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Abstrak 

Selaras dengan berkembangnya teknologi, perubahan masif pola pikir mengenai 

femininitas dalam masyarakat saat ini tidak dapat disangkal. Konsep femininitas tidak 

lagi terikat pada norma-norma tradisional, melainkan juga mengalami pembentukan dan 

redefinisi melalui platform media sosial, seiring dengan munculnya kembali wacana 

postfeminisme. Penelitian ini menyoroti tren “feminine energy” yang tengah populer di 

kalangan Generasi Z di media sosial. Penelitian ini bertujuan untuk mengeksplorasi 

representasi dan pengaruh feminine energy sebagaimana ditampilkan oleh Shasa 

Zhania, seorang kreator digital di TikTok, serta bagaimana kontennya berkontribusi 

dalam membentuk persepsi tertentu di kalangan audiens Generasi Z. Urgensi penelitian 

ini terletak pada upaya memahami bagaimana femininitas modern dipertunjukkan dan 

dikonsumsi di ruang digital, serta bagaimana media sosial dapat berperan sebagai sarana 

pembentukan identitas di luar stereotip peran gender. Penelitian ini menggunakan 

pendekatan kualitatif dengan menerapkan teori representasi sosial melalui analisis 

konten mendalam terhadap unggahan di TikTok Shasa Zhania. Dengan demikian, 

penelitian ini diharapkan dapat memberikan kontribusi terhadap pemahaman yang lebih 

mendalam mengenai bagaimana partisipasi dalam media digital membentuk dan 

mengonstruksi pemaknaan femininitas di kalangan Generasi Z. 

 

Kata Kunci: Representasi, persepsi kolektif, narasi media media, influencer, feminin, 

ilmu gender 

Abstract 

Apparently, it is irrefutable that there has been a huge alteration of feminine mindset 

within the society. Femininity is no longer confined to traditional norms but is being 

reshaped and redefined through social media platforms through the revisits of 

postfeminist. Hence this study would highlight the emerging trend of “feminine 

energy” that currently popular among Generation Z on social media. This study sees 

the objective to explores the representation and influence of feminine energy as 

portrayed by Shasa Zania that has been going on in the internet current days, a 

prominent digital creator on TikTok, and how her content established specific 

perceptions among Gen Z audiences. The urgency of this study lies in understanding 

how modern femininity is represented, and how social media can act as a tool for 

identity formation beyond stereotypical gender roles. Using qualitative approach, this 

study applies Social Representation Theory through in-depth content analysis from 

Shasa Zhania’s TikTok. At its core, this paper expected to contribute into a deeper 

understanding of how digital media participation shapes and constructs the 

interpretation of femininity among Generation Z within digital scope. 

Keywords: Representation, collective perception, media narrative, influencer, 

femininity, gender studies. 
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1. INTRODUCTION 

1.1. Background 

Men and women are socially and biologically distinguished categories that have long shaped 

gendered expectations in society. Identifying the nature and substance of gender stereotypes reveals 

that they not only highlight typical differences between men and women but also dictate the expected 

roles and behaviors for men and women across various life domains (Ellemers, 2025). The existence 

of this dissimilarity has arisen since a long period of time in history until present. In the 19th century, 

it was common to keep women out of higher education and professional jobs because people believed 

women wereoften perceived as too emotional and not tend to think logically. This kind of thinking 

used the idea of the “natural” body especially the differences between male and female bodies in 

explain how the mind works. Because this view is based on physical differences, it treats reason as 

something tied to gender, meaning it can never truly be seen as gender-neutral (Walkerdine, 1989). It 

unveils us to observe how human being are segmented by the strong characteristic between men and 

women by femineity and masculinity, this condition called gender stereotypes. Perhaps the gender 

stereotypes that we can see is quite define, It implies that men are commonly seen as more masculine 

than women, and just in the way arounnd women are typically regarded as more feminine than men, 

thereby establishing "feminine" and "masculine" as a contrasting pair of terms (Kachel et al., 2016). 

These stereotypes are reflected in traits that society traditionally associates with each gender. Men are 

frequently viewed as having strong character, often in comparison to women, who are culturally seen 

as softer. Feminine traits typically involve being emotional, submissive, soft, cooperative, artistic, 

and home-oriented, while masculine traits generally include being rational, unemotional, aggressive, 

competitive, strong, skilled in science or math, and career-driven. (Mustofa, 2013). Consequently, 

masculinity and femininity are not merely biological realities but socially constructed categories that 

guide behavior and expectations for men and women.  

Figures such as Marilyn Monroe, Audrey Hepburn, and Madonna, alongside contemporary 

icons including Beyoncé, Taylor Swift, and Sabrina Carpenter are commonly evoked when 

conceptualizing ideals of femininity. Marilyn Monroe undoubtedly introduced and promoted a certain 

type of femininity through the characters she played in the movies or in her songs, the way she 

behave as well as the way she talked. She created a universal type of femininity, a type of 

Everywoman: beautiful, sensitive, attainable (Szymkowska-Bartyzel, 2022). The representation of 

feminine energy also constructed by other famous female figure that were popular in the same era of 

mid-20th century: Audrey Hepburn. Her approach to femininity was widely perceived as accessible. 
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She is frequently credited with establishing a distinctive aesthetic that, despite her exceptionally 

slender physique, was considered replicable by the general public (Wilson, 2011). As Hepburn in her 

interview with Barbara Walters, her style was "attainable," implying that women could replicate her 

look through straightforward methods like hairstyling, accessories, and uncomplicated, well-tailored 

dresses—all of which embodied the femininity of that time period (Wilson, 2011) . This recognized 

as traditional stereotypes of feminity, the mentality that lived within the female-society in a long 

period of time before the emergence of post-feminist alteration, which is a historical period in 

feminist thought and action or a backlash against certain feminist ideas and politics that personalized 

women’s sexual agency, rights, and objectification (Riley et al., 2017).  

Stereotypes reflects general expectations about members of particular social groups (Kachel et 

al., 2016). These societal expectations emerge from childhood, as gender is among the earliest social 

categories that children internalize in modern societies, leading to the early development of 

awareness regarding gender stereotypes (Kachel et al., 2016). According to Kollmayer, when we 

were children, first we observe our initial surroundings, absorbing the various connections between 

masculinity and femininity. This includes recognizing physical distinctions between men and women, 

their societal roles, the traits attributed to each gender, and how society treats them. Consequently, 

children adapt their behavior to conform to the gender norms prevalent in their culture, influenced by 

factors such as parenting, educational institutions, and media (Kollmayer et al., 2018). If so, not all 

individual exemplars in these groups will necessarily differ from each other. To illustrate, in most 

conditions, men are taller than women and have stronger endurance, but we all know there are 

individual men and women who defy this or show the other way around (Ellemers, 2025). The 

strongest aspect that addressing why each of the gender stereotypes between feminine and masculine 

is the fact that men usually have more physical strength and women can have children, which makes 

them more suited to different kinds of activities. (Ellemers, 2025) says this is also connected to 

hormones like testosterone and oxytocin, which can affect how people behave. Although this 

explanation doesn’t fully match what modern science tells us today, some people still believe that 

these gender differences and stereotypes come from the primal human physical condition as well as 

the evolution that naturally built into our brains based on the different roles men and women had in 

early hunter-gatherer times (Ellemers, 2025). Since this mindset lingers within the society and 

creating social construction, we cannot ignore the fact that most people in present days still 

presuming that someone seen as feminine might be described as caring and nurturing, gentle or 

delicate, or working in a caregiving role like nursing that embracing their softness and sensitiveness 

(Leaper, 1995). Forms of femininity that can be seen in daily habits nowadays is like taking care of 

oneself’s physical appearence, knowing how to apply makeup, and being able to mix and match 
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outfits, makeup, hairstyles, or hijab styles (Sukmana & Chairil, 2024). 

Nowadays, mass media significantly influences the community's perspectives and attitudes 

toward their surrounding environment (Suyasa et al., 2022). In the early 2010s, a significant body of 

research documents how femininity interacts aligned with a growing digital culture (. (Gill, 2007) 

defines that the value of feminine is indeed dynamics along with the emergence of post-feminist, this 

movement defines postfeminism as a cultural sensibility that emphasizes individual choice, self-

expression, and empowerment. This massive alteration in society has led postfeminist sensibility to 

move beyond just something seen in media content, toward studies that explore how identity and self-

expression are closely connected through digital technology (Evans, 2023). Somehow, the history 

repeats for itself as the pass holds lessons for the present, the concept of historical recurrence 

suggests that similar kinds of events or patterns may reappear over time, shaping interpretations of 

past and present phenomena (Ghilani et al., 2022) and it created a new emphasis of feminity in 

modern era.  

The renewed emphasis on femininity, often described in contemporary discourse as ‘feminine 

energy’ which does not have a single, universally accepted definition, but it is generally linked to 

several traits such as softness, calmness, emotional balance, elegance, and self-worth (Octavia et al., 

2026). This concept is also refers to an energy or set of qualities associated with softness, empathy, 

intuition, and emotional sensitivity (Silaban et al., 2025). Therefore, social media creators frame 

feminine energy as a set of behaviors, speech patterns, and personal presentation strategies that 

enable women to appear more graceful, receive favorable treatment from others particularly men and 

representing a calm, satisfying, and harmonious life (Octavia et al., 2026). It can be understood as 

part of a broader cultural shift in recent years in which femininity is re-engaged as a meaningful and 

valued identity along with the development of social media. This development contrasts with earlier 

trends that valorized the figure of the independent or “alpha” woman, a model commonly associated 

with traits traditionally coded as masculine, such as aggressiveness, ambition, assertiveness, 

competitiveness, and independence (Sumra, 2019). Within gender studies postfeminist argues that 

contemporary culture increasingly reframes femininity not as a limitation or weakness, but as a 

conscious choice and mode of self-expression shaped by media and popular discourse, allowing 

women to re-embrace femininity without positioning it in opposition to empowerment (Gill, 2007).  

According to (Dimock, 2019), the majority of social media users today belong to Generation Z, 

a demographic cohort commonly defined as individuals born between 1997 and 2012 also referred to 

as the post-Millennial generation. (Eryc, 2022) They’re growing up amidst the huge technological 

environment, the implications of growing up in an “always on” technological environment are only 

now coming into focus, recent research has shown dramatic shifts in youth behaviours, attitudes and 
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lifestyles both positive and concerning for those who came of age in this era of Generation Z. Since 

self-expression in the digital world has become a unique trend, where users are more expressive 

through the content they create, this study aims to explore how Generation Z uses TikTok for self-

expression (Eryc, 2022).  Tiktok also have become central to this ‘feminine energy’ trend, diverse 

contexts finds that Generation Z users leverage TikTok’s short-form video format to satisfy needs for 

self-expression, social interaction, enjoyment, and community connection, producing content that 

reflects their motivations and personal narratives (Eryc, 2022). Other study also found that 

self-disclosure patterns reveals that TikTok has evolved into more than entertainment; it enables 

users to share intimate aspects of their lives and emotions, engaging in nuanced forms of 

self-presentation that contribute to identity exploration and peer relationship building (Fastika Utama 

& Hidayat, 2025).  

Influencers build trust and perceived authenticity with their followers, allowing them to 

strongly influence Generation Z’s preferences and behaviors. As role models and sources of 

inspiration, influencers play a significant role in shaping audiences’ attitudes (Wijaya et al., 2024). 

Research indicates that influencer here stands as a symbol of lifestyle values or any subcultures that 

emerges in society, the followers tend to interpret their content just as how the dress, they talk, they 

behave are something that satisfy them by imitating their sucessness and pleasures. The content 

produced by influencers on digital platforms significantly shapes certain attitudes, engagement, and 

actions of Generation Z, who are particularly drawn to material that resonates with their personal 

identities and beliefs (Wijaya et al., 2024). Influencers goes beyond just consumer behavior to 

include broader psychological and social effects, where influencers' credibility and their interactive 

engagement with audiences help build emotional connections and support meaning-making 

processes (Ananda et al., 2025). Hence, the urge to choose Shasa Zhania as the feminine energy 

representative is strongly justified by her clear and sustained relevance to modern feminine traits 

according to postfeminist perspective, which she consistently embraces and actively shares on 

social media in recent years, additionally of how responsive the audiences that actively engage in 

Shasa Zhania’s contents. This relevance is not incidental, but is demonstrated through her 

alignment with all of the values identified in previous research softness, calmness, emotional 

balance, elegance, and self-worth (Octavia et al., 2026), her selection is grounded in empirical 

consistency of how the trend arises, positioning her as a legitimate and representative embodiment 

of feminine energy. Shasa herself is a TikToker with over 1M followers on TikTok as well as over 

110M likes on TikTok. Shasa Zhania emerges as a prominent figure within this discourse due to her 

consistent articulation of feminine energy across her social media platforms along with the visibility 

of Shasa Zhania coincides with the increasing circulation of feminine energy discourse on social 
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media as well as how she reflects that modern feminine traits. This feminine energy trend helps 

with self-exploration and can also serve as a means for personal growth and empowerment 

(Sukmana & Chairil, 2024). The strong engagement within social media in highlighting the 

existence of feminine energy helps this trend to be way more reachable. (van Berge, 2023) found in 

March 2023, related hashtags like #divinefeminine have over two billion views and 

#feminineenergy over 1.4 billions views, it overlaps with other emerging femininity trends on the 

platform, such as ‘bimbos’, ‘trad-wives’, and ‘that-girls’. The divine-feminine trend is connected to 

both secular and spiritual practices of personal growth and empowerment and often draws on 

traditional ideas of femininity (van Berge, 2023), hence the choice of TikTok as the medium for 

this research is supported by recent studies highlighting its significance in this context. 

According to previous research (Desy Anggraini et al., 2023), the average age of TikTok 

users in Indonesia is between 18–24 years old, with 40% of users in that age group. Meanwhile, 

37% are aged 25–34, and 13% are between 13–17 years old. This means that 76% of TikTok users 

in Indonesia are between the ages of 18 and 34 which this demography is a huge amount of number. 

Apparently, Indonesian female users on Tiktok dominated the user base consisting of 55% more 

than the male users approximately 43% (Santika, 2023). It aligned with the previous statement from 

van Berge that claimed TikTok as one of the most popular social media platforms, especially 

among a younger and feminine population (van Berge, 2023).  

  

Table 1. Tiktok Users Age Demographic 

 

Source: https://databoks.katadata.co.id/media/statistik/3997760dd2e3fd3/kelompok-

anak-muda-jadi-pengguna-terbesar-tiktok-usia-berapa-mereka 
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The chart above shows how the age of generation Z which are in 18 – 34 years old is placed 

in the most dominating amount of number since 2022. This fact also would strengthen this research 

urgency to conduct within the generation Z through social media TikTok as the primary data 

collection since the age of Generation Z are mostly 18 – 25 years old.  

In this huge engagement of gen Z as the audience in social media, it increases the visibility of 

feminine energy as a trend. Shasa Zhania’s content, which is more likely highlights aesthetics and 

strict adherence to feminine norms, reinforces the view that a woman's value is tied to her physical 

appearance as well as with the help of the rapid process in adressing trend made those values are 

absorbed easily and quickly toward the female audiences in social media (Putri et al., 2024). This 

research is made in order to understand how does Shasa Zania’s contents reflect and possibly shape 

Gen Z’s understanding of feminine energy in this modern era, the analysis would seeing and 

connecting this post-feminism phenomenon with the role of social symbolic interactionism which it 

sees how the media could reinforce or challenge cultural gender norms in this modern days through 

social media.  

While previous research by (Sukmana & Chairil, 2024), titled “Generation Z Women's 

Perception of Feminine Energy on Shasa Zhania’s TikTok Account @_shaz”, focused on audience 

perceptions, the present study takes a qualitative approach to explore how the representation of 

postfeminist on social media through symbolic aspects somehow created gender identity. This 

research aims to understand the postfeminist perspective that contained in Shasa Zhania’s related 

TikTok contents through processing sense of objects, people, and events by giving them familiar 

forms, placing them into categories, and gradually turning them into shared understandings (Höijer, 

2011). While previous research has largely focused on audience responses to give meaning in any 

trends, or on Generation Z’s self-expression and the representation of femininity in digital culture, 

limited attention has been given to how these meanings are actively represented through everyday 

interactions on social media. Moreover, existing studies tend to analyze social media platforms in 

isolation, without considering how visual content and discursive engagement together contribute to 

the normalization of feminine energy as a generalized gender narrative within Generation Z.   

Based on the identified research problem, this study aims to analyse how feminine energy 

values represented in TikTok, especially in Shasa Zhania’s contents. It aims to qualitatively explore 

how social interaction exposure about feminine energy that showed by Shasa Zhania in TikTok 

content shaping general meaning of feminine energy in society, this research focuses on examining 

how feminine energy is represented in Shasa Zhania’s content repeated exposure and how these 

interpretations contribute to the construction gender identity traits in modern feminity. 

Accordingly, the research questions of this study are formulated as follows: 
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1. How is feminine energy represented in Shasa Zhania’s related contents in TikTok? 

In addressing this questions, this study is expected to contribute to a deeper understanding of 

how digital trends related to femininity are constructed and internalized within social media 

environments and interaction particularly among Generation Z as one of the most active and 

influential user groups in contemporary digital culture (Dimock, 2019). 

 

 

 

2. METHOD 

Qualitative research incorporates diverse methods and embraces an interpretive approach 

towards reality, hence researchers examine phenomena in their natural contexts to interpret and 

explain events through the perspectives and meanings ascribed by individuals (Denzin & 

Lincoln, 2005). Qualitative research is conveyed through daily language basis, utilizes small 

sample sizes, selects cases opportunistically or purposively, centers on individuals, events, and 

contexts, and is well-suited for an idiographic approach to analysis (Gerring, 2025). Hence this 

research adopts a qualitative approach by applying the fundamental perspective of interpretive 

paradigm since it believes that knowledge of reality is obtained only through social constructions 

such as language, some narratives, cues, consciousness, shared meanings, documents, and other 

sources (Gichuru, 2017). By integrating subjective perspectives and beliefs into the research 

process, based on the assumption that meaning is constructed through human language and 

interaction in social media (Pervin & Mokhtar, 2022), this study seeks to explore and interpret 

how huge exposure to such as contents from trend contributes to the social construction of 

collective meaning among audiences and collective understanding of femininity. 

The focus of this study is to identifying recurring themes represented in social media content 

in TikTok (visual and textual) that signal feminine values, as well as how Shasa Zania’s contents 

in social media that portrayed many traits about feminine energy that related to postfeminist, 

hence it would be more plausible to collect the data through Digital Etnography (Netnography) 

Data Collection Method Shasa’s TikTok contents.  

TikTok was selected as the primary platforms for this study due to their distinct 

communicative affordances and high relevance to Generation Z audiences. TikTok’s algorithm-

driven short-form video format and participatory culture facilitate the rapid circulation and 

internalization of digital trends among youth. Additionally, it also provides a rich environment 

for real-time discourse and public interaction, enabling the analysis of textual negotiations and 
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interpretations within digital conversations (McCormick et al., 2017). By using TikTok, this 

study captures both the visual and discursive dimensions of social media that contribute to the 

Representation of feminine energy representations that portrayed by Shasa Zhania.  

The primary source of this research is researching digital evidence of postfeminist values in 

feminine energy traits that represented by Shasa Zhania’s TikTok account @_shaz. The steps to 

utterly conduct the netnographic method is deciding scope definition, data collection by online 

observation and digital tracking, engagement with digital data, thematic analysis, ethical 

consideration, and lastly findings report that will be incorporated into this research (Kozinets, 

2019). Data can be found in analyzing content and trends in social media related to feminine 

energy on TikTok videos posted by Shasa Zhania (@_shaz). In finding the data, this research 

using evidences in social media that segmented into several criterias: non-endorsement and 

emotionally expressive content, frequent appearance of feminine-coded visuals, behaviours, or 

narratives, and feminine energy related contents that have higher engagement. Moreover, there 

will be several previous studies that could help this study to be more reliable and valid.  

Data analysis in this study is conducted using thematic analysis. According to (Jason & 

Glenwick, 2026) thematic analysis means a method for analysing qualitative data that involves 

searching for recurring ideas in a data set. It focuses on how the information relates to a specific 

research question or offers a new understanding of a concept or theory. It looks at the overall 

patterns in the data rather than the small, detailed parts of each person’s experience (Lochmiller, 

2021). The incorporation towards this study involves data familiarization in reviewing the 

contents and transcribed interviews, coding process in labeling statements or visual patterns, 

theme generation to group the codes into major theme representing feminine energy, 

interpretation as for analyzing how these points reflect post-feminism values.  

In qualitative research, validity and reliability are reframed as trustworthiness (Nowell et al., 

2017). According to (Denzin & Lincoln, 2005), there 4 keypoints that determine the quality of 

the validity within a research: Credibility, Transferability, Dependability, and Confirmability. 

Firstly, Cedibility helps to ensuring findings accurately represent the reality studied that achieved 

through triangulation of sources and peer review discussions. Transferability, achieved through 

rich, contextual descriptions of Shasa Zhania’s media environment and the digital culture of 

Generation Z. Dependability, it achieved through a clear documentation trail of data collection 

and analysis procedures. Lastly, Confirmability, ensuring findings are based on data rather than 

researcher bias that achieved through reflexivity and evidence-based interpretation, linking every 

conclusion directly to observed data. 
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3. RESULT & DISCUSSION 

 

4.1 Anchoring mechanisms 

Since the early 2010s, many studies have explored how femininity connects with digital culture. 

This shift has moved postfeminist ideas from just being shown in media to being studied through how 

people present themselves online. Social media platforms like Facebook, YouTube, Instagram, and 

TikTok have played a big role in this, giving users more ways to show and share their identity especially 

expressions of femininity in digita public spaces (Evans, 2023). Through their visibility, the popular 

topics or trends  contribute to thecollective awareness of what is trending and at times can also affect the 

public agenda of the community (Asur et al., 2011). 

Over time, feminine attributes have been consistently framed as subordinate and complementary 

to masculinity, with these traits naturalized as inherent to women's bodies, often characterized as weak, 

passive, and deceitful (Barton & Huebner, 2022). In this modern days, feminine energy is often associated 

with softness, empathy, and dependence, which some individuals find attractive when seeking a partner 

which it sees that feminine energy is no longer something that needs to get rid off as a female, but it 

might be an attraction aspect that every girl have within them (Hariyani & Azzahra, 2024). This term of 

feminine energy is became trend in all around the internet because of its repetition. The use of 

#femininenergy has been a highlighted term among netizens since late 2023. This feminine energy trend 

has been viewed 177.6 million times, and the hashtag #feminineenergy has been seen 5.3 billion times on 

the internet (Sukmana & Chairil, 2024). Aparently all of those values above of feminine energy as the 

traits of postfeminist codes are represented in most of Shasa Zhania’s content on her TikTok @_shaz.  

 

 

Picture 1. Feminine energy trend on TikTok 

 

The picture above shows the search bar of TikTok that search about “feminine energy” as the 

keyword. One thing that comes first is a post about Shasa Zhania and how she portrayed that feminine 

energy therefore people are paying attention to her more. It shows how the term “feminine energy” and 
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Shasa Zhania are related very strongly, this algorithm came by the emergence as well as the narrative 

development among social group then creates implicit symbol of meaning (Wagner, 2020), therefore it 

reflects the incorporation of dynamic perspective of social representation. Moreover, it also became an 

evident of how the meaning making process happened in the context of anchoring process in social 

representation theory, where new ideas or objects are understood by fitting them into existing systems of 

thought (Rateau et al., 2012). On her TikTok account @_shaz she has approximately 1 million followers 

with up to 110 million likes. It shows how massive her engagement is for TikTok algorithm. In X, she has 

140 thousand loyal followers that engage in every tweet she shared. She got all chances to show her 

content to broader amount of people on TikTok and X. Aside from that, there are several videos attached 

behalf of all videos she uploaded on TikTok that shows the type of content she dominates to make, which 

is storytelling based vlog, female tips, and other feminine conceptual mindset. This demonstrates the huge 

mainstream of embracing feminine values as a women that aligned with the perspective of feminine traits:  

(.  

 

 

Picture 2. Shasa Zhania’s TikTok videos 

 

The unique characteristics and personal branding built by Shasa Zhania have increased her 

popularity, making her frequently seen as an object of discussion or a role model in conversations about 

feminine energy (Sukmana & Chairil, 2024).  From the contents that she posted on TikTok above, they 

are representing the symbol of feminity that stated by Bartky which it reflects the three aspects of 

Bartky's femininity: body shape, attitude, and appearance (Bartky & Lee, 1990). The picture 6 above 

shows the recurring visual pattern in Shasa Zhania’s TikTok content, characterized by soft color palettes, 

gentle body gestures, and emotionally expressive facial cues that somehow those characteristics are still 

strongly stick with the mainstream aspect within social representation theory as in anchoring proces how 

it sees the repeated visual elements contribute to the meaning making of unfamiliar femininity as softness 

and emotional openness within digital representations. The study aimed to collect the postfeminist values 

contained in feminine energy term that represented by Shasa Zhania’s contents and related TikTok 
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contents. The results of the analysis shows that Shasa Zhania's content represents the three practices of 

Bartky's femininity: body shape, attitude, and appearance. (Putri et al., 2024).  

Since “feminine energy” is became a trend as a term in TikTok, people are perceiving feminine 

differently than they used to do. Feminine energy is perceived as a shared of perception some meanings 

that learned through media interaction. This process points out the common way of applying social 

representation called ‘naming’ which it arises simply by how people naming and labeling Shasa Zhania is 

the feminine representation just like how naming often appears in headlines and introductions in the 

media (Höijer, 2011). This idea has been appeared in the most discussion in TikTok. From Shasa 

Zhania’s contents, feminine energy is regarded as just as valuable as masculine energy. Therefore, this 

indicates a coexistence with postfeminist belives that embracing feminine side is essential, as it represents 

a fundamental and natural part of female identity. Along with this new form of femininity that constructed 

from repeated exposure, women are able to present themselves as they wish. Feminine appearance is no 

longer about seeking validation based on social constructs, but rather a form of exploration and 

expression for women to appear confidently in public spaces (Sukmana & Chairil, 2024). According to 

Moscovici, the process of anchoring comes with several concept including thematic anchoring that relate 

more with this phenomenon, in the context of Shasa Zhania’s content, feminine energy is not only 

understood through simple categories such as softness or beauty, but also through deeper underlying 

themes within society, such as the opposition between feminine versus masculine or soft versus strong 

(Höijer, 2011). These themes represent collective patterns of thinking that enable audiences to easily 

interpret and accept the representation of femininity being portrayed. Although not always explicitly 

visible, these underlying structures operate within Shasa’s content in shaping meanings about how 

women are expected to appear and behave.  

 

4.2 Objectification mechanism 

Objectification refers to the way in which a new object or meaning through communication that rapidly 

simplified, imaged, and illustrated (Rateau et al., 2012). Another evidences regarding of the feminine 

energy on TikTok shows how recurring term and representational pattern of the term ‘FEMININE 

ENERGY’ comes by the contents that shared by Shasa Zhania through her TikTok account @_shaz 

which reflects the meaning of feminiety that shows affectionate, gentle, loyal, understanding, and 

sensitive to the needs of others (Sumra, 2019). Hence here are several evidences from Shasa Zhania’s 

contents in her TikTok account @_shaz that reflects the objectification mechanism in social 

representation.  
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Picture 3. Shasa’s content embracing gentleness about pregnancy 

 The content above shows the strong narrative of how something concrete we can perceive 

through our senses that objectified the gentleness and motherhood as a powerful part of femiety (Höijer, 

2011). Her content above shows the gentleness of how she promised herself to taking care of herself with 

so much love since she felt so full being pregnant and being a woman as a whole.  

 

Picture 4. Shasa’s content about being feminine woman 

The picture above also gives off the objectification concept that shows how the elements of 

abstract idea that are represented are integrated into a social reality  (Moscovici, 2008). The contents 

highlight how Shasa embraces her natural woman character how she loves to apply makeup, wearing 

pretty dresses, telling people they look pretty, being happy and soft to all women and another. This 

condition allows us to see how ideas in society become real and visible through how people understand 

and interact with them and give meaning to social objects and shape the shared environment (Wagner, 

2020). 
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Picture 5. Shasa’s content about being feminine woman 

 

Picture 6. Shasa’s content about being feminine woman 

 

Additionally, the pictures above also representing feminine traits under the concept of 

objectification in social representation. The pictures above have the generalized code that highlights 

feminine energy that represented by Shasa, which are being affectionately happy and gentle (Kachel et al., 

2016). The character of soft color palettes, gentle body gestures, and emotionally expressive facial cues, 

Shasa Zhania still representing the feminine traits through the play of narrative aspect which are caption 

and text on video.  

Furthermore, there are several evidence how Shasa has the powerful effect the audience on 

TikTok to aspire in behaving like she does subconsiously. These are can be seen by some of the TikTok 

videos that gave a tutorial ‘How to be Shasa Zhania’ or ‘How to embrace your femininety like Shasa 

Zhania ‘ that give an understanding that the repetition of Shasa’s existence in her TikTok shaping the 



15 

 

audience to perceive that Shasa is actually a positive feminine energy symbol as a person that might be 

worth-imitating and positive too if they implement the values in reality as a feminine woman.  

  

Picture 7 & 8. Content ways to live like Shasa Zhania 

 

Picture 9 & Picture 10. Another contents that inspired by Shasa and her feminine energy 

 

 At this point, the behaviour of Shasa Zhania that uploaded in all of her contents are all 

highlighted and being the spotlight toward many female Generation Z in achieving their aspiring feminine 

energy. The way people are engage and positively response to that content, we can definitely say that she 

serves the mentality of role model and the ways of life like Shasa Zhania become the most talked about 

on the Internet. Another evidences also found on TikTok and perhaps there are more to go, but here are 

the strongest ones why the feminine energy of Shasa Zhania is the reason that adressing the rise of 

feminine energy towards Generation Z in this modern days.  
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Picture 11 & Picture 12. Contents about how to be ‘Shasa Zhania’ 

 

Picture 13 & Picture 14. Content ways to live like Shasa Zhania 
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Picture 15 & Picture 16. Content ways to live like Shasa Zhania 

 

 These images clearly demonstrate the powerful way of influencer like Shasa Zhania shaping 

audience’s attitude through her feminine energy traits. People are receiveng her messages really well, the 

fact that the caption stated “I owe you @Shasa Zhania” reflects how the author of the video is strongly 

thankful to learn something from Shasa. Also people nowadays are aspiring to be ‘liked’ by many people 

or perhaps to be people that likeable just like how Shasa Zhania’s behaving. This further highlights a 

broader cultural trend, particularly among Generation Z, where individuals not only seek recognition, but 

also aim to express a version of themselves that is gentle, emotionally expressive, and socially appealing 

similar to the image Shasa consistently portrays. Her content successfully combines visual beauty with 

emotional authenticity, creating a relatable standard that many find inspiring and strive to follow. To 

conclude, as wee see through repeated exposure to similar styles and messages, audiences gradually come 

to believe that a woman’s value lies in her softness, calmness, and visually pleasing appearance. 

 

“I’m proud of myself, whether I’m feminine or have a masculine side. Be yourself, accept who you are, and 

value yourself not for others’ validation. Happiness is something we create” (@ochi2878, 2024 on 

TikTok) 

 

“Yes, feminine energy is good, but it is also okay if a woman cannot be feminine. Everyone has their own 

unique charm. Not being feminine does not mean you are not beautiful. You are beautiful in the eyes of the 

right person.” (@pino, 2024 on TikTok) 

 

“Being a woman is more than just existence is something spiritual that i don’t know how to express it in 

words.” (@Giulia Panny, on TikTok 2023) 

 

The evidences above come from several comments from Shasa Zhania’s contents on TikTok. It 

helps in showing the generalized mindset about modern feminity in believing feminine is not something 

that counted as weakness, but gentleness. People mostly think that we need to be masculine to claim 

human power, but being feminine is also the way we can claim our power as a woman with the softness 

within, just as how postfeminist perspective is adressed in society, since within postfeminist media 

culture, femininity is often framed as a bodily project centered on self-surveillance, aesthetic discipline, 

and self-presentation (Gill, 2017). 

 Overall, the meaning making of the feminine values that reflected by Shasa Zhania’s TikTok 

@_shaz occurs through a rapid and systematic process. The consistency of content, sustained exposure 

over time, and high levels of engagement among Generation Z female audiences collectively support the 

application of social representation as in objectification process. These elements enable the collective 

cognition meaning and normalization of feminine energy values, shaping shared perceptions of femininity 

within society in digital space. 
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4. CLOSING  

This study emphasizes the emergence of ‘feminine energy’ as a part of femineity symbol among 

Generation Z that goes around the internet in the most repetitive in a various form (textual, video, 

picture). Through the application of social representation theory, this study found that social media 

clearly demonstrate the powerful way Shasa Zhania radiates her feminine energy to construct 

perception about feminine energy to wider gen Z audience, this reward system encourages Gen Z 

individuals to perceive similar feminine traits as represented by Shasa Zhania on her TikTok 

account @_shaz. Overall, the findings from the content analysis illustrate how the repeated 

“feminine energy” narrative becomes a shared social representation, through the anchoring process 

that handled thematically as well as objectification to shape how femininity is understood and 

performed in everyday life. These results ultimately support and reinforce the main concern of this 

study. 
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