AHC_IDN really helped open
MA's mind about mental health, not only that, AHC helped her to become a better person,
previously MA was a person who easily misunderstood other people, she was also easily offended
and also easily angry. The information shared by AHC really helped MA to control her emotions
and focus more on herself.

According to (Daft & Lengel, 1986) has the ability to convey a wealth of information that
is certain and clear. In line with research conducted by (Azahra & Hasbiansyah, 2021) regarding

the relationship between the use of social media and the fulfillment of community information
2



needs, which found that there is a strong relationship between the use of social media and the
user's need for the information needed. Followers of @BTS_AHC_IDN get satisfaction for
information needs about their idols and the need for knowledge of mental issues published by
@BTS_AHC _IDN through uploading quotes, pictures, the latest information about BTS and
learning related to mental issues delivered by professionals at activities held by
@BTS_AHC_IDN both directly and online.

4. CLOSING
In this study, it can be concluded that the role of the @BTS_AHC_IDN fanbase is to strengthen

the identity of BTS fans (ARMY), besides that @BTS_AHC_IDN also plays a role in providing
information related to mental health issues and information related to BTS, becoming a place of
entertainment to escape from the problems that occur, relaxing, filling spare time by participating
in fanproject activities and viewing content shared by @BTS_AHC_IDN itself, becoming an
integrity space and social interaction space between BTS fans (ARMY) where with the same
interests they can foster the assimilation process. @BTS_AHC _IDN also has a role for self-
identity formation not because they see other BTS communities in X, but because those who
manage the account and those who follow the @BTS_AHC_IDN fanbase are ARMY.
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