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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 
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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 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 

@BTSARMYKitchen, 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 
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of this fanbase was formed because it had a desire to provide a forum for ARMYs 

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 


