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Trend Analysis on Social Media Platforms 
 
The Keraton’s success in digital outreach is a function of its ability to strategically adapt 
traditional content for modern consumption patterns: 

1.! YouTube: The Archival and Educational Authority: The high subscriber count here is 
particularly significant. YouTube serves as the Keraton’s digital archive, hosting full-
length streams of royal ceremonies and detailed, educational series (e.g., Sesorah 
Dalem, or Royal Addresses). This platform attracts users seeking in-depth knowledge 
and archival integrity. The engagement metrics (e.g., view duration) often surpass those 
of similar cultural institutions, suggesting the audience views the Keraton’s content as 
academic-grade material. 

2.! Instagram: The Visual Narrative and Aesthetic Appeal: The largest follower base on 
Instagram confirms the platform’s role as the primary engine for visual storytelling and 
immediate public relations. High-resolution photographs and short video snippets 
effectively convey the majesty and aesthetic beauty of court life, attire, and architecture. 
This platform fosters direct, emotional connection, allowing followers to feel proximate 
to the royal family and courtly activities. 

3.! TikTok: Bridging Tradition and Youth Culture: The rapid growth on TikTok, despite 
its lower absolute count compared to Instagram, is a critical strategic victory. By 
adapting complex cultural concepts into short, engaging, and often humorous formats, 
the Keraton has successfully utilized trend engagement to introduce Javanese heritage 
to the generation most susceptible to external cultural pressures. This platform 
demonstrates the Keraton’s proactive effort to prevent the educational value of its 
heritage from being sidelined by global youth trends. 

 
Figure 4 
Social Media and Website Data of Kraton Jogja 

 
 
In conclusion, the social media statistics provide empirical evidence of the profound shift in 
the Keraton’s public identity. The quantified awareness growth of over 60%, the massive surge 
in physical visitors (from !4,000 to !30,000 per month), and the commanding digital audience 
of over 700,000 followers collectively confirm that the digital pivot has been a triumph of 
cultural dissemination. It has successfully repositioned the Keraton as an internationally 
accessible cultural beacon, effectively using modern metrics to gauge the successful re-
invigoration of ancient cultural values within the contemporary world. 
 
Beyond internal metrics, the digitalization effort has fostered a larger public dialogue, evident 
in the proliferation of public accounts and content creators disseminating information about the 
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Palace, and the expansion of public discussion addressing the Keraton’s cultural heritage, 
supported by an annual academic forum (International Symposium on Javanese Culture since 
2019). Furthermore, the Palace has successfully engaged in international diplomacy, as 
exemplified by the Yogyakarta Royal Orchestra’s performance in Kyoto, Japan, and 
collaborations with foreign embassies. 
 

Challenges and Future Considerations 
 
While the achievements are substantial, the digitization process is not without its ongoing 
challenges. These include the persistent issue of bridging the disparity in understanding 
between the communicator and the message recipient, ensuring the universal socialization of 
Javanese values, and constantly adjusting the communication strategy to align with the 
changing characteristics and interests of the public. There is also the continuous internal need 
for upgrading the digital mindset to keep pace with the development of technology and foreign 
culture. Successfully navigating these challenges requires sustained dedication to data analysis 
and adaptive content creation, ensuring the digital content remains relevant, resonant, and 
authentic. 
 

Conclusion 
 
The digital transformation of the Karaton Ngayogyakarta Hadiningrat demonstrates that sacred 
heritage can not only survive but thrive within the technological landscape of the 21st century. 
Far from diminishing its sanctity, the Keraton’s strategic approach—anchored in the 
philosophies that technology is not the enemy of culture and modernization is not 
Westernization—proves that digital innovation can operate as a sophisticated tool of cultural 
continuity. Through the institutional strength of Kawedanan Tandha Yekti, the Palace has 
redefined itself from a historically revered yet largely secluded institution into an accessible, 
authoritative, and globally resonant cultural epicenter. 
 
The dramatic rise in public engagement—evidenced by exponential visitor growth, robust 
digital audiences, and heightened international visibility—confirms that well-curated digital 
exposure can deepen, rather than dilute, cultural reverence. Instead of fragmenting tradition, 
digitalization has clarified it; instead of widening the gap between the Palace and the public, it 
has invited a global community into a narrative once confined to the Cepuri. This success 
positions the Keraton as a pioneering model for cultural institutions navigating the tension 
between sacred preservation and modern demand. 
 
Looking forward, the Keraton’s sustainability hinges on several strategic imperatives: 
strengthening digital literacy across institutional levels, maintaining rigorous content 
authenticity amidst fast-evolving platforms, and embracing future technologies—such as AI-
driven archiving, immersive environments, and long-term digital conservation frameworks—
that can safeguard intangible heritage at unprecedented scales. These steps are not merely 
technological advancements; they are acts of cultural responsibility. 
 
Ultimately, the Keraton’s digital journey affirms a powerful lesson for cultural custodians 
worldwide: tradition and innovation are not adversaries but vital partners. When guided with 
philosophical clarity and institutional discipline, technology becomes a vessel through which 
cultural legacy is not only preserved, but projected confidently into the future. Through this 
synthesis, the Royal Palace of Yogyakarta ensures that its living heritage continues to inform, 
inspire, and endure across generations—both within Indonesia and on the global stage. 
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Abstract 
 

Audiences in the digital ecosystem become active actors in public discussions by providing 
engagement, expressiveness, and collaboration in the digital space. Digital media commodifies 
audiences by utilizing attention as a commodity. In addition, Audiences indirectly work by 
receiving and distributing content in digital media, including podcast content. Podcasts are an 
alternative digital media that provides freedom of discussion in the digital space. In Indonesia, 
podcasts are often dominated by political information from celebrities, especially on YouTube. 
Celebrities upload political podcasts on YouTube based on consumption patterns that match 
the characteristics of the audience. This article aims to examine how the characteristics of the 
audience contribute to giving space for public discussion, which is now dominated by political 
celebrities in podcast media. This study adopts the theory of audience labor by Fisher (2015), 
focusing on the audience as a commodity that works under the influence of media algorithms 
and as gatekeepers. This research uses a netnography approach by combining virtual 
observation of YouTube political podcast channels. The findings indicate that the audience 
tends to have characteristics of consuming viral and sensational content. This characteristic is 
a form of audience labour that is commodified by political celebrities. Furthermore, the 
audience works as a gatekeeper in controlling information flows. Thus, audiences play a role 
in strengthening celebrity dominance, especially in political podcasts. 
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iafor 
The International Academic Forum 

www.iafor.org  

The Asian Conference on Media, Communication & Film 2025 Official Conference Proceedings

ISSN: 2186-5906 215



Introduction 
 
The understanding of audiences has changed with the advancement of digital technology. The 
role of audiences has become more active in the media environment, shifting from being 
passive recipients of media effects to active actors interpreting messages. More recently, 
audiences have been understood as active agents in the political and economic context of 
media, with the assumption that audiences on social media are producers of data that generate 
value. Fisher (2015) explains that audiences on social media are engaged, expressive, and 
collaborative. Audiences demonstrate involvement in the interaction process on social media 
(such as liking, recommending, or commenting). In addition to active engagement, audiences 
demonstrate self-expression through the production and distribution of content (such as 
providing opinions, sharing experiences in the form of text, images, or videos). Finally, 
audiences with collaborative characteristics work together to spread messages. 
 
Audience characteristics on social media become data that is continuously processed by the 
media system and forms an algorithm. The algorithm is formed based on data on audience 
consumption patterns on digital media, such as viewing history, engagement time, click 
frequency, and social interactions (likes, comments, shares). By collecting this behavioral data, 
the algorithm system builds a user profile that is then used to deliver personalized and 
customized content. Fuchs (2014) argues that algorithms act as surveillance by collecting 
audience interaction data, and as predictive by suggesting content that will interest users based 
on previous interactions. This suggests that algorithms play a significant role in transforming 
audience segments into profitable commodities for digital media and advertisers. 
 
Communication studies on the relationship between audiences and digital media continue to 
develop, using various approaches. One such approach is the concept of audiences as both 
commodities and workers within the political economy of media. Canada Dallas Smythe (1981) 
argues that audiences generate “audience power,” which involves the work of concentration 
and attention. However, this concept still fails to define the audience that has evolved in digital 
media, where attention and time are no longer traded values. This concept was later expanded 
with the emergence of the concept of audience labor in digital media, where audiences perform 
more tasks beyond just attention in the form of viewing. Audiences act as “laborers” through 
participation and interaction, which are processed into data by media companies. 
 
In addition to consuming content, audiences also participate by receiving and producing 
content on digital media, including podcasts. Audiences are not limited to a passive role, but 
actively expand and shape the meaning of the content. A content creator is responsible for all 
information provided to a specific target audience through digital media, and they strive to 
fulfil content objectives such as promotion, education, entertainment, or information, as well 
as adapting the content to the chosen platform. YouTube is often used by creators because it is 
considered free without censorship or strict rules. This makes podcasts an alternative digital 
medium that is more familiar and closer to its audience. The development of podcasts on media 
like YouTube has become an alternative form of digital media that can be used by anyone to 
broadcast from home using online video (Meidina, 2023). 
 
Podcasts have grown rapidly in Indonesia, driven by technological advancements, a growing 
digital industry, the creativity of content creators, and social adoption. Podcasts are recognised 
as a new alternative medium for practicing journalism (Muslimah, 2022) and a valuable tool 
for developing communication skills and disseminating information, including for educational 
purposes, across various digital platforms. This growth reflects a public desire for greater free 
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speech and on-demand features, indicating that audiences are seeking greater control over their 
media consumption and more personal connections with content creators. 
 
Political podcasts as a long-form conversation format offer an intimate feel, time flexibility, 
and a more relaxed communication style than mainstream journalism. In Indonesia, political 
podcasts on YouTube can be broadly divided into two categories. The first category consists of 
celebrity-owned or artist-owned channels in which political content is embedded within a 
broader repertoire of entertainment, lifestyle, and personal branding. The second category 
includes dedicated political or news podcast channels that focus primarily on in-depth political 
content, policy analysis, and issue-based discussion. While both categories address political 
themes, they are differently marked in style, framing, and the centrality of entertainment value. 
 
An interesting phenomenon is the emergence of the dominance of political podcasts owned by 
celebrities, such as Deddy Corbuzier with Close The Door and Denny Sumargo with CURHAT 
BANG!, which often invite politicians, public officials, or political sources for dialogue. On the 
other hand, there are political channels that specifically focus on policy issues and political 
dynamics, such as Total Politics and Podberita. Even though they both contain political content, 
the performance of these two types of channels is very different.  
 
Celebrity-owned political podcasts tend to attract far higher numbers of views, likes, 
comments, and shares than their more conventional political counterparts, even when 
discussing similar issues. Programs hosted by high-profile figures such as Deddy Corbuzier 
and Denny Sumargo regularly reach tens of millions of views for politically themed episodes, 
far exceeding the reach of specialized political channels that focus more on substantive policy 
discussions. This imbalance raises an important question: to what extent is the dominance of 
celebrity political podcasts driven not only by celebrity power and platform design but also by 
the characteristics and practices of audiences themselves? 
 
This paper aims to analyse how audience characteristics shape, and even drive, the dominance 
of celebrity political podcasts in Indonesia. It pays particular attention to three interrelated 
audience characteristics: engagement, expressiveness, and collaboration. These characteristics 
are examined through the lenses of audience labour theory and audience-as-gatekeeper theory, 
within a political podcast landscape marked by the growing centrality of celebrity figures. By 
doing so, the study seeks to contribute to scholarly debates on political communication, digital 
labour, and the political economy of platformised media. 
 

Literature Review 
 
Audience Labour Theory 
 
In the context of digital media, this active audience is further redefined as a productive force. 
Audiences don't just interpret content; they comment on it, share it, combine it, and use it as 
raw material for ongoing social interactions. This has given rise to concepts like 
“prosumption,” where production and consumption are intertwined (Ritzer & Jurgenson, 
2010), as well as a renewed interest in the economic value generated by audience activity, 
particularly in the data-driven platform economy (Fuchs, 2014; Gillespie & Boczkowski, 
2014). 
 
Active audiences have the following characteristics: (a) Engaged audiences are highly attentive 
and engaged. They watch long-form episodes, follow series consistently, and respond quickly 
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to new uploads. Engagement is seen in metrics such as retained views and watch duration 
(McClure, 2020). (b) Expressive audiences articulate their opinions, emotions, and identities 
in the comments section and through other interactive features. They debate, support, criticise, 
or ridicule political actors and podcast hosts, often using humour, sarcasm, or moralising 
language. (c) Collaborative audiences coordinate with each other, explicitly or implicitly, to 
amplify specific content. This can include encouraging others to like or share, participating in 
collective comments, or migrating discussions from one platform to another (Jenkins, 2006). 
 
Audience labour builds on the work of the political economy of communication, particularly 
Dallas Smythe's discussion of the “audience commodity.” In an advertising-supported media 
system, audience attention is packaged and sold to advertisers, making the audience itself the 
primary commodity. Under digital capitalism, this logic is intensified: audiences don't just 
watch; they click, like, comment, and share. These activities generate data that can be analyzed, 
targeted, and monetized on a massive scale (Mosco, 2009). Recent audience studies have 
argued that audience participation constitutes a form of unpaid labour. Fisher proposed the 
concept of “audiencing as marketing” to demonstrate how audiences perform marketing work 
through participation and interaction. Terranova (2000), in “Free Labour,” emphasizes that 
value production in the digital economy often relies on the free labour of user communities. In 
the context of political podcasts, audience labour. This is the key to why certain content is more 
dominant than others. 
 
Audience activity in consuming, interacting, and sharing content can be interpreted as a form 
of audience labour that generates economic value not only for the platform but also for the 
creator. Forms of audience labour, such as likes and reactions, reviews and mentions, comments 
and replies, shares and resharing, and interactions, are forms of active engagement that generate 
data that is then utilized and exploited by podcast creators. 
 
Audience as Gatekeeper 
 
In platformed media ecosystems, algorithms play a central role in determining which content 
is recommended, surfaced, and made visible to users. owever, algorithmic visibility is closely 
tied to audience behaviour. Engagement metric, such as watch time, likes, comments, and 
shares are central signal that algorithms use to rank content (Couldry & Meijas, 2019). As a 
result, audiences effectively participate in the process of gatekeeping, collectively pushing 
certain content into prominence while relegating other content to oblivion. 
 
Ttraditional gatekeeping theory media focuses on media professionals deciding what 
information enters the public sphere. In the digital environment, audiences become gatekeepers 
of distributed systems that shape the public agenda through their interaction patterns (Napoli, 
2011). At the same time, algorithmic personalization and the logic of maximization engagement 
can contribute to echo chambers, sensationalism, and prioritization of emotionally charged 
content over nuanced discussion. Technological advancements have made audiences 
themselves gatekeepers who actively participate in shaping the flow of information and online 
dynamics based on what they find interesting or important.  
 

Methodology 
 
This research employs a qualitative netnographic approach. Netnography is a form of 
ethnography adapted to online environments, focusing on naturally occurring interactions and 
cultural practices in digital communities. This approach was chosen to study audience behavior 
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on platforms like YouTube, where most activity occurs in the comments section, engagement 
metrics, and cross-platform sharing. The study is designed as a multiple-case netnography, 
examining four political podcast channels on YouTube: two celebrity-owned channels and two 
dedicated political channels. This comparative design allows for the identification of patterns 
that distinguish audience labor and gatekeeping in celebrity political podcasts from those in 
more traditional political talk shows. The research subjects are four YouTube channels actively 
producing political podcasts: 

1. Deddy Corbuzier – Close The Door (celebrity podcast) 
2. Denny Sumargo – CURHAT BANG! (celebrity podcast) 
3. Total Politics (political channel) 
4. Podberita (political channel) 

 
These channels were selected based on subscriber numbers, frequency of political content, and 
their prominence in public discussions about politics on social media. Within these channels, 
episodes dealing with salient political events, such as public demonstrations, parliamentary 
controversies, or high-profile political debates, were purposive sampled for closer analysis. 
 
Data collection in this study was conducted over three months, from August to October 2025, 
using a netnographic method that combined virtual observation with in-depth interviews. The 
primary data source consisted of three complementary components. First, virtual observation 
was systematically conducted on selected political podcast episodes and YouTube comment 
sections. Researchers watched episodes with high political relevance, qualitatively read 
comments, and recorded metrics engagement which is visible in the number of views, likes, 
and shares. This observation includes not only verbal content but also visualization of 
thumbnails, titles, and interaction patterns that develop in the comments column.  
 
Second, in-depth interviews were conducted with a number of active audience members who 
regularly interact with political podcast content. Participants were recruited using purposive 
sampling based on the criteria of frequency of interaction and active engagement in the 
comments section. These semi-structured interviews explored their motivations for watching 
celebrity podcasts versus dedicated political podcasts, their perceptions of political discussion 
in these formats, and the engagement practice they perform in everyday media use (Creswell, 
2014). Data analysis techniques use thematic analysis to explore audience characteristics that 
influence audience labor and the dominance of political content produced by celebrities. 
 

Results and Discussion 
 
Throughout the observation period, celebrity-hosted political podcast episodes consistently 
achieved far higher visibility and engagement than episodes with comparable political themes 
on dedicated political channels. This is evident in Figure 1, which shows that political episodes 
on Deddy Corbuzier's channel received tens of millions of views, with significantly higher likes 
and comments. 
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Figure 1 
Political Content by Celebrity-Host Podcast 

 
Source: Denny Sumargo’s Youtube Podcast 
 
Different from Figure 2. This shows the views number of channel Total Politics, which tend to 
have a more limited audience, even though the topics discussed are similar or even more in-
depth. 
 
Figure 2 
Content by Political Podcast Channel 

 
Source: Total Politik’s Youtube Podcast 
 
Celebrity-hosted episodes on contentious topics such as parliamentary controversies or public 
protests regularly reached multimillion-view counts within weeks, whereas similar topics on 
political channels tended to attract far fewer views. This pattern was mirrored in likes and 
comments. Celebrity podcasts generated not only larger absolute numbers of reactions and 
comments but also denser, more continuous discussion threads. Comment sections remained 
active longer, with users continuing to discuss episodes weeks after publication. Political 
channels, while generating substantive exchanges, often had less intense and more short-lived 
engagement. 
 
Importantly, the main content of celebrity podcasts is not exclusively, and sometimes not 
primarily, political. Political episodes often appear alongside entertainment-focused content 
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featuring actors, athletes, or other public figures. However, when celebrity hosts address 
political issues, these episodes disproportionately benefit from the channel's pre-existing 
audience base and its algorithmic momentum. 
 
Audience Characteristic: Engaged, Expressive, Collaborative 
 
Analysis of comments and interviews revealed three main characteristics of celebrity political 
podcast audiences: 

1. Engaged: Audiences watch long episodes and follow series regularly. Many 
commentators mention rewatching certain segments, especially those deemed 
“irritating,” conflict-filled, or controversial. This contributes to the highwatch time, one 
of the main indicators of the algorithm. 

2. Expressive: Audiences use the comments section as an arena for expressing political 
opinions, emotions, and identities. They praise, criticize, or ridicule guests and hosts 
using expressive, humorous, or even aggressive language. These expressions often take 
the form of short narratives, memes, or pop culture references that other users can easily 
respond to. 

3. Collaborative: Audiences encourage each other to boost the algorithm for specific 
episodes (“like to increase,” “help trend”), share clips on other platforms, and suggest 
specific parts to watch through timestamps. These practices create a collective effort 
that significantly increases a video's visibility. 

 
Pattern of Audience Labour 
 
Audience labour was evident in the celebrity podcast channels. Viewers did more than simply 
watch, they actively worked to increase the reach and impact of the episodes they considered 
entertaining, emotionally resonant, or politically validating. Several forms of audience labour 
were evident. Intensive viewing and rewatching, some users reported watching long episodes 
more than once, especially when specific political statements or confrontational exchanges 
went viral. This reinforced watch time metrics that are crucial for algorithmic promotion. Likes, 
reactions, and emoji-based responses, Audiences habitually use likes and emoji reactions to 
signal approval, amusement, or outrage. These signals were particularly concentrated around 
moments of emotional drama, humour, or perceived authenticity. 
 
Commenting and replying, Comments often functioned as micro-essays, jokes, or arguments 
that extended the content of the episode. Users respond to one another, creating multilayered 
threads that further increased engagement statistics. And sharing and resharing, Viewers shared 
links and short clips across platforms such as X, Instagram, and messaging apps. Some 
explicitly described their sharing as a way to “spread awareness” or “make this go viral,” 
blending political intention with fan-like promotion. These labour practices generated a dense 
field of engagement around celebrity podcasts, which was then processed by the platform’s 
recommendation system into greater visibility and, ultimately, greater economic value for the 
celebrity hosts and the platform. 
 
The findings indicate that the dominance of celebrity political podcasts cannot be fully 
explained by celebrity status or platform algorithms alone. Audience labour is a crucial 
intermediary. Through sustained viewing, intensive interaction, and cross-platform promotion, 
audiences collectively transform celebrity-hosted episodes into highly visible and 
economically valuable content. 
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From a political economy perspective, this labour is largely unpaid and unrecognised. Yet it is 
essential to the monetisation model of both platforms and celebrity creators. Advertising 
revenue, sponsorship deals, and brand partnerships all depend on the level of audience activity 
surrounding a channel. In celebrity podcasts, where hosts often already possess strong personal 
brands, audience labour multiplies this advantage and further marginalises less glamorous but 
more substantively political channels. This dynamic suggests that audiences, far from being 
mere beneficiaries or victims of celebrity-dominated political discourse, are deeply implicated 
in structurally sustaining that dominance. Their preferences, emotions, and interaction 
strategies help determine which formats and framings of politics become hegemonic in the 
digital sphere. 
 
Audience labour in celebrity podcasts is strongly oriented toward emotionally charged, 
sensational, and conflict-driven content. Episodes that feature confrontation, dramatic 
revelations, or provocative statements tend to generate the highest engagement. In turn, 
audiences reinforce these tendencies by rewarding them with likes, comments, and shares, 
often framing them as “brave,” “honest,” or “entertaining.” This creates a feedback loop. As 
creators observe which episodes perform best, they have incentives to reproduce similar 
formulas: inviting controversial guests, emphasising personal drama over structural analysis, 
or simplifying complex issues into moral tales or interpersonal conflicts. Audiences, in turn, 
focus their labour on these emotionally salient elements, sidelining more nuanced and 
demanding discussions. 
 
The audience also played a gatekeeping role in determining which issues and framings gained 
prominence. In celebrity podcasts, comment sections frequently elevate particular segments, 
such as emotional reactions, confrontations, or controversial statements, by repeatedly 
referencing them, quoting them, or time-stamping them. Other users would then go directly to 
these “highlighted” segments, bypassing more complex or nuanced parts of the discussion. 
 
Audience members effectively curated their own “best moments” within episodes, narrowing 
attention to clips that were most entertaining or emotionally charged. Political channels, by 
contrast, tended to centre more on policy substance and institutional processes, which 
generated less meme-able or quotable content. While their audiences were often 
knowledgeable and engaged, they did not match the scale or intensity of emotional 
amplification found in celebrity channels. 
 
Furthermore, audiences in celebrity podcasts often acted as de facto defenders of their favourite 
hosts, pushing back against criticism, reframing political issues in ways favourable to the host, 
or dismissing more complex viewpoints as “too complicated” or “boring.” In this sense, 
gatekeeping did not simply mean selecting which topics mattered but also shaping the tone and 
direction of political interpretation. In celebrity podcasts, audience gatekeeping tends to 
privilege sensational, personalised, and emotionally resonant narratives. This form of 
gatekeeping contributes to content homogenisation. Political discussion is increasingly filtered 
through similar templates: charismatic host, emotionally engaging storytelling, and simplified 
framing of complex issues. More diverse or complex forms of political talk, those that might 
challenge comfort zones, require sustained attention, or foreground unpopular perspectives, 
struggle to break through. 
 
The dominance of celebrity political podcasts, as co-produced by platforms and audiences, has 
several implications for political communication in Indonesia. On the one hand, these podcasts 
can broaden access to political information by attracting audiences who might not otherwise 
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watch traditional news or political programmes. They can also humanise political actors and 
make abstract issues more relatable. 
 
On the other hand, the form of politicisation they promote is often shallow, personality-driven, 
and heavily mediated by entertainment logics. Structural issues, long-term policy debates, and 
perspectives from less mediatised actors may be underrepresented. The risk is that public 
understanding of politics becomes increasingly shaped by emotionally resonant anecdotes and 
celebrity narratives rather than by sustained engagement with institutions, processes, and 
competing policy options. Moreover, the concentration of visibility and influence in the hands 
of a few celebrity hosts raises concerns about pluralism and accountability. When a small 
number of personalities become primary gateways to political discourse, their personal biases, 
commercial interests, and relationships with political actors can have outsized effects on public 
opinion. 
 

Conclusion 
 
This research shows that the dominance of celebrity political podcasts in Indonesia cannot be 
understood solely as a result of individual popularity or the platform's technical superiority. 
Audience characteristics and practices play a central role in sustaining this dominance. 
Celebrity political podcast audiences are engaged, expressive, and collaborative. Through 
audience labour such as watching, commenting, and sharing, audiences create economic and 
algorithmic value that strengthens the position of celebrity podcasts over dedicated political 
channels. At the same time, audiences function as algorithmic gatekeepers, prioritizing 
emotional and sensational content, thus encouraging the homogenization of entertainment-
oriented political content. 
 
The main implication of this research is the need to recognize the structural role of audiences 
in the digital political communication ecosystem. Efforts to improve the quality of political 
discourse require more than just requiring media and creators to be “more educational,” but 
also encouraging audiences to understand that their engagement practices have political 
consequences. 
 
This study has limitations, such as limited channel coverage and a focus on YouTube alone. 
Further research could expand the study to other platforms (e.g., TikTok, Instagram) and 
examine how demographic variables or audience political orientation influence engagement 
patterns. 
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Abstract 
 
Podcasts are an alternative digital media that complement the limitations of conventional 
radio and become the latest version of audio concept media, by offering flexibility, 
personalization, and interactivity. Podcasts aim to express the voices of marginalized 
communities that remain underrepresented in mainstream media. Among Indonesian 
audiences, YouTube has become the most favored platform for podcasts. The types of 
podcasts used by Indonesian creators are interview podcasts, solo podcasts, and multi-host 
podcasts. Interestingly, celebrities have also become podcast creators by constructing 
audience segments in discussions that prioritize political trends. Celebrities upload political 
podcasts on YouTube based on trending societal issues. Celebrities become media actors who 
pursue their interests as opinion leaders and agenda setters. This article aims to analyze the 
phenomenon of celebrities as media actors who dominate political podcasts in Indonesia. 
This research uses the structuration theory by Anthony Giddens (1984), which emphasizes 
duality, agency, and structure. Giddens's structuration theory helps us see the complexity of 
the interaction between podcast structure and celebrity as agents. The method used in this 
study is qualitative research with a descriptive approach. The results of the study indicate that 
celebrity dominance is the result of the structuration process. The political podcasts trend 
becomes output of social structure from celebrity behavior as agency, thereby becoming input 
for reproduction in creating the next homogeneous content. Thus, celebrities are producing 
virality, popularity, and entertainment content, hence strengthening the position of celebrities 
as dominant actors. 
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Introduction 
 
The development of digital media has brought about significant transformations in the digital 
media communications landscape in Indonesia. One medium that has grown rapidly since 
2019 is the podcast. The emergence of podcasts has long been a form of digital broadcasting 
media development. Podcasts are considered an alternative that can complement the 
shortcomings of conventional radio and are the latest version of the audio media concept 
(Muslimah, 2022). Unlike conventional radio, which is one-way and institution-based, 
podcasts offer a more flexible, personal, and decentralized dialogic space. This makes 
podcasts an alternative medium that provides space for voices not accommodated in 
mainstream media. 
 
The potential of podcasts, which are automatically accessible, portable, and listenable, and 
always up to date, allows for the emergence of issues not always covered in mainstream 
media. Sensitive topics such as human rights, social justice, criticism of the government, 
religion, and so on, have emerged as podcast attractions (Syafrina, 2022). Communities who 
feel marginalized are emerging and utilizing this alternative medium to present independent 
narratives and critical perspectives. Podcast creators aim to build a group of listeners as an 
audience segment and generate in-depth discussions on issues. 
 
In Indonesia, podcasts are starting to be widely accessed on various platforms such as 
YouTube. One of the most popular podcasts is...Close The Door by Deddy Corbuzier who 
discusses politics, gossip, and interviews with public figures with diverse backgrounds. Other 
examples include Kiky Saputri's podcast, Uya Kuya's, Andovi da Lopez and Jovial da 
Lopez's SkinnyIndonesian24, and others. The presence of diverse podcast creators and topics 
provides alternative options for audiences bored with mainstream media topics. 
 
Amidst the growth of the podcast ecosystem in Indonesia, an interesting phenomenon has 
emerged: the involvement of celebrities in producing and distributing political content. 
Celebrities are synonymous with film, music, and television entertainment. However, they 
are now starting to enter the political arena through digital platforms like YouTube Podcasts. 
The presence of celebrities in the political sphere on digital media has blurred the lines 
between information, opinion, and entertainment. These celebrities differ from those of 
journalists and academics. Celebrities leverage their social and symbolic capital to build 
rapport with audiences in discussing political issues. They not only facilitate discussions but 
also act as opinion leaders and agenda setters, marking a shift in the position of celebrities 
from mere entertainment figures to political media actors (Turner, 2014). The collaboration 
between the symbolic power of celebrities and digital platform algorithms has created new 
patterns of political communication that do not always adhere to traditional journalistic norms 
but instead are oriented towards popularity, virality, and performativity. This, in turn, 
increases exposure to celebrity-created content, thereby increasing their opportunities to 
dominate the digital public sphere (Bishop, 2021). 
 
Celebrity involvement in political podcasts creates an ambiguity between informative 
political content and content commodified for popularity and virality. Podcasts, which should 
be a space for public discussion, risk being reduced to a platform for individual expression 
affiliated with personal or institutional interests. In this context, the position of celebrities as 
media actors needs to be questioned: is their involvement in political discussions through 
podcasts merely entertainment spiced with political issues, or is it a concrete form of 
discourse domination in the digital public sphere? Therefore, this study will begin by 
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examining how celebrities utilize digital media structures and construct their agency in 
shaping public political perceptions. 
 

Conceptual Framework 
 
Anthony Giddens’s Structuration Theory 
 
Giddens' structuration theory emerged as a result of the elaboration and critique of various 
other theories such as Marxism, symbolic interactionism, and structural functionalism (Ritzer 
& Goodman, 2007, p. 507). Giddens focused his theory on the relationship between agents 
and structures (Ritzer & Goodman, 2007, p. 505). Recently, various social theories have been 
confronted with two opposing perspectives: interpretive sociology and functionalism and 
structuralism (Ritzer & Goodman, 2007 & Gidden, 1984). 
 
Giddens later rejected these two differing views in social theory, particularly those that 
examined social science from only one aspect, namely the dominance of individual subjects 
(agency) compared to the dominance of the totality of society (structure). According to 
Giddens, what needs to be considered in the study of social sciences is the combination of 
interpretive sociology and functionalism and structuralism in a dialectical relationship. This 
encounter between agency and structure is manifested in social practices that are arranged 
according to space and time and occur recursively or repeatedly (Giddens, 2003, pp. 2–3). 
 
Giddens argues that social research is always concerned with agency and structure. However, 
this does not imply that structure determines action and action determines structure. Giddens' 
structuration theory is recognized as the most widely recognized attempt to combine agency 
with structure (Ritzer & Goodman, 2007, p. 507). Giddens's unification of agency and 
structure is based on the concept of structural duality as a counter to dualism. Giddens's 
theory of structuration is based on the premise that: 
 

The constitution of agents and structures are not two independently given sets of 
phenomena, a dualism, but represent a duality...the structural properties of social 
systems are both the medium and outcome of the practices they recursively 
organize...the moment of the production of action is also one of reproduction in the 
contexts of the day-to-day enactment of social life. (Giddens, 1984, as cited in 
Hidayat, 2000, p. 440) 

 
In the concept of duality, agents who perform repeated actions can create patterns and 
memory traces that then have the potential to be repeated by other agents. In Giddens' theory, 
structure is present in the form of certain practices and becomes a memory trace that is 
oriented towards human behavior as a knowledgeable human agent (Giddens, 2003, pp. 20–
21). These repeated practices then become something that is constraining, but also an enabler 
of future actions (Giddens, 1984: 25, 26) in (Ritzer & Goodman, 2007, p. 510). Structure here 
plays a role as both a medium and a result of repeated and organized social practices (Ritzer 
& Goodman, 2007, p. 511). 
 
The actions of celebrities as agents in conveying their political opinions to audiences through 
YouTube podcasts represent a form of reproduction of social values and conditions that 
enable others to do the same in the future. Through the repetition of these actions, a sense of 
normalcy emerges, which then develops into a communication culture. Thus, these celebrity 
practices become part of a recursive process that shapes the structure of communication 
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culture. According to Giddens, structures only exist through the activities of human agents. 
Structures are formed through the existence of rules and resources. The social practices 
carried out by agents have the potential to become structures themselves (Ritzer & Goodman, 
2007, p. 510). 
 
In the context of interconnected and convergent digital media, social practices can take place 
across space and time. Giddens views agents as knowledgeable, rational actors who 
constantly monitor their own actions through a process calledreflexive monitoring of action. 
Agency refers to the ability of an agent to act, regardless of whether the outcome is in 
accordance with the initial goal or not. 
 
This study examines the dominance of celebrities in political podcasts in Indonesia. In this 
context, Giddens' structuration theory is used as an analytical tool to understand how 
celebrities, as media actors, utilize digital media structures (e.g., YouTube algorithms, 
virality logic, podcast formats) as resources; engage in repeated communicative actions 
(through content production, political issue framing, collaboration, and communication 
strategies) that indirectly reproduce these structures; and shape and strengthen their dominant 
position as producers of political narratives in the digital public sphere. 
 
The Concept of Celebrity as a Media Actor 
 
Celebrities in the Perspective of Media Studies 
 
In media studies, celebrities are not only understood as public figures widely known through 
mass media, but also as social and cultural constructs formed through repeated 
representations across various media (Turner, 2014). Celebrities are symbols of 
representational power, where popularity, imagined closeness to the public, and emotional 
involvement are the main assets in building influence. 
 
In the context of digital media, the definition of celebrity has expanded. Celebrities no longer 
originate solely from the conventional entertainment industry; they can now also emerge 
from digital platforms like YouTube, Instagram, or TikTok, enabling ordinary people to 
become famous figures thanks to algorithmic exposure and the practice of “curated self-
presentation” (Abidin, 2018). Digital celebrities build their authority through engagement, 
not solely through achievement or institutionalization. 
 
According to Marwick and Boyd (2011), digital celebrities use social media to establish an 
authentic and interactive public presence, building parasocial relationships with audiences 
that feel intimate yet one-way. They have the capacity to shape public perception, direct 
opinion, and influence the agenda of discourse in the digital public sphere. 
 
Celebrities as Media Actors 
 
As media actors, celebrities play two roles: producers of meaning and distributors of 
discourse. They not only convey messages but also shape how society views an issue through 
selection, framing, and style of delivery (Couldry & Hepp, 2007). This role becomes even 
more complex when celebrities enter the political and social spheres, as they carry symbolic 
authority that can replace the traditional role of journalists or academics in shaping public 
opinion. 
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In the digital age, celebrities have become part of “decentralized media producers.” They 
curate content, select sources, edit narratives, and distribute them directly to audiences 
without the intermediary of formal media institutions. This creates a new communication 
model, one that is more fluid, horizontal, and based on performativity and popularity. 
 
According to Driessens (2013), celebrities possess symbolic capital, namely the ability to 
attract attention and gain public trust on various issues. When celebrities discuss politics 
through podcasts, they not only offer information but also give meaning to political issues 
through narratives packaged with personal style, humor, or storytelling. 
 

Research Method 
 

This study aims to examine the role of celebrities as media actors in political podcasts in 
Indonesia, which are now dominated by political celebrities. In this study, the researcher 
employed a critical paradigm with descriptive analysis. Data collection was conducted 
through non-participatory observation. 
 

Discussion 
 

Digital Media as a “Structure” in Celebrity Political Podcasts in Indonesia 
 
In the context of political podcasts by celebrities in Indonesia, such as Close The Door by 
Deddy Corbuzier, Talkpod Kiky Saputri, and Late Night Nasi Goreng. In a study involving 
SkinnyIndonesian24, digital media functions as a social structure that both regulates and 
enables communicative action in the public sphere. Referring to Anthony Giddens' (1984) 
structuration theory, digital structures not only constrain but also provide resources that shape 
social practices and the production of political meaning. In this regard, platforms like 
YouTube and Spotify act as arenas where algorithmic rules, audience expectations, and the 
logic of attention capitalism interact to determine who and what deserves visibility. 
 
Digital platforms are not neutral. YouTube's algorithmic mechanisms, for example, prioritize 
content with a high level of engagement and watch time high. This is in accordance with the 
findings of van Dijck et al. (2018) in The Platform Society, that digital systems operate 
through three principles: datafication, commodification, and selection. In the case of Deddy 
Corbuzier, the algorithm promoted videos containing provocative political debates or 
featuring famous figures to gain more clicks. As a result, political communication became 
personalized and performative—emphasizing celebrity identity over the substance of political 
discourse (Nisa, 2023; Susilo, 2021). 
 
This condition reinforces the logic of attention capitalism (Citton, 2017), where public 
attention is treated as an economic commodity. Celebrity political podcasts capitalize 
attention economy to convert audience interest into traffic, advertising, and digital legitimacy. 
As a result, politics is packaged in an entertainment format (polytainment), with a humorous 
or satirical style, such as that of Kiky Saputri, who can normalize heavy political topics 
through light and emotional narratives (Rachmawati, 2022). Thus, the structure of digital 
media is not merely a neutral platform but rather forms a political communication field 
oriented toward popularity, emotional engagement, and market logic rather than public 
deliberative rationality (Couldry & Hepp, 2017). 
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Celebrities as “Agents” in Political Podcast Production 
 
In the context of Anthony Giddens' (1984) structuration theory, agency is understood as an 
individual's capacity to act reflectively in the face of social structures. Celebrities involved in 
political podcasts in Indonesia leverage their agency to navigate and utilize digital media 
structures. They strategize content, selecting political issues with high entertainment value 
and viral potential, and framing political discussions in a lighthearted, humorous, and 
communicative manner. Through these reflective actions, celebrities are able to maintain 
social relevance while expanding their influence in the competitive digital public sphere. 
 
Celebrities' actions in producing political podcasts constitute a form of reflective social 
practice in which every decision, from the selection of sources and topics to the presentation 
style, is based on an awareness of audience expectations and platform algorithms. According 
to Marwick and Boyd (2011), digital celebrities actively engage in political podcasting. 
strategic self-presentation to maintain public image and audience engagement. In this 
context, they act not only as political communicators but also as producers of meaning, 
framing political discourse in a popular format. 
 
Furthermore, through repetitive practices such as regular uploads, cross-celebrity 
collaborations, and the use of informal language, they not only adapt to digital media 
structures but also create new ones. These new structures take the form of new norms and 
logics in political communication, where popularity and personal appeal are more important 
than depth of substance. As Turner (2014) points out, celebrities have now become “cultural 
intermediaries” bridging the worlds of politics and entertainment. Thus, celebrities act as 
agents who reproduce digital media structures through the logic of popularity, creating a 
hybridization between politics and entertainment (politainment) that is changing the face of 
contemporary political communication. 
 
Celebrity Dominance in Political Podcasts as a Result of the Structuring Process 
 
The dominance of celebrities in political podcasts in Indonesia can be understood through the 
concept duality of structure Anthony Giddens (1984) explains how social structures and 
agency reciprocally shape each other. In the context of digital media, these structures include 
platform algorithms, the logic of attention capitalism, and audience expectations of 
entertainment. These structures not only constrain celebrities' actions but also provide the 
resources they use to strengthen their symbolic positions in the digital public sphere. 
Conversely, through reflective actions such as topic selection, communication styles, and 
strategic collaborations, celebrities contribute to the reproduction of these structures, creating 
a cycle that maintains their dominance. 
 
This phenomenon is evident in political podcasts in Indonesia, where celebrities have 
successfully taken over a space that should be a forum for critical public discourse. For 
example, in the podcast Close The Door (Deddy Corbuzier), LaporPak! The Podcast (Kiky 
Saputri), and Late Night Nasi Goreng (SkinnyIndonesian24). All three exhibit a pattern in 
which political discourse is packaged in an entertainment format, combining elements of 
humor, personal narratives, and social drama to remain engaging for digital audiences. A 
study by Nisa (2023) found that Deddy Corbuzier plays a role as a cultural broker which 
connects politics with the world of pop culture through lighthearted conversation and 
personification of issues. Likewise, Kiky Saputri utilizes a satirical style and roasting toward 
public figures to engage audiences in political discourse without losing the comedic nuance 
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(Rachmawati, 2022). Meanwhile, SkinnyIndonesian24 presents reflective content with a 
more neutral narrative approach, emphasizing the representation of the younger generation in 
understanding digital politics (Siregar, 2024). 
 
Political legitimacy in this space is no longer built through competence or substantive 
knowledge, but rather through symbolic capital in the form of popularity, emotional 
closeness, and high visibility in digital media. By understanding how algorithms work, they 
are able to package political issues in an engaging format, employ a light and entertaining 
communication style, and tailor content to go viral through headlines, clickbait, 
collaborations with famous figures, or presentations that evoke emotional resonance. 
 
Unlike journalists or academics who are bound by professional ethics, celebrities operate 
within the logic of performativity and relatability that encourages audiences to feel close and 
involved. According to Marwick and Boyd (2011), digital celebrities perform strategic self-
presentation to maintain public attention. Within this framework, they act as cultural 
intermediaries (Turner, 2014) which bridges the worlds of politics and entertainment and 
shapes the way the public understands political issues. 
 
The algorithmic structure of platforms like YouTube and Spotify (van Dijck et al., 2018) 
reinforces this dominance, as content with high engagement is more frequently 
recommended. Consequently, epistemic authority in political discourse shifts from pundits 
and mainstream media to celebrity figures who can capture attention and influence public 
opinion. Thus, celebrity dominance is the result of an ongoing process of structuration—a 
mechanism by which celebrity agencies and digital media structures mutually create and 
reinforce each other, marking a shift in political communication toward an era of celebrity-
driven politics. 
 

Conclusion 
 

The research findings suggest that celebrity dominance in political podcasts is the result of a 
simultaneous structuration process between digital media structures and celebrity agency. 
Platform structures—including algorithms, the logic of attention capitalism, and audience 
expectations—provide opportunities for celebrities to act as dominant actors. Through a 
reflective awareness of how platforms operate, celebrities utilize digital rules and resources to 
produce viral, popular, and entertaining political content, rather than focusing on the depth of 
political substance. 
 
This repeated practice creates a homogenous pattern of discourse production, where political 
issues are packaged according to the logic of entertainment and audience emotional 
engagement. Consequently, political podcasts have evolved into arenas that reinforce the 
symbolic capital of celebrities, while the deliberative function of public communication is 
increasingly marginalized. Thus, celebrity dominance is not a single form of power, but 
rather the result of a continuous interaction between media structures and agency practices, 
which together reproduce a popularity-based communication system. This process confirms 
that celebrities are now hegemonic media actors, capable of shaping the direction of political 
discourse and strengthening their position in the contemporary public communication 
ecology through digital mechanisms. 
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Abstract 
 

Digital activism is a form of social movement that utilizes digital media. In this article, the 
researcher specifically analyzes one form of digital activism through social media X related to 
the dissemination of social issues. This study aims to analyze how the #Julidfisabilillah 
movement was developed through the @erlanishere and @greschinov accounts, as well as 
how the digital dynamics of this activism in building public opinion. The method used is 
descriptive qualitative with primary data collection through observation of content and 
interactions on both @erlanishere and @greschinov accounts as well as semi structure 
interviews. The analysis was conducted using Vincent Mosco's political economy of media 
theory, with a focus on aspects of commodification, spatialization, and structuration. The 
research findings show that the commodification of the #Julidfiisabilillah Movement is a form 
of mass mobilization and increases global awareness of the conflict. Spatialization, shown by 
the acceleration of digital distribution through social media X and organizing digital activism, 
as a communication space and a means of inter ideological battle. Meanwhile, the social 
media accounts @erlanishere and @greschinov successfully led netizens' digital activism, 
contributing to the virality of #JulidFiiSabililah and becoming a key structuring pattern within 
the activism. This research also emphasizes the need for foresight in interpreting its influence 
on external parties outside the digital community. 
 
 
Keywords: digital activism, netizen, social media, political economy 
 
 
 
 
 
 
 
 
 
 
 
 
 

iafor 
The International Academic Forum 

www.iafor.org  

The Asian Conference on Media, Communication & Film 2025 Official Conference Proceedings

ISSN: 2186-5906 235



Introduction 
 
The Palestine Israel conflict first began in 1948. The war was sparked by a 1937 international 
plan to propose the separation of Palestine into two states: an Arab state and a Jewish state, 
with the cities of Jerusalem and Haifa remaining under the supervision of the British Mandate 
government. However, this proposal was rejected by both parties. The reason for this 
rejection was that Palestine and Israel themselves desired the establishment of an independent 
state, free from interference from other nations (Badjodah et al., 2021). 
 
The conflict between the two parties has not ended amicably to this day. The Zionist army 
has even attempted to enforce a ceasefire, further tearing apart the humanitarian situation, 
with many civilian casualties. This protracted conflict has become a global polemic that has 
captured international attention. Every year, problems arise between the two countries. The 
war has gradually turned into a genocide perpetrated by Israel against Palestine, which has 
not yet ended and has claimed many and more victims (Karisha, 2023). 
 
The development of digital technology from the transition period of old media to new media 
as it today provides a digital interaction space that allows individuals to build relationships 
and participate in a community or online-based organizational group based on shared 
interests, passions, or goals to be achieved, including social movements. New media produces 
internet networks in the form of digital devices such as mobile phones which makes it easier 
for humans to communicate, interact with each other, socialize, and carry out business 
activities (Putri & Pratiwi, 2022). 
 
Since the ceasefire between the two countries, militia resistance has been carried out as a 
protection measure against Palestinian fighters led by Hamas since October 7, 2023, which 
was then responded to with a massive Israeli military bombardment of the Gaza Strip and 
other Palestinian territories such as Rafah. This global conflict has not only highlighted 
international news, but also headlines national news. Not only platform news, the conflict 
also spread on many social media platforms, one of which is social media X or has changed 
its name and was previously Twitter. 
 
The powerful power of social media, which dominates the new media realm, has made 
Palestinian society in the Gaza Strip aware of the need to disseminate information about their 
situation and what they are experiencing on the ground. X and other social media platforms 
are filled with videos showing bombings of homes, hospitals, universities, and other 
institutions in Gaza. Thanks to the ongoing ceasefire, several individuals from Gaza have 
become well known, such as Motaz Azaiza, Bisan Owda, Palestine Alaqad, Hind Khoudary, 
and veteran journalist Wael al-Dahdouh, as sources of information. This is because they have 
provided shocking and heartbreaking images directly to global social media networks, which 
are disseminated through social media. However, Western politicians have done the opposite. 
They continue to try to dominate the narrative of this conflict, even by spreading false facts. 
However, the voices of activists, amplified through social media, have an indelible influence 
(Mohammed, 2024). 
 
This research article examines how the networked community reacted to the ceasefire in the 
Israeli Palestinian conflict by utilizing social media networks as a medium for activism 
through the theory of media political economy. Political economy studies, in the narrow 
sense, attempt to explain the power relations between various actors capable of influencing 
the flow of production, distribution, and consumption of a media message. While in the 
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broad sense, it is a study that examines control and survival in social life (Mosco, 2014). The 
definition of political economy, simply put, is the relationship involving (political) power and 
various economic resources in society. 
 
Mosco's perspective on power places greater emphasis on those who control social life, while 
the foundation of social life is economics. Therefore, a political economy approach is a way 
of looking at problems that appear on the surface (Sugiono, 2020). However, in its 
application, many changes can be made to the human constructivist structure, thus forming a 
more cohesive social network, becoming a digital society through the technology. Digital 
media shapes changes in digital participation and activism. Bennett and Segerberg formulated 
a new conceptual framework to understand the dynamics of activism in the digital space. This 
concept is called connective action (connective action) or individual participation patterns 
based on digital media connectivity (Putri & Pratiwi, 2022). 
 

Thinking Framework 
 
In this article, researchers will examine communication science based on the adaptation of 
political economy theory and apply the concepts of commodification, spatialization, and 
structuration, adapted from the thinking of Vincent Mosco. The concept of commodification 
in communication studies involves the transformation of messages into attractive products 
that can be sold on the market. Political economy theory emphasizes the relationship between 
power, economics, and communication. In the context of digital activism #JulidFiSabilillah, 
social media functions as a medium where political and economic powers interact with each 
other (Mosco, 2014). 
 
Structuration is a process in which social structures are mutually maintained by social agents, 
and each part can act to serve the other parts. Issues regarding social class, social movements, 
and hegemony are part of the discussion of structuration. Along with the development of 
media technology, political economy theory has now entered the realm of online media. In 
this case, spatialization is an effort to overcome the barriers of space and time by utilizing 
communication technology, thus making it easier for social media users to access political 
campaign content (Mosco, 2014). 
 
In his theory, Vincent Mosco explains that globalization influences both economics and 
politics. In practice, media plays a crucial role in the spread of globalization, explaining 
where transitions occur from old media to the emergence of new ones. Commodification, 
spatialization, and structuration are three elements of Vincent Mosco's theory that are crucial 
in political economy because they can lead to changes in functional or use value. 
Commodification is one element directly related to the transformation of goods or services 
(along with their use value) into commodities with exchange value in the market. 
Spatialization is the process of overcoming space and time. Structuration is a communication 
or media activity linked to social structure (Hanifah et al., 2021). 
 
Studies on digital activism have been carried out by many previous researchers, including 
digital activism and the use of new media as an approach to community empowerment on 
environmental issues by Putri and Pratiwi (2022) using qualitative descriptive methods with 
the implementation of CMC theory or computer mediated communications. Qoirunnisa and 
Mustofa (2024) more articles Hashtag War in Gaza: An Analysis of the Role of Indonesian 
Citizens in #JulidFisabilillah from the Transnational Conflict Dimension has also examined 
and investigated the digital landscape of the Israeli Palestinian conflict, specifically focusing 
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on online activism regarding the Gaza conflict. Through #JulidFisabilillah, which 
distinguishes the research by implying a netnographic method with comprehensive narrative 
analysis and highlighting how the role of society in the formation of written narratives in 
showing resistance to Zionism (Qoirunnisa & Mustofa, 2024). 
 

Research Methods 
 
This research implements a qualitative descriptive approach method by collecting primary 
data in the form of uploads or posts in the form of writing, images, photos related to 
networking actions #JulidFiSabilillahfrom the accounts @erlanishere and @greschinov. Both 
accounts belong to Erlangga Greschinov, the first to initiate the digital activism movement on 
humanitarian issues. Secondary data for this study will be drawn from a literature review that 
explains the phenomena and related issues that occur based on previous scientific studies. 
Researchers studied references in the form of books, journal articles, and factual news related 
to the discussion. Researchers collected, selected, and analyzed related information to then 
formulate their ideas. 
 

Results and Discussion 
 
Diplomatic efforts initiated by numerous policymakers from various countries have been 
undertaken to end the conflict between the two countries, which has remained unresolved for 
decades. This conflict refers to violence in the form of bombing, missiles, and other 
ceasefires carried out by Israel in its attempt to seize territory officially owned by the 
Palestinian government. Beginning on May 14, 1948, David Ben Gourion declared the State 
of Israel. This issue subsequently sparked Palestinian rejection. The Palestinians, represented 
by Hamas, responded to this rejection by launching suicide bombings against strategic Israeli 
defense targets in Jerusalem, Ashkelon, and Tel Aviv in February and March 1996. In these 
incidents, 60 Israelis died (Aswir F Badjodah et al., 2021). 
 
The escalation of the conflict has again sparked a range of public opinions, both globally and 
in Indonesia. Some expressed their urge to take actions deemed supportive of Israel. This 
public opinion encompasses a wide range of viewpoints, both supporting and opposing both 
sides in the conflict. These sentiments and views are widely expressed through various social 
media platforms. One netizen reaction in Indonesia is the emergence of a digital activism 
movement on social media platform X (Jaelani & Nursyifa, 2024). 
 
Julid Fi Sabilillah is a combination of the terms “julid” and “Sabilillah” julid in Indonesian 
is an informal word that is negative and carries a tone of criticism. This word is subjective 
depending on the context of the conversation or social environment or gossip. In the Big 
Indonesian Dictionary, julid has the meaning of envy or jealousy towards the success of 
others. Then society often applies the word “julid” through negative comments or a sneer. 
The term is also often used to describe a cynical attitude or also in terms of commenting on 
other people's lives in an unethical manner or finding fault with others. 
 
Then jihad fi sabilillah is fighting in the path of Allah, which is taken from Arabic. Referring 
to this meaning, the term jihad fi sabilillah has the meaning of a verbal attack aimed at 
fighting in the path of Allah. As for terminology, the term “May Allah bless you” refers to the 
netizens' movement to fight against the Zionist Israelis on social media (Nuruzzaman, n.d.). 
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The beginning of the movement was initiated by Erlangga Greschinov via the social media 
account X with username @Erlanishere and @Greschinov. Erlangga is a influencer in social 
media platform that frequently posts activism and a supporter of Palestinian solidarity. The 
#JulidFiSabilillah digital activism movement on social media platform X (formerly known as 
Twitter) emerged as a spontaneous response by Indonesians to the ongoing conflict between 
Israel and Palestine, particularly following Israel's intensified attacks on the Gaza Strip on 
October 7, 2023. 
 
The activist movement also emerged as a response to the widespread propaganda surrounding 
Israeli soldiers' posts about their genocide on social media. As the movement's pioneer, 
Erlangga Greschinov then initiated and collective action on social media. The movement 
grew organically through trolling techniques, spamming negative comments, and sending 
critical messages to pro israel accounts. 
 
The researcher examines digital activism that occurs on social media X with analytical 
implications from Vincent Mosco's theory of commodification, spatialization and 
structuration and looks at the activism that occurs with the keyword #Julid.FiSabilillah 
Initially it was a solidarity movement that did not see geographical boundaries, then it was 
followed and received support from many parties and resulted in several factors that changed 
the order. 
 
Commodification 
 
Commodification in the context of #JulidactivismFiSabilillah is refers to how information 
and actions in digital activism are utilized or transformed into a product that can be traded 
and consumed or how the movement begins and then becomes widely followed and discussed 
by the public at large and openly. In digital activism, the content produced is like 
#JulidFiiSabililahbecome a main commodity in which activism not only spreads or 
distributes messages but also attracts attention and produces results for digital netizens. 
 
In this context, the social media utilized is social media X or the previous one is Twitter also 
Instagram media as a supporter of the network. Social media X utilized by Erlangga as the 
command of the activism movement is considered to have media mobilization that can 
provide rapid and easy influence, in supporting the movement, he also announced the social 
media account X that will be used. Hashtag #JulidFiSabilillah can be used to build solidarity 
and rally support for issues related to Palestine, then leverage the hashtag as a tool to 
mobilize the masses and raise global awareness of the conflict. This aligns with Mosco's view 
that new media allows for the commodification of messages more efficiently and broadly. 
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Figure 1 
Movement Post of Activism #JulidFiSabilillah 

Source: Social Media X 
 
Circulating content, such as memes, videos, and narratives stemming from the 
#Julidfisabilillah activism has become a digital commodity voicing support for Palestine. 
Digital communities participating in this activism by uploading content become a commodity 
for digital platforms. Supportive activities, such as likes, shares, and comments, are believed 
to increase support and the traffic on social media and become another potential benefit. 
 
Spatialization 
 
The spatialization of digital activism is demonstrated by how digital space creates new 
contexts for social interaction and activism. In the #JulidFiSabilillah social media X becomes 
a media or provides platform for netizens to interact, exchange, and distribute information on 
issues related to Zionism. Spatialization also refers to how digital spaces create new spaces 
for activists to interact and discuss without geographical limitations. These digital 
spaces enable netizens to connect with individuals from diverse backgrounds, further 
creating global networks. 
 
Figure 2 
Solidarity Among Indonesian and Malaysian Netizens 

Source: Social Media X 
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The spatialization of digital activism can be seen in how social media users with pro-
Palestinian goals can quickly disseminate information and organize online campaigns to 
support and encourage the Palestinian people. Digital space can be used not only as a place to 
exchange communication channels but also as a means of ideological warfare. In the 
#JulidFiSabilillah movement, social media users from various backgrounds can unite to voice 
support for Palestine. 
 
This digital space allows for the instant exchange of ideas and mobilization of support. 
Through #JulidFiSabilillah, the distribution of the initiated activism narrative can build 
solidarity openly and comprehensively in the global environment, thus enabling Indonesia, 
as the country with the largest Muslim majority in the world, to become a significant 
actor in digital advocacy for the Palestinian issue as a form of digital expansion. 
 
Structuration 
 
According to Vincent Mosco, structuration is how to explain the relationship between social 
structures that influence individual actions. In the context of digital activism, netizens' actions 
in using the #JulidFiSabililah. This reflects a larger social structure, namely the growing 
sense of solidarity and concern among netizens for Palestine. Individual actions in spreading 
messages are influenced not only by social norms but also by established power structures. 
This activism movement has also spread widely in Malaysia and Turkey, where Malaysian 
and Turkish netizens have joined in calling for and participating in the #Julidfisabilillah 
digital activism. 
 
The structure of this activism also stemmed from netizens' disappointment over the 
unresponsiveness or unheard responses of their demands and criticisms from governments or 
international institutions regarding the Israeli genocide against Palestine. This fueled netizens' 
anger and support for a previously planned action by one of the main parties, which then 
shifted to a digital platform to express their dissatisfaction and demand change. 
 
Social movements influenced by global activity on social media platforms form a broader 
movement structure. Interactions between users and digital activists create larger, 
interconnected patterns of action. The societal structure of this activism transforms small 
movements into agents of change within society. Social media, initially a platform for digital 
distribution, has transformed into a battleground for political, economic, and communication 
in the modern world, powered by digital applications. 
 

The Impact of #JulidFiSabilillah Hashtag Activism 
 
Increasing Public Awareness 
 
Digital activism movement can increase public awareness regarding humanitarian issues 
occurring in Palestine. By using #JulidFiSabilillah Indonesian and Malaysian netizens can 
share information and discuss various aspects of the conflict. The longstanding conflict 
between Israel and Palestine impacts many aspects of life, including economic, social, and 
political aspects. However, information on this issue is sometimes unequally distributed, as 
demonstrated by the Pro Palestine Movement through #JulidFiSabilillah can be distributed 
because the Movement attracts the attention and visibility of a very wide community. 
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This then creates a discussion space for netizens through platform digital activism more 
broadly on issues of social justice and human rights. This digital activism also serves as a tool 
to convey humanitarian concerns and values, as well as advocate for social change in a 
broader context, resulting in widespread information distribution and subsequently producing 
just policies for individuals harmed by the ceasefire implemented by the Zionist army (Fahmi 
et al., 2024). 
 
Solidarity Mobilization 
 
Solidarity mobilization is a process in which individuals or groups unite to achieve a common 
goal, especially in the context of social or political change. Mobilization often occurs within 
social movements, where community members support each other through collective action 
and share resources to achieve goals they deem important. In this context, solidarity serves as 
a bond that strengthens relationships between individuals and creates a strong collective 
identity (Klandermans, 2005). 
 
Solidarity mobilization can be seen in various movements, such as fundraising, protests, 
awareness campaigns, and the use of social media to spread messages. In the context of the 
#JulidFiSabilillah Solidarity mobilization is evident when netizens unite to support 
humanitarian issues and oppose the injustices experienced by Palestine. Solidarity 
mobilization is not just a physical movement but also encompasses emotional aspects and 
collective identity, strengthening bonds between individuals in society. 
 
This digital activism movement has also succeeded in mobilizing solidarity among netizens. 
For example, many social media users participated in the action. Trolling against accounts 
deemed to support Zionism and disseminate pro-Palestinian information. This mobilization 
demonstrates that digital activism can create virtual communities united by a common goal, 
even among netizens from diverse geographic regions and cultures. 
 
Action trolling campaign also had several impacts, namely, several accounts deleted or 
deactivated their personal accounts in response to pressure and criticism from netizens calling 
for such activism. One such account is @DrEliDavid. Eli David is an Israeli propagandist. Eli 
David's account was temporary suspended after receiving mass reports from Indonesian 
netizens involved in the activism movement. Although Eli David's account has since been 
reactivated, the incident demonstrates the direct impact of the digital attacks carried out by 
supporters of the #JulidFiSabilillah movements. 
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Figure 3 
Eli David's Social Media X 

Source: social media X 
 
Another account that was also suspended is a social media account belonging to 
@NataliaFadeev. Natalia is an Israeli soldier who frequently posts about military aggression 
against Palestine. Natalia Fadeev then faced pressure from netizens due to numerous negative 
comments and verbal attacks. Netizens also nicknamed her “baby killer” which shows 
how big an impact this movement has on the individuals it targets. 
 
Figure 4 
Natalia Fadeev's X Account 

Source: Social Media X 
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#Julidfisabilillah activism movement not only targets specific accounts, but also creates an 
environment where many users feel stressed and choose to deactivate or delete their accounts 
to avoid attacks that can impact the psychological condition of the attacked party. 
 
Influence on Global Narrative 
 
Activism through #JulidFiSabilillah has contributed to shaping the global narrative of the 
Israeli Palestinian conflict. With increasing netizen participation in these acts, the movement 
has become part of a larger trend of unity and support for global Muslim solidarity. This 
reflects how digital activism can influence public opinion and international policy on 
humanitarian issues. 
 
This action can be said to be successful because the Israeli side issued a statement regarding 
the disturbances from the #JulidFiSabilillah movement. The statement is reuploaded or repost 
by Azzam Mujahid Izzulhaq, with the statement: 
 

to all citizens of indonesia and other countries, i ask to stop all your actions to 
terrorize my children and my entire family, i promise to provide justice for all 
palestinian citizens, i have also received more than 7000 telephone calls, 15,000 pages 
from all my social media, and 200,000 hot comments 95% from indonesian citizens, 
so i please stop terrorroring my family, if it is still done, i will not hesitate to report it 
to the israel ministry of defense and all israel superiors!!! 

 
Figure 5 
Protest Post From Israel on the Impact of @JulidFiSabilillah 

Source: Social Media X 
 
Political economy theory emphasizes the relationship between power, economics, and 
communication. In the context of the #JulidFiiSabilillah digital activism, social media serves 
as a medium or platform through which political and economic power intersect. The 
movement emerged as a response to the injustice experienced by the Palestinian people due 
to Israeli military aggression. By utilizing digital platforms, activism facilitates the 
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distribution and exchange of information, allowing messages from all netizens participating 
in the digital activism to spread widely and quickly, raising global awareness of the issues 
facing Palestine. 
 

Conclusion 
 
Digital activism that occurs on social media X with the hashtag #JulidFiSabilillah reflects the 
complex dynamics between the commodification of broadcasts and distribution of 
information, spatialization with the results of social interactions that occur in digital media 
platforms, and structuration is demonstrated by the presence of influential and collective 
public actions. This digital activism not only serves as a channel for voicing opinions but also 
as a tool or medium for building global solidarity in addressing social justice issues openly 
and without geographical limitations. Overall, the actions of the digital activism movement 
#JulidFiSabilillah does not directly have a significant psychological impact on accounts 
deemed to support Zionism, but the real impact is seen in the efforts of account owners to 
close or temporarily deactivate their accounts as a form of protection. 
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Abstract 
 

This study examines how Taiwanese gay men adapt their self-presentation strategies on two 
major dating platforms, Tinder and Grindr, using content analysis of profile bios and images. 
Drawing on 165 user profiles (67 from Tinder, 98 from Grindr), the study investigates 
differences in visual and textual self-presentation in terms of three variables: biography word 
count, use of body-focused imagery, and inclusion of coded language. Statistical analysis 
reveals that Grindr users are significantly more likely to include body-centered images and 
coded sexual language (e.g., “top,” “discreet”), reinforcing the app’s association with fast-
paced, desire-oriented interactions. In contrast, Tinder users generally employ less sexualized 
visual content and exhibit slightly longer bios, suggesting a more narrative-oriented or 
relational self-presentation style, even though the difference in word count was not statistically 
significant. These findings highlight how digital platforms shape gay identity performances 
through both technical affordances and community expectations. By contextualizing these 
patterns within Taiwanese gay culture and sociolinguistic frameworks, the study demonstrates 
that online dating profiles are dynamic, adaptive performances shaped by both user intention 
and platform design. It contributes to digital queer studies by emphasizing how self-
presentation practices respond to differing cultural (gay culture) and technological norms. 
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Introduction 
 
The development of digital technology and social networking platforms has changed how 
people form romantic and social relationships. Dating apps are now common tools for these 
interactions, especially among LGBTQ+ communities. These apps not only help users find 
potential partners, but also offer a space where people can show and express their sexual and 
gender identities. This study focuses on how gay men in Taiwan present themselves on two 
dating apps: Tinder and Grindr. 
 
Tinder and Grindr are both popular dating apps around the world. However, they serve different 
groups of people and have different features. Tinder is open to users of all gender and sexual 
identities. Most of its users are male (Branson, 2025). Grindr is mainly used by LGBTQ+ 
individuals, especially gay and bisexual men (Grindr, 2025). 
 
As Dorn (2025) explains, these two apps are different in how people use them and in their 
social settings. Tinder is often used for both casual dating and long-term relationships. It 
encourages people to chat before meeting in person. This usually leads to a slower pace of 
interaction. Grindr is more commonly used for quick, location-based meetings. Many people 
use it for same-day or casual encounters. The app makes it easy for users to message others 
nearby without restrictions. Because of this, users on both apps need to carefully choose how 
they present themselves. They often do this through their profile photos and short self-
descriptions. 
 
Research has shown that users think carefully about what pictures and words they use in their 
profiles. He (2021) found that many users of the gay dating app, Blued, avoid using photos that 
clearly show their faces. Instead, they prefer body-centered or anonymous images. Rodriguez 
et al. (2019) found that Grindr users often post pictures showing muscles or sexual features. 
These pictures reflect common beauty ideals in gay communities. Language also plays an 
important role. Wu and Trottier (2024) noted that many profiles include short terms like “top,” 
“fit,” or “discreet.” These words are used to signal sexual preferences or identity roles. 
 
Although dating apps are popular in Taiwan, there are still few studies that compare how gay 
men present themselves on different dating platforms. This study helps fill that gap. It looks at 
the ways gay men in Taiwan use photos and language in their Tinder and Grindr profiles. It 
pays attention to the type of image they use, how many words they write, and whether they use 
coded language. The goal is to see how people shape their online gay identities based on the 
platform they are using and if their self-presentational styles are adaptive to the nature of the 
two dating apps. 
 
This research is important because it shows how technology affects how people think about 
themselves and how they share that identity with others. It also helps us understand how gay 
culture, gay community rules, and dating platform design influence online romance-pursuing 
behavior. Lastly, it shows how personal choices, like what photo to post or what words to use, 
are shaped by deeper social and cultural forces, such as, gay identity. 
 
Given the above, this study asks two main questions: 

QR1: How do gay men in Taiwan visually present themselves on Tinder and Grindr, 
especially in the use of body-focused versus non-body-focused images? 

QR2: How do gay men in Taiwan differ in their language use across the two platforms, 
specifically in bio word count and the presence of coded language? 
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Literature Review 
 
Research has shown that dating apps influence how users behave. This happens through both 
the design of the app and the expectations of the people who use it (Wu & Trottier, 2024). For 
example, Tinder allows longer biographies and encourages users to post lifestyle photos. This 
creates an image of the app as a place for dating and getting to know someone. Grindr is 
different. Its design is based on GPS location and has shorter profile fields. This leads to faster, 
image-focused communication. It often centers on physical appearance or allows for 
anonymous interaction. 
 
This study builds on those ideas by looking at how gay men in Taiwan use both images and 
text on Tinder and Grindr. It focuses on how personal construction of gay identity is shaped by 
the features of each platform. 
 
Profile photos are an important part of how users present themselves. He (2021), studying users 
of the gay dating app, Blued, in China, found that only one-third of users showed their faces. 
Many chose photos of their bodies, like torsos or abs, or used pictures that hid their identity. 
These choices help users attract attention while staying partly anonymous. This pattern shows 
how some gay men use photos to manage how others see them. 
 
Rodriguez et al. (2019) also found that Grindr gay users often post images that show muscular 
bodies, tattoos, or gym settings. These images match common beauty standards in gay 
communities. While such photos may help gay users look attractive, they can also lead to body 
image concerns or pressure to fit narrow ideas of beauty. 
 
Other studies on gay men and the self-presentational patterns on dating apps in Asia found 
similar results. Chan (2016) noted that shirtless photos are common on Grindr profiles. 
Fitzpatrick et al. (2015) reported that 5% of Chinese Grindr gay users included at least one 
photo showing a shirtless torso without a face. Tziallas (2015) described this as “do-it-yourself 
pornification.” He suggested that the app rewards gay users for posting sexual images. 
 
Low et al. (2022) reviewed many studies about online dating behaviors in Asia. The review 
found that users on apps like Grindr often focus on showing off their bodies. This shows that 
physical appearance is a major concern in how users choose their profile photos. 
 
Tinder shows different patterns. For example, Tricky Taipei (2020) noted that Tinder profiles 
often include smiling selfies, travel photos, or group shots. These images match Tinder’s being 
recognized as a more serious dating platform that supports friendly and open self-presentation. 
 
Language is also important in online dating profiles. Wu and Trottier (2024) explained that 
LGBTQ+ users change how they write their bios depending on which app they are using. On 
Grindr, bios are usually short and use direct words such as “top,” “fit only,” or “discreet.” These 
terms are examples of coded language. They help users quickly show their sexual identity or 
sex preferences without sharing emotional or personal details. 
 
Tinder users tend to write longer bios. These often include hobbies, jobs, dating goals, or 
personality traits. This shows a more open and descriptive form of self-presentation, which fits 
with Tinder’s design. He (2021) found that many gay users also use words like “straight-acting,” 
“sporty,” or “normal” in their bios. These terms suggest that users want to show themselves as 
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masculine which is one feature considered socially acceptable. This also reflects pressure from 
society, both inside and outside the LGBTQ+ community. 
 
Grindr’s simple design and location-based features make emotional expression more difficult. 
Kann (2019) found that using Grindr too much can lead to more anxiety and lower self-esteem. 
This may happen because users face constant judgment based on appearance. Tinder’s design, 
which includes swiping and more flexible profile sections, allows for more types of self-
presentation. It may also help users connect in ways that feel more balanced. 
 
Overall, these studies show that Tinder and Grindr have very different cultures. Grindr 
encourages quick contact, short messages, and physical self-display. Tinder allows more 
conversation and emotional sharing. These differences affect how users choose to present 
themselves on each app. This study intends to verify such differences, however, by focusing 
on gay males’ self-presentations as evidence. 
 

Methodology 
 
This study uses a comparative content analysis to examine how gay men in Taiwan present 
themselves on two dating apps: Tinder and Grindr. It looks at both visual elements (such as 
profile photos) and written content (such as bios) to understand patterns in self-presentation. 
The study compares these patterns across the two apps and across two age groups. The data is 
analyzed using a quantitative method, to verify the findings as reviewed in section 2. 
 
Data Collection 
 
The samples were collected between May and June 2025. A total of 60 Taiwanese gay users’ 
profiles were randomly selected: 30 from Tinder and 30 from Grindr. No private or identifying 
information was accessed. No private or personal information, such as usernames or photos, 
was saved. The researcher only viewed profiles that were publicly accessed and did not contact 
or interact with any users. The study followed ethical guidelines for online research, especially 
those related to LGBTQ+ topics. It respected user privacy and avoided any form of harm or 
disruption. The ages of the sampled gay users are approximately between 20 to 30 years old. 
 
Variables and Coding Scheme 
 
In this study, each profile was analyzed based on four key variables. These variables were 
chosen to reflect how users present themselves through both images and written language. Each 
variable is described below in more detail (Table 1). 
 
Table 1  
Coding Variables and the Coding Values 

Variable Description 
Platform Tinder (1) or Grindr (2) 
Body-focused Image 1 = the presence of a body-centered photo  

0 = no presence of a body-centered photo 
Bio Word Count Total number of words in the self-description 
Use of Coded Language 1 = the presence of coded language  

0 = no presence of coded language 
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§ Platform: This variable identifies which app the profile came from: Tinder (assigned 
with the value of 1) or Grindr (assigned value 2); the goal was to compare how users 
behave differently on the two platforms. 

§ Inclusion of sexy body-focused image: This binary variable examines whether the user 
selects any of the images to highlight his sexual body figure, nudity, and shape/size of 
sexual organs. In this case, the value of 1 is assigned to this case. If the user does not 
select any of the above images, the value assigned to this case is 0.  

§ Bio word count: This variable counts how many words are written in the user’s profile 
bio (self-description section). The word count gives a sense of how much effort gay 
users put into describing themselves, and whether they chose to share a detailed 
personal introduction or a very short one. 

§ Use of coded language: This binary variable checks whether the profile used short, 
culturally specific terms common in LGBTQ+ dating spaces. These terms often 
communicate sexual identity, sex preferences, or roles without using full sentences. The 
coding values include: 1 = Yes (coded language is used); Examples: words like “top,” 
“bottom,” “discreet,” “straight-acting.” “fit only,” “vers,” “looking,” or similar 
expressions. 0 = No (no coded language used; such kind of profiles either uses no 
descriptive terms or only includes general phrases (e.g., “hi there,” “just browsing”) in 
the bios. 

 
Statistical Analysis  
 
The profile data was first organized in Microsoft Excel and then analyzed using IBM SPSS. 
Descriptive statistics were used to calculate frequency distribution of binary variables, and 
mean values of the word counts in bios on two apps. 
 
To compare how gay users behave differently across the two platforms, the study used two 
types of statistical tests: 

1. Independent Samples t-test: A t-test was used to compare the average number of words 
in user bios between Tinder and Grindr. This is because word count is a continuous 
variable, and the t-test is a good way to see if there is a meaningful difference in average 
word use between the two groups. 

2. Chi-Square Test of Independence: The chi-square test was used to check for differences 
between Tinder and Grindr users on two binary variables: 
§ Use of body-focused images: This test shows whether there is a significant 

difference in the number of users who posted body-centered photos on each 
platform. 

§ Use of coded language: This test shows whether there is a significant difference 
in how often users included coded terms like “top,” “fit only,” or “discreet” in 
their bios. 

 
The chi-square test checks if the pattern of responses (yes/no) is different between the two 
platforms in a way that is unlikely to be caused by chance. 
 
All tests were run using a significance level of p < .05. This means that results were considered 
statistically significant if the chance of the difference happening randomly was less than 5.  
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Findings 
 
Comparisons in Terms of Word Counts in Biographies  
 
On average, Tinder profiles contained about 42 words in the biography, whereas Grindr 
profiles had about 41 words (Table 2). This difference in mean bio length (approximately one 
word) was not statistically significant, t(163) = 0.178, p = 0.859. In other words, there is no 
evidence of a meaningful difference in how much users write in their profiles on Tinder versus 
Grindr. Both groups of Taiwanese gay men tended to provide similarly sized textual self-
descriptions in their dating app bios. 
 
Table 2 
Comparison of Word Counts in Biography by Dating Apps 

Variable Dating apps N Average T df P  
Word counts of 

biography 
Tinder 67 42.09 0.178 163 0.859 Grindr 98 40.86 

 
Comparisons in Terms of the Use of Coded Language  
 
The use of coded language in profiles differed markedly between the two platforms. A clear 
majority of Grindr profiles (62 out of 98, about 63%) contained at least one coded term (e.g., 
words signalling sexual role or preference), compared to only 19 out of 67 Tinder profiles (28%) 
that did so (Table 3). This disparity was statistically significant (chi-square test, χ²(1, 165) = 
19.40, p < 0.001), indicating that Grindr users were significantly more likely to include coded 
language in their self-profiles than Tinder users.  
 
The very low p-value (well below 0.001) suggests that this difference is highly unlikely to be 
due to chance. These results imply that Taiwanese gay men on Grindr more frequently employ 
shorthand or coded terms to express personal or desired traits and desires (such as sexual 
preferences), whereas Tinder users are less inclined to use such coded language in their self-
presentations. 
 
Table 3 
Comparisons of Presence of Coded Language for Sex by Dating Apps 

variables 
presence of coded  
language for sex Total Chi-

Square 
No Yes 

Tinder 48 19 67 

P = 0.000 
Grindr 36 62 98 

Total 84 81 165 

 
Comparisons in Terms of Body-Focused Images 
 
There was also a significant difference in the prevalence of body-focused images between 
Tinder and Grindr profiles. Over half of Grindr users (55 out of 98, about 56%) featured a 
body-centric photo (such as a shirtless picture or emphasis on physique) in their profile, 
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compared to only 16 out of 67 Tinder users (approximately 24%) who did so (Table 4). This 
platform-based gap in image type was statistically significant (χ² (1, 165) = 16.87, p < 0.001), 
confirming that Grindr profiles are much more likely to display body-focused images than 
Tinder profiles. 
 
The difference in proportions is substantial, and the p-value below 0.001 indicates a very high 
confidence in this finding. In practical terms, this suggests that Grindr users put greater 
emphasis on showcasing physical appearance in their profile photos, whereas Tinder users are 
less prone to present themselves with explicitly body-revealing images, potentially favoring 
face pictures or more sexually modest visual presentation. 
 
Table 4 
Comparisons of Presence of Body-Focused Images by Dating Apps 

variables 
presence of 

body-focused images Total Chi-Square 

No Yes 

Tinder 51 16 67 
P = 0.000 Grindr 43 55 98 

Total 94 71 165 
 

Discussion and Conclusion 
 
Summary and Interpretations 
 
This study explored how gay men in Taiwan present themselves on two major dating platforms, 
that is, Tinder and Grindr and the analysis focused on three main dimensions: (1) biography 
word count, (2) coded language use for sex, and (3) body-focused imagery. Although no 
significant difference was found in biography word count between the two platforms, 
significant differences emerged in the use of coded language and body-focused profile images. 
 
Grindr users were significantly more likely to use coded language (e.g., “top,” “bottome,” 
“discreet,” “vers,” “side,” “0 or 1”) and body-centric imagery (e.g., shirtless photos or a zoom-
in image of the penis/nipple/butt) in their profiles, aligning with the app’s reputation for 
facilitating quick, sexually oriented interactions. In contrast, Tinder users demonstrated more 
conservative self-presentational strategies, writing slightly longer bios and including fewer 
sexualized images or coded sexual references. These findings support existing literature 
suggesting that app affordances and community norms shape how identities are performed 
online (Rodriguez et al., 2019; Wu & Trottier, 2024). 
 
The results reinforce that online self-presentation is not just a matter of individual preference 
but also of adaptation to technological affordances and platform cultures. The contrast between 
the two platforms suggests that users make strategic choices to align their (sexuality) identity 
performances with the platform’s implicit norms and audience expectations. 
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Implications 
 
These findings contribute to the field of digital sociolinguistics and queer communication 
studies in several ways. First, they demonstrate that self-presentation strategies among gay men 
are highly adaptive and context-sensitive. The difference in coded language use reflects users’ 
ability to navigate in-group communication practices, using concise terms that resonate within 
the gay community and are understood within the specific app culture. 
 
Second, the prevalence of body-centered images on Grindr suggests an ongoing reinforcement 
of physical ideals within gay dating apps. This has implications for discussions on body politics 
and performative masculinity, as it reflects how online dating platforms can amplify narrow 
standards of attractiveness. 
 
Third, the minimal difference in biography length indicates a possible convergence in how 
users engage with self-description across apps, suggesting that while platforms may nudge 
users toward certain behaviors, individual differences and broader cultural factors also play a 
role. The content of the examined biographies were not qualitative interpreted but gay users on 
both dating platforms commonly shared the dedication to express what they were expected to 
express in line with the communication norms on both dating apps.  
 
Finally, from a sociotechnical perspective, the results remind us that platform design matters: 
Grindr’s GPS-based immediacy and visual-first interface reinforce quicker, appearance-driven 
exchanges, while Tinder’s swiping model and narrative-friendly design afford more room for 
holistic identity expression. These structural differences influence not only who gay users can 
match with, but also how they choose to represent themselves in the first place. 
 
Future Research Suggestions 
 
While this study focuses on Taiwanese gay men aged 20–30, future research could extend the 
analysis to older age groups or other sexual and gender identities within LGBTQ+ populations. 
It would also be valuable to investigate how users shift their presentation styles across 
platforms over time, or how they reflect on their own profile strategies. Longitudinal studies 
could explore whether users’ self-presentational styles evolve with increased app experience 
or life stage. 
 
Moreover, qualitative interviews with users could complement quantitative content analysis by 
providing insight into the motivations behind their image or language choices. It is also 
worthwhile to compare textually and qualitative as to what and how gay users express 
themselves, project expectations from potential dating partners, prioritize their various social 
identities in self-introduction sections on dating apps. Finally, future research could examine 
how cultural values, such as modesty, masculinity, or sexual discretion, could intersect with 
platform affordances to shape (sexuality) identity performance across cultural contexts.  
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Abstract 
 

Issue management in the context of social media presents significant challenges, particularly 
for high-reputation-risk industries such as mining, which are often targeted by cyber 
defamation and character assassination. Organizations operating in such sectors must adopt 
effective strategies to manage issues proactively in the digital sphere. This case study explores 
the issue management approach of MIND ID, the state-owned holding company overseeing 
several major mining enterprises in Indonesia. The research employs qualitative methods, 
including in-depth interviews with four key informants and document analysis. Findings 
indicate that MIND ID adopts a proactive, systematic approach to issue management, focusing 
strategically on real-time media monitoring. This system enables the organization to detect 
early signs of reputational threats, resolve misinformation, and engage transparently with 
stakeholders before issues escalate into a full-blown crisis. MIND ID can respond swiftly and 
strategically to emerging concerns by continuously tracking digital conversations, reinforcing 
its public image and organizational legitimacy in a volatile media environment. This study 
contributes to the discourse on digital reputation management by highlighting the critical role 
of anticipatory strategies and continuous issue surveillance in high-risk sectors. It argues that 
in the era of heightened stakeholder scrutiny and digital interconnectivity, a proactive approach 
to reputation management is essential for safeguarding corporate reputation and sustaining 
stakeholder trust. 
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Introduction 
 
The swift evolution of digital media and communication platforms has fundamentally reshaped 
the dynamics of corporate reputation management. This paradigm shift has curtailed 
organizational control over public messaging, necessitating the adoption of specific digital 
communication strategies that markedly diverge from traditional media relations. The digital 
sphere inherently contains risks, particularly the rapid and frequently anonymous 
dissemination of digital attacks, leading to substantial challenges such as cyber defamation and 
character assassination. Consequently, effective issue management is paramount for 
organizations aiming to sustain and bolster their corporate reputation within the digital 
environment. 
 
The difficulty of executing effective issue management is magnified for firms operating in 
sensitive sectors, such as the mining industry, given their intrinsically high reputational risk 
profile. Robust issue management is crucial for ensuring the accurate reception of corporate 
messages and for precluding information vacuums. A solid issue management program, which 
involves the systematic preparation and resolution of problems, allows companies to identify 
emerging concerns early, thereby preventing their escalation into full-blown crises (Bratfalean 
& Deaconu, 2020). 
 
This research focuses on MIND ID, Indonesia’s state-owned mining holding company. This 
entity faces the unique complexity of being a nascent organization (established in 2023) while 
simultaneously managing the reputation tied to the legacy and public perception of its older 
member companies, such as Antam and Bukit Asam. In the digital realm, attacks often target 
individual executives, posing the risk of character assassination, which can subsequently 
damage the corporate reputation as a whole. 
 
A salient challenge confronting MIND ID involves the stewardship of Environmental, Social, 
and Governance (ESG) concerns. A critical case involves the international critique directed at 
Indonesian nickel, which is frequently branded “dirty nickel.” This controversy arises from 
documented concerns regarding extensive deforestation, air and water contamination from 
nickel smelter waste, suboptimal working conditions, and significant carbon emissions 
stemming from reliance on coal-fired power for processing. MIND ID’s official position asserts 
that the “dirty nickel” campaign constitutes a negative strategy employed by rival nations who 
perceive Indonesia’s success as the world’s largest nickel producer as a threat. Hence, strategic 
reputation management is indispensable for surmounting these digital and geopolitical hurdles 
and ensuring business continuity (Jančiauskaitė et al., 2019). 
 
The digitization of information requires integrating reputation management with robust risk 
and effective communication strategies to mitigate opportunistic behavior and information 
asymmetry (Bernini et al., 2021). To competently navigate this dynamic landscape, the 
deployment of technology in reputation management is essential, particularly through the 
proactive observation, collection, and analysis of information from diverse social media 
sources. Contemporary technological tools empower organizations to monitor online discourse 
in real-time, enabling rapid issue identification and efficient response, thus curtailing negative 
reputational impacts. This technological innovation and rapid response capability are vital for 
maintaining the digital reputation, public trust, and business sustainability of a large, high-risk 
holding company like MIND ID. Proactive issue management ensures active digital platform 
surveillance to detect early indicators of reputational attacks, swiftly correct misinformation, 
and preserve transparency in stakeholder communication. 
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Research Question 
 
Issue management is a crucial element in maintaining and developing a digital reputation 
(Forcadell et al., 2020). This study specifically seeks to understand How is the issue 
management of MIND ID implemented in maintaining and developing the digital reputation of 
the mining holding company in the face of ESG issues? 
 

Literature Review 
 
Effective management of digital reputation necessitates an integrated approach founded on 
established concepts of issue and reputation management, all adapted for the dynamic digital 
age. This chapter will delineate key theoretical concepts, including Online Reputation 
Management (ORM), the issue management process, and associated reputational risks such as 
cyber defamation and character assassination, which are essential considerations for 
organizations like MIND ID operating in high-risk sectors. 
 
Online Reputation Management (ORM) 
 
Online Reputation Management is formally defined as the strategic process of monitoring, 
influencing, and managing how an organization, brand, or individual is perceived across 
various digital platforms. The central objective of ORM is to ensure that positive digital content 
achieves prominence in search engine results and social media platforms, thereby mitigating 
the visibility and potential impact of negative information. 
 
Effective ORM demands active participation on social media, real-time monitoring, and a rapid 
crisis response capability. Its scope transcends merely handling negative reports to encompass 
the deliberate management of both positive and negative reports. Digital communication 
strategies in ORM are generally categorized based on their origin (positive or negative content) 
and their nature (active or reactive engagement). 

1. Active-Positive: The organization proactively disseminates positive content to build 
and reinforce its reputation. This includes campaigns and positive messaging (Kaiser, 
2011, as cited in Portmann 2013, pp. 79; van Gaalen, 2009). 

2. Active-Negative: Disseminating negative information about competitors or 
counteracting potential threats. 

3. Reactive-Positive: Responding to and promoting existing positive content about the 
organization. 

4. Reactive-Negative (Issue Management): Responding to existing negative content to 
reduce its adverse impact. This involves managing complaints and negative messages 
to minimize their visibility in search results (Portmann, 2013, pp. 79). 

 
ORM is fundamentally interwoven with Search Engine Optimization (SEO) and Word of 
Mouth (WOM) marketing. Its ultimate goal is to protect and enhance reputation by strategically 
influencing search engine results and effectively leveraging positive stakeholder testimonials 
(Beal & Strauss, 2008; Dover, 2011; Silverman, 2011, as cited in Portmann 2013, pp. 81). 
 
The Online Reputation Analysis Process 
 
The effective analysis of online reputation involves three critical stages: Scanning, Monitoring, 
and Forecasting (Portmann, 2013, pp. 82). Scanning (Stage I): This initial detection phase 
involves continuous environmental analysis to identify early changes that could potentially 
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affect the organization. In this stage, automated text analysis (sentiment analysis, Natural 
Language Processing/NLP) can process data from the social web, although human expertise 
remains crucial for interpreting this data into meaningful information (Sterne, 2011, as cited in 
Portmann, 2013, pp. 82). The challenge here is managing information overload to filter raw 
data into manageable issues. 
 
Monitoring (Stage II): Following identification, monitoring focuses on continuous, targeted 
observation of issues deemed important. Unlike scanning (which is broad), monitoring is 
deductive, focusing on previously identified reputational threats across social platforms. It is 
crucial because information can flow from the social web to traditional media, increasing the 
potential impact. Forecasting (Stage III): This final stage uses predictive techniques (like 
scenario planning or trend analysis) to anticipate future issues related to business activities. 
The goal is to predict trends based on historical data, though predictions are often inexact. 
Because digital media demands rapid response, analysis often feeds directly into forecasting, 
requiring well-trained communication personnel for interpretation and analysis. 
 
Issue Management Process 
 
Issue management is a proactive, strategic process developed to identify, evaluate, and respond 
to socio-political issues that may significantly affect a company’s reputation and operational 
scope (Cornelissen, 2014, pp. 280–281). By adopting a proactive stance, organizations prevent 
latent issues from escalating into major crises. 
 
The classic issue management framework consists of four primary stages: (1) Environmental 
Scanning, this involves the deep analysis of variables across commercial, economic, political, 
technological, social, and cultural environments to understand potential changes. Tools like 
DESTEP (Demographic, Economic, Social, Technological, Ecological, and Political factors) 
and SWOT (Strengths, Weaknesses, Opportunities, Threats) are utilized to identify relevant 
trends and potential issues that concern both the organization and its stakeholders (Cornelissen, 
2014, pp. 284–285). 
 
Issue Identification and Analysis, the purpose of this stage is to determine the intensity, public 
interest, and urgency of an identified issue. Analysis assesses the issue’s persistence, the 
organization’s capacity to influence its resolution, and the identity of key stakeholders involved 
(Cornelissen, 2014, pp. 286). A valuable tool for this stage is the Position-Importance Matrix, 
which maps stakeholders and the public based on their position (support or opposition, scaled 
-5 to +5) towards an issue, and their importance (0 to 10) to the organization.  
 
Issue-specific Response Strategies, based on the analysis, organizations choose one of three 
primary response strategies (Cornelissen, 2014, pp. 286): Buffering (Delay/Avoidance): 
Strategies aimed at resisting external demands or delaying the issue’s development by 
maintaining existing organizational behavior and limiting public communication. Tactics 
include decision postponement, remaining silent (non-reaction), and avoiding involvement 
with external demands, Bridging (Adaptation/Dialogue): Involves recognizing the issue, 
acknowledging external expectations, and adjusting organizational activities to align with 
stakeholder concerns. This is achieved through transparent reporting (e.g., environmental 
performance) and open dialogue, Advocacy (Influence/Lobbying): Aimed at actively altering 
public opinion and stakeholder expectations through issue campaigns and lobbying efforts to 
align them with the organization’s views and practices. This requires strong public persuasion 
to frame the organization’s position as rational and morally sound. 
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Evaluation, the final stage evaluates the evolution of the issue and the resulting changes in 
public opinion and stakeholder expectations. This assessment determines whether the chosen 
strategy (buffering, bridging, or advocacy) successfully influenced public opinion and was 
positively received by stakeholders. For instance, evaluation for bridging assesses whether 
transparency successfully built trust. 
 

Methodology 
 
Research Paradigm 
 
This research operates under the post-positivist paradigm, which recognizes that scientific 
claims are tentative and must be open to continuous testing and questioning. The post-positivist 
framework necessitates that research hypotheses remain open to the possibility of falsification. 
This research employed a descriptive qualitative approach grounded in the post-positivist 
paradigm, recognizing that scientific claims are tentative and require continuous testing and 
questioning. An intrinsic single case study focusing on MIND ID was utilized to gain deep 
insights into the “how” and “why” of its issue management practices. 
 
Data Collection and Analysis 
 
Data were collected through semi-structured interviews with key informants relevant to issue 
management, including a Director (Peak Management/Decision Maker), a Division Head, a 
Department Head, and an Issue Implementer from MIND ID, plus two Media Industry Actors, 
this was supplemented by document studies, such as the company’s Annual Report, 
Sustainability Report (2023), and Media Monitoring Reports (October 2023–June 2024).  
 
The primary technique used for data analysis was pattern matching (Yin, 2018). This technique 
involves systematically comparing empirical data patterns collected through interviews and 
documents against the established theoretical propositions laid out in the theoretical 
framework. Data gathered was coded using categories corresponding to the elements of the 
theoretical framework. If the identified patterns align with the propositions, the initial 
hypothesis is supported; conversely, deviations require the revision of the hypothesis. 
 

Findings 
 
The research found that MIND ID implements a comprehensive five-stage proactive issue 
management framework (Identify, Capture, Plan, Mitigate, and Validate) which expands upon 
the traditional four-stage model (Cornelissen, 2014) to suit the high-risk digital environment 
of a mining holding company. This proactive approach aims not only to safeguard digital 
reputation but also to actively develop it. 
 
This framework aligns with the concept that effective reputation management in the digital age 
requires a proactive system centered on continuous issue monitoring and data-driven decision-
making. 
 
Identify (Environmental Scanning) 
 
The initial stage, Identify, focuses on early warning detection and intensive environmental 
monitoring to recognize and detect potential issues before they escalate into crises. This stage 
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expands on Cornelissen’s traditional Environmental Scanning by incorporating specific data-
driven tools. 
 
Table 1 
MIND ID’s Implementation Elements for the Identify 

Implementation 
Element 

Point of Detail 

Issue 
Identification 
through Risk 
Assessment 

Potential issues are prioritized based on risk levels and categorized 
using the six pillars of the MIND ID Sustainability Pathway (e.g., 
Environment & Climate Change; Governance). This process helps 
prevent minor issues from escalating into major crises by addressing 
problems early. For instance, the “Dirty Nickel” issue was categorized 
as having high expectation and high risk 

Corporate KPI Key Performance Indicators (KPIs) related to reputation and 
stakeholder satisfaction are used to measure management effectiveness. 
These KPIs are newly implemented in 2024 to assess the health of the 
company’s reputation. Monitoring KPI changes (e.g., a drop in 
community satisfaction) allows MIND ID to take immediate corrective 
action 

Stakeholder 
Mapping 

Critical internal and external stakeholders (e.g., local communities, 
investors, government) are mapped using power-interest grids to 
understand their influence and relationship to the issue. This mapping 
helps determine which stakeholders must be prioritized for 
communication and involvement 

Historical Data 
Media 
Monitoring 

Analyzing past media data and trends (e.g., prior pollution incidents or 
labor issues) allows the company to identify recurring patterns. This 
knowledge informs proactive strategies, ensuring readiness before 
similar problems resurface 

 
Capture (Issue Identification and Analysis) 
 
The Capture stage focuses on intensive, real-time data collection and analysis related to a 
specific, detected issue, thus expanding the scope of initial Issue Identification and Analysis 
(Cornelissen, 2014). 
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Table 2 
MIND ID’s Implementation Elements for the Capture 

Implementation Element Point of Detail 

Media Monitoring on 
Realtime-Issue 

Employing technology to detect and respond to developing 
issues rapidly, often identifying negative news or shifting 
public sentiment within hours. This enables immediate 
response to negative coverage (e.g., corruption allegations) 

Survey On-Site Conducting physical surveys in operational areas (e.g., nickel 
mines) to gather immediate empirical data on environmental 
quality (air/water) or working conditions to ensure response 
accuracy and transparency 

Survey Perception Gathering stakeholder perceptions (e.g., from local 
communities, investors) to understand external views of the 
issue, aiding in adjusting corrective actions and 
communications 

 
Plan (Issue-Specific Response Strategies) 
 
MIND ID executes its strategic response planning (Plan) across four steps, emphasizing 
Stakeholder Engagement and the control of public narrative. 
 
Table 3 
MIND ID’s Implementation Elements for the Plan Stage 

Implementation Element Point of Detail 

Stakeholder 
Engagement 

Active dialogue with primary stakeholders (e.g., local 
communities, investors) is crucial for developing robust, 
supported, and comprehensive mitigation plans. This reduces 
resistance to new projects and supports sustainability pillars 

Agenda Setting Plan A structured approach (often monthly) defining key messages 
and communication strategies, prioritizing issues, and 
ensuring consistency with corporate values. Effectiveness is 
regularly measured by the Ministry of BUMN 

 
Mitigate (Issue-Specific Response Strategies: Implementation) 
 
This stage focuses on executing the planned strategy to reduce negative exposure and impact. 
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Table 4 
MIND ID’s Implementation Elements for the Mitigate Stage 

Implementation Element Point of Detail 

Content & Narrative 
Development 

Crafting clear, transparent, and consistent messages that 
highlight corporate commitment and responsibility. 
Narratives counter negative campaigns (e.g., “Dirty Nickel” 
motives) and emphasize operational efficiency 

Publication Disseminating the developed narrative through targeted 
channels (website, press releases, social media, media 
interviews) to ensure wide reach and positive opinion 
promotion. Timely and consistent release is essential 

 
Validate (Evaluation) 
 
The final stage, Validate, assesses the success of the intervention and provides feedback for 
continuous improvement, going beyond Cornelissen’s traditional Evaluation phase. 
 
Table 5 
MIND ID’s Implementation Elements for the Validate (Evaluation) Stage 
Implementation Element Point of Detail 

Scoring Agenda Setting Quantitatively assessing the effectiveness of implemented 
steps against planned objectives. This scoring system helps 
determine if communication strategies successfully 
influenced public opinion and achieved the desired goals 

Monitoring & 
Evaluation 

Continuous quantitative and qualitative measurement of 
impact, such as measuring environmental changes or local 
satisfaction levels after intervention. This determines if the 
issue has been thoroughly resolved 

Media Monitoring & 
Evaluation on Relevant 
Issue 

Analyzing post-mitigation media coverage and public 
sentiment change. For example, monitoring successfully 
neutralized negative hashtags (e.g., #RampokdiMIT was 
removed within 2 hours), and tracking dominant positive 
media exposure on environmental initiatives (262 positive 
articles vs. 7 negative articles in June 2024) 

 
Discussion 

 
The implementation of issue management by MIND ID confirms the theoretical argument that 
a proactive system is central to successfully managing high-risk digital reputation. The findings 
demonstrate that MIND ID adapts and expands the conventional issue management framework 
(Cornelissen, 2014) into a robust, five-stage process (Identify, Capture, Plan, Mitigate, and 
Validate) to suit the unique challenges of the mining sector in the digital age. This approach 
prioritizes early detection and strategic coordination, overcoming the traditional limitations of 
reactive crisis management. 
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Proactive Issue Management and Digital Reputation 
 
The core principle driving MIND ID’s strategy is proactivity, primarily achieved through 
intense real-time media monitoring. 
 
Technological Integration for Early Detection 
 
The transition from traditional environmental scanning to the Identify and Capture stages 
highlights the central role of technology in reputation management. MIND ID uses advanced 
monitoring tools to track online conversations and shifts in public sentiment across various 
digital platforms in real-time. This real-time capability allows the company to detect early signs 
of reputational attacks, such as cyber defamation and character assassination, which are 
frequent risks for high-reputation-risk entities like mining companies. This immediate 
detection capability ensures issues are identified within hours, preventing minor problems from 
escalating into major crises. Academically, this supports the argument that continuous digital 
monitoring is the most critical factor for effective reputation management. 
 
Data-Driven Decision Making 
 
The extensive use of data, particularly through Corporate KPIs (Key Performance Indicators) 
and Historical Data Media Monitoring, moves the process beyond subjective assessment. KPIs 
tied directly to reputation and stakeholder satisfaction allow MIND ID to quantitatively 
measure management effectiveness and pinpoint areas needing immediate improvement, such 
as declines in local community satisfaction. By analyzing historical data on recurring issues 
(e.g., environmental concerns), the company can anticipate future problems and prepare 
proactive strategies, reinforcing the predictive element necessary for successful Online 
Reputation Management (ORM). This data-driven approach strengthens the theoretical 
argument that effective issue management must be transparent and rooted in accurate, relevant 
information. 
 
Stakeholder Engagement as a Central Strategic Element 
 
The findings underscore that Stakeholder Engagement is not merely a communication function 
but a central strategic element integrated across the entire framework, particularly in the Plan 
and Mitigate stages. 
 
Legitimacy in Critical Sectors 
 
For a holding company in the critical mining sector, dealing with complex ESG issues (such 
as “Dirty Nickel”) requires robust legitimacy. MIND ID addresses this by emphasizing that 
defining critical issues must have a clear legal basis and align with the company’s six 
Sustainability Pillars (Environment & Climate Change; Society; Economic Development). 
This strategic alignment ensures that external communications about positive contributions 
(e.g., managing waste, supporting local economic development) are consistent and aimed at 
reducing social friction and resistance to new explorations. 
 
Strategic Prioritization Through Mapping 
 
MIND ID utilizes detailed Stakeholder Mapping (using power-interest grids) to categorize 
stakeholders (e.g., Key Player, Context Setter, Subject, Crowd). This allows for the efficient 
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allocation of limited resources by prioritizing engagement with the most influential and 
interested parties (Key Players), ensuring strategic communication is tailored to specific 
groups, such as addressing investor concerns about environmental impact or managing media 
narratives about community issues. This inclusive, collaborative approach, exemplified by 
working with academic institutions like IPB on mitigation strategies, builds trust and ensures 
response plans are robust and supported externally. 
 
Strategic Response and Narrative Control 
 
The success of MIND ID’s reputation management is heavily dependent on controlling the 
narrative through effective response strategies. 
 
Proactive Narrative Shaping (Agenda Setting) 
 
MIND ID employs a formal Agenda Setting Plan to define key messages and publication 
priorities, often conducted monthly. This proactive shaping of the narrative is crucial for 
steering media attention toward positive corporate actions (e.g., environmental initiatives like 
tree planting or CSR programs) and away from negative issues. The effectiveness of this 
agenda setting is quantitatively assessed through scoring, which includes measuring the 
percentage of negative news coverage against positive coverage. 
 
Mitigating Cyber Attacks 
 
In cases involving high-risk attacks like character assassination against the CEO, the Mitigate 
stage involves swift and targeted counter-measures. For example, in managing the negative 
hashtag #RampokdiMIT, MIND ID used strategic interventions (including competitive hashtag 
use) to dilute the negative narrative, resulting in the hashtag being neutralized within two hours. 
This rapid, technology-driven intervention showcases the effectiveness of a proactive, 
coordinated response in minimizing the impact of reputation threats in the highly dynamic 
social media environment. 
 

Conclusion 
 
MIND ID implements a comprehensive and proactive issue management process, which is 
crucial for safeguarding and cultivating its digital reputation, particularly when confronting 
complex Environmental, Social, and Governance (ESG) issues, given the high reputational 
risks faced by mining companies, including cyber defamation and character assassination. This 
strategy adapts conventional models into a robust five-stage framework: Identify, Capture, 
Plan, Mitigate, and Validate. The effectiveness of this system hinges on the use of real-time 
media monitoring and advanced technology for early detection, enabling the organization to 
rapidly identify emerging issues and swiftly correct misinformation, ensuring transparency 
with stakeholders. Data collection in the Capture phase is comprehensive, relying not only on 
media monitoring but also onsite surveys and perception surveys to gather accurate, empirical 
information regarding the issue’s impact, forming a strong foundation for developing strategic 
responses.  
 
The implementation of this proactive model has significant implications, theoretically arguing 
that constant, technology-driven monitoring of issue developments on digital media is the most 
critical factor in effective reputation management. The framework demonstrates the necessity 
of integrating data-driven decision-making and continuous evaluation (the Validate phase) to 
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ensure accountability and organizational learning. Practically, this model serves as a reference 
for companies operating in high-risk environments, emphasizing the need for comprehensive 
empirical data collection, clear and consistent content and narrative development, and active 
engagement with stakeholders to build legitimacy and trust.  
 
For future academic contributions, it is recommended to conduct further research, such as 
comparative analysis between the MIND ID model and other national or international mining 
companies, to identify industry best practices and understand how contextual differences 
influence issue management effectiveness regarding ESG issues. There should also be a 
dedicated focus on exploring the role of advanced digital technologies like Artificial 
Intelligence (AI) and big data analytics in enhancing predictive capabilities and increasing the 
speed and accuracy of corporate response. Additionally, longitudinal studies are necessary to 
assess the long-term effectiveness of these proactive strategies on digital reputation and 
stakeholder trust, ensuring the continuous development and improvement of the strategic 
framework for managing complex issues in the dynamic digital environment. 
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Abstract 
 

With the prevalence of digital media and the rise of fan translators, the mode of media 
consumption and translation has evolved into interventional and cooperative despite AI’s 
increasingly influence for human translation. Inspired by Henry Jenkins’ “participatory culture” 
and Mark Deuze’s “media love,” this study aims to explore how fans’ new translation pattern 
on China’s new media platforms such as bilibili affect the interrelationships among audiovisual 
media, public emotions and popular culture. Focusing on fan translation of the Marvel TV 
series Wanda Vision, this article starts from quantitative analysis of fan activities and their 
revenue by chart. Based on it, the paper concentrates on qualitative content analysis around 
works by a sample fan translator to discuss how he influences artistic design and emotional 
theme of the media text as well as its value for social issues and cultural phenomena in China. 
Through three dimensions including the cultural image of “magic” and its philosophical 
implication, design of five main characters and their connections with the text’s emotional 
theme, artistic tension by the tragic life experience of superhero, this article clarifies the 
decisive role of fan translators in emotional resonance, cultural transmission and aesthetic value 
of the media text, demonstrating innovation in intervention intensity, dominant power, and 
cultural status of the emerging translator group. Finally, this study intends to explore strategies 
for human translator’s sustainable development under the background of AI and digital 
technologies. 
 
 
Keywords: Wanda Vision, participatory culture, media love, translational fandom, new media 
platforms 
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Introduction 
 
Traditionally, the cross-cultural translation and introduction of written texts or media have 
mainly turned to be one-way. The author has absolute dominance and decision-making power 
over its semantics, emotional themes, and expression strategies. Translators, however, are 
supposed to passively decode and transmit messages from the author. With the rise of new 
media, amateur and fan translators have sprung up, showing extremely high autonomy in 
creation, interpretation and cross-cultural dissemination of text information. Moreover, the 
interaction between text users and the author as well as cooperation within themselves have 
obviously strengthened, making text users play an increasingly significant role in the 
production and transmission of text information. 
 
Film and television media are important channels of cultural spread, emotional exchange, and 
cross-cultural communication. Thanks to development of mass media and new media, fans, as 
an audience group, are playing an increasingly active role in the translation and introduction of 
film and television media. 
 
Fan Translation and Remix  
 
Broadly speaking, most of the fan’s audiovisual translation works center on the information 
processing at linguistic level through dubbing and subtitles. In recent years, the development 
of new technologies has given birth to more participation forms of fan translation. For example, 
after cutting and remixing scenes of the original text, they tend to offer extra explanations and 
retellings of the plot, discussions about personal attitude, and evaluations of the text’s artistic 
design. Translators take into account the cross-cultural transmission of original information, 
cultural and artistic messages, the display of personal cognition, the expression of individual 
attitudes at the same time, and largely depend on cooperation in translation practices. Their 
own process of thinking, common stance and creative abilities play a more active and 
prominent role in creation and dissemination of the text. 
 
However, current research about fan translation mainly discusses traditional forms such as 
fansubbing and fandubbing, including definitions, history and current situation, motivations, 
major translation strategies such as intervention in choice of words, sentence structure and text 
format. For instance, Tessa Dwyer (2019, 436–452) investigates fan audiovisual translation’s 
connection with the two concepts “participatory culture” and “productive consumer.” She 
concludes that fan translators have become the “leading users” of new technologies together 
with new cooperative audio-visual translation. In addition, scholars such as Ting Guo and 
Jonathan Evans (2020, 515–529) have focused on the interventional features of fansubbing 
especially experiments in text form, namely adjustments of font, color, number, layout and 
location of subtitles, to discuss how fan translators optimize audience experience through active 
interventions. Rocío Baños (2020, 209–226) believes that fandubbing highlights the positive 
contribution of “productive consumers” to creation and rewriting of media. The main difference 
between fandubbing and commercial dubbing lies in the communication between creators and 
users. Chinese scholars Wang Dingkun and Zhang Xiaochun focus on the fansubbing and 
fandubbing in China. They (2017, 303–320) find that Chinese fansubbing aims at resisting 
cultural capitalism and its colonization on people’s life, which has evolved into an interactive 
social space serving for cross-cultural dissemination and consumption of audio-visual products. 
Besides, they clarify fansubbing’s goal of pursuing social benefits and psychological earnings 
such as group recognition and personal identification. As for fandubbing, the two scholars 
(2016, 173–192) believe that whether the target of fandubbing is purely out of personal interest 
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or to convey different voices about social and political events, fans have abandoned the 
semantic transformation in traditional translation and fully carried out independent and bold 
creation. All the above studies have pointed out fan translator’s interventional and cooperative 
features while failing to pay enough attention to the more extensive and diverse manifestation 
of fans’ autonomy apart from fansubbing and fandubbing. 
 
Therefore, this paper is committed to in-depth investigation of the new creative and 
participatory methods by fans around the dissemination of film and television media, trying to 
explore their intervention in popular culture, ideological consciousness, and public emotions 
thereby. It finally aims to clarify the more and more comprehensive and thorough interaction 
of film and television media with the audience, social life, and popular culture under the context 
of new media and novel translator group. 
 
MCU and Wanda Vision 
 
MCU is one of the most well-known media brands in the United States. It refers to a series of 
superhero movies and TV shows produced by Marvel Studio. Altogether, they create consistent 
and unique character framework, brand values of protecting people from danger and 
safeguarding world peace, and a superhero complex, thus carrying a distinct cultural label. At 
the same time, it has established a huge fan base from different cultural environments through 
cross-cultural communication, achieving extremely high brand reputation, profound influence, 
and strong emotional resonance among the audience. Therefore, Marvel films and television 
works become an excellent sample for this paper to discuss the dominant role and autonomy 
of fans in the cross-cultural translation and introduction of audiovisual media. 
 
Wanda Vision was released by Disney+ from 15 January 2021 to 5 March 2021, with a total of 
9 episodes. The story follows the plot of Vision’s death in the film “Avengers 4: Endgame.” 
Wanda, extremely grief-stricken and out of mind by emotional collapse, uses magic to control 
the small town “Westview” and its residents and creates a brand-new Vision. In the fantasy 
world, the two characters finally manage to enjoy a rare moment of happiness. However, the 
intervention of S.W.O.R.D., an organization outside the town and interference of the witch 
Agatha break the tranquility, and the imaginary space maintained by Wanda’s magic also falls 
into crisis. Faced with the dilemma of restoring the peace and harmony of the town, returning 
freedom to the innocent residents, and protecting her own family members selfishly, Wanda 
has to destroy the illusory world painstakingly established with her own hands, and suffer from 
the pain of separation with her loved husband and children once again. 
 
The TV series weaves a parallel world with fantasies and enables the superhero to realize the 
aspiration of resurrecting her loved ones and enjoy ordinary family life in the illusion. In fact, 
it discusses thought-provoking topics such as how to deal with personal sentiments in the face 
of loss and farewell as well as whether we common people without magic can make up for past 
regrets. It breaks away from Marvel’s consistent tradition of focusing on world peace and 
conflicts between good and evil, thus becoming the major link between Marvel’s third and 
fourth phases. At the end of this TV series, the heroine with magic also cannot escape the choice 
of human ethics, morality and the unchangeable fate. In addition to arousing strong emotional 
resonance and reflection among the audience, it can also trigger in-depth thinking about 
Marvel’s brand culture. Therefore, this paper aims to explore the effectiveness of the emotional 
output and cultural transmission through this transitional media text in MCU and its affective 
interaction with Chinese fan audience, thereby exploring the innovation potential of 
audiovisual translation strategies in the context of new media and emerging translator group. 
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Theoretical Basis 
 
The meaning of the word “fan” has expanded from initial reference to followers of sports 
activities to participants in commercial and entertainment activities. Now it includes all the 
people who have stable loyalty and solid experience to any cultural product, social phenomenon, 
belief or ideology. “Fandom” emphasizes the clustering of fans on this basis (Jenkins, 2018). 
 
Participatory Culture of Fandom 
 
American communication scholar Henry Jenkins (1992) believes that fans are active creators 
and manipulators of text content and important participants in meaning construction and 
circulation. They invade popular culture, reuse its materials for their own purposes, and strive 
to make media representations blend with their social and life experiences, thereby realizing 
their own cultural creation and social interaction. Later, Jenkins introduced the concept of 
“poaching” proposed by Michel de Certeau. He believes that readers are constantly competing 
for ownership and control of the text and its meaning with authors, stealing beneficial resources 
and creating new meanings. By doing so, fans establish an independent culture relying on the 
symbolic materials provided by the media text (Jenkins, 2014). 
 
Finally, Jenkins concludes that fandom has changed the original reception mode and maintains 
both emotional closeness and critical alienation to audiovisual texts. They repeatedly examine 
the details and dig out the meaning therein, thus mastering the text narration. At the same time, 
fans have achieved sharing, communication and interaction among themselves, transforming 
the reception process into a process of social interaction. For fans, the combination of media 
acceptance and self-elaboration provides a premise for autonomous expression and active 
intervention (Jenkins, 1992). 
 
On this basis, Jason Mittell (2022) proposes “forensic fandom,” focusing on in-depth 
exploration of the complexity of texts and introducing fan participation to the vertical 
dimension. Chandler Harriss (2017) states that as media creators and recipients, fans 
independently recreate source texts, decode it with critical attitude or deeply explore and delve 
into a certain theme, highlighting the feasibility of cultural participation and critical inquiry. 
Therefore, authors and audiences no longer enjoy different roles but are on two distinct but 
equivalent planes. 
 
In terms of the research target of this article, the fan translation through video remix focuses 
on in-depth dissection and active speculation of the plot, implicit details and clues, character 
design, artistic style, cultural elements and emotional themes of the TV series, by which 
completes interaction and cooperation with the author. Hence, fans participate in decoding and 
transmission of the text information, dissemination of cultural connotations, promotion of 
aesthetic and artistic value in both horizontal and vertical directions, thereby establishing 
dominance in information production, emotional expression, and cultural creation. This paper 
aims to carefully analyze the significance of fan’s participatory translation regarding aspects 
such as their self-expression as well as personal subjectivity and stance, author’s emotional 
intentions and artistic ideas, the media text’s connection with social culture and ideology. 
 
Fan’s Emotional Investment and Media Love 
 
The above research on fandom clearly points out fan’s explicit intervention in media creation, 
expression, and dissemination as translator. More specifically, when it comes to fan’s 
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relationship with media, society and mainstream culture, Jeremy Deller (Grant & Love, 2019) 
once said, “Fandom, as an emotional economy emphasizes love and identification, while 
advocating transcending traditional cognitions and limitations related to class, race, nationality, 
or gender, thus completing identity shaping” (p. 9). Therefore, this paper strives to explore how 
fans, as a community, highlight their own positions and independent cognition through media 
translation and intercultural transmission, especially to clarify fan’s strategies of establishing 
an interactive relationship with other social members, the media industry, mainstream culture, 
and social ideology. 
 
Mark Deuze (2021) further proposes the concept of “media love.” It focuses on how media 
practices arrange and organize other social practices and blend with them more widely, and 
how audiences explain and understand their own media consumption experiences. The core 
proposition is that media resets the interactive methods within social members and with the 
surrounding world, thereby exerting emotional intervention in social life. On the contrary, an 
individual’s love and strong feelings towards media are reflected in the opportunities that media 
offer its audiences for self-expression and their impetus for discovery and recognition of own 
identities, thereupon cultivating a sense of belonging and offering opportunities of emotional 
expression and meaning creation. Therefore, the audiovisual translation involved in this paper 
not only means the close interaction between fan’s personal affective representation and 
emotional theme of the media text but also implies an individual’s active intervention in social 
life and popular culture through media. 
 
Today’s Internet and digital technology have given birth to reform in models of media creation 
and dissemination, encouraging the audience to form a sense of intimacy, identification and 
belonging, desire for dedication and investment, and willingness for self-expression and active 
creation around the media text. This changes their dependent relationship with the community 
and cultural environment they belong to, promoting their emotional interaction with popular 
culture and social life, and realizing autonomy and independence finally. In view of this, the 
paper mainly discusses fan’s dominant role at the emotional and philosophical dimensions 
when participate in audiovisual translation, and analyzes how they affect audience’s cognitive 
and emotional gains, manifestation of their own stance and identities, and the value output of 
media text for popular culture and ideology. 
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Case Analysis 
 
Table 1  
Fan Translators of Wanda Vision in bilibili 
Name of uploaders in 
bilibili 

Number of account 
followers 

View count of fan’s target texts  

进击的呆某人 31thousand Episode 1              3723 
Episode 2              2772 
Episode 3              2808 
Episode 4              2803 
Episode 5              2965 
Episode 6              3146 
Episode 7              2307 
Episode 8              2485 
Episode 9              9809 
Collected edition       66 thousand 

大聪看电影 1.016million Episode 1,2           0.311 million 
Episode 3            0.28 million 
Episode 4            0.377 million 
Episode 5            0.338 million 
Episode 6            0.476 million 
Episode 7            0.395 million 
Episode 8            0.506 million 
Episode 9            0.41 million 

努力的 Lorre 4.208million Opening episode       1.942 million 
Bonus scene          1.082 million 
Finale spoiler         1.402 million 
Final episode          1.039million 
and prediction  

汤圆小剧场 16thousand Episode 1,2          10 thousand 
Episode 3              5284 
Episode 4              6211 
Episode 5           18 thousand 
Episode 6              9543 
Episode 7              2279 
Episode 8              4011 
Episode9              3856 
Complete edition      84 thousand 

小片片说大片 5.362million Episode 1            1.536 million 
Episode 2            1.042 million 
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Table 2  
Fan Translators of Wanda Vision in Weibo 
Name of bloggers in 
Weibo 

Number of account 
followers 

View count of fan’s target texts 

大聪看电影 3.694million Episode 1,2             0.203 million 
Episode 3              0.36 million 
Episode 4           0.255 million 
Episode 5           0.232 million 
Episode 6           0.204 million 
Episode 7           0.327 million 
Episode 8           0.237 million 
Episode 9           0.366 million 

汤圆剧场 0.152million Episode 1,2          18.8 thousand 
Episode 3           0.175 million 
Episode 4           0.161 million 
Episode 5              13.1 thousand 
Episode 6            19.4 thousand 
Episode 7              5100 
Episode 8           12.1thousand 
Episode 9            0.133million 

蔡老板家的长工 0.565million Episode 1              5400 
Episode 2              5300 
Episode 3              5900 
Episode 4              6200 
Episode 5              9400 

成侃电影 0.4702million Episode 1 ,2             520 
Episode 3              3800 
Episode 4               327 
Episode 5              1300 
Episode 7               269 
Episode 8               715 
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Table 3  
Fan Translators of Wanda Vision in YouTube 
Name of channels in 
YouTube 

Number of account 
followers 

View count of fan’s target texts 

大聪看电影 0.458million Episode 1, 2          0.22 million 
Episode 3            0.13 million 
Episode 4            0.19 million 
Episode 5            0.15 million 
Episode 6            0.15 million 
Episode 7            0.14 million 
Episode 8            0.17 million 
Episode 9            0.19 million 

W的生活旅游_电影
版 

0.166million Episode 1, 2          15 thousand 
Episode 3            25 thousand 
Episode 4            14 thousand 
Episode 5            17 thousand 
Episode 6            21 thousand 
Episode 7            15 thousand 
Episode 8            16 thousand 
Episode 9            13 thousand 

大卫说电影 4830 Episode 1, 2             784 
Episode 3              3314 
Episode 4              4415 
Episode 5           14 thousand 
Episode 6           21 thousand 
Episode 7              8805 
Episode 8           13thousand 
Episode 9           19thousand 

TEEPR叭啦叭啦研
究室  

0.604million Episode 1, 2         90 thousand 
Episode 3           46 thousand 
Episode 4           58 thousand 
Episode 5           70 thousand 
Episode 7           81 thousand 
Episode 8           68 thousand 
Episode9           12 thousand 

散装官人 14.4thousand Episode 1             1566 
Episode 2             1322 
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王弟说剧 2320 Episode 1, 2            1356 
Episode 3 ,4            8264 
Episode 5, 6            1280 
Episode 7, 8            1207 
Finale                 1355 
Complete edition        2988 

汤圆小剧场 2740 Episode 1, 2             842 
Episode 3               282 
Episode 4               252 
Episode 5               408 
Episode 6              5845 
Episode 7               317 
Episode 8              1597 
Episode 9               398 

超粒方  1.01million Finale                0.71million 
Complete edition       0.77million 

小片片说大片  0.142million Episode 1              6976 
Episode 2              3926 

科幻桃小柏 
 

Complete edition       1.01million 

小白瞅电影 0.27million Episode 1, 2          32thousand 
Episode 3            19thousand 
Episode 4            18thousand 
Episode 5            21thousand 
Episode 6            19thousand 
Episode 7            20thousand 
Episode 8            18thousand 
Episode 9            24thousand 

我是瓜皮儿 0.161million Episode 1            66thousand 
Episode 2            60thousand 
Episode 3            79thousand 
Episode 4            63thousand 
Episode 5            86thousand 
Episode 6            69thousand 
Episode 7            52thousand 
Episode 8            76thousand 
Episode 9            0.87million 

 
Through the above table 1, 2 and 3, it is easy to find that Chinese fan translation of WandaVision 
mainly concentrates on three major media platforms, namely bilibili, Weibo and YouTube. 
Moreover, the main translators largely overlap, which reflects the fact that in new media 
platforms, the translation of Marvel media texts have formed a specific fan translator 
community, laying a necessary foundation for this article to explore how fans, as a group, 
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contribute to the cross-cultural communication of media texts, as well as value of the 
collaborative creation by fan audience. Besides, target texts by the fan “Dacong Watching 
Movies” (大聪看电影 in Chinese) not only has a remarkable number of followers and view 
count, but also has become a typical representative of translation practice across various media 
platforms. This further illustrates the necessity and rationality of taking fan translation works 
by him as research sample of the paper. 
 
To ensure typicality of the research, this paper relies on bilibili, the video release platform with 
the highest amount of fan activities in China. Moreover, it selects fan works by “Dacong 
Watching Movies” as sample, who is the most prominent Marvel fan translator given that he 
stably publishes target texts, establishes frequent communication with other fans and takes 
advantage of different social platforms, making his translation works enjoy most outstanding 
number of followers. 
 
The Emotional and Cultural Significance of Witch’s Magic 
 
The first layer of fan participation lies in a single cultural image and its related artistic design. 
Magic is a decisive factor in proceeding of the plot, character image, and emotional expression 
of the text, and naturally becomes the major target of the fan translator’s engagement. 
 
First of all, the fan translator additionally explains the information related to the villain-witch 
Geraldine, carefully clarifies the origin of her superpower and her relationship with the 
protagonist according to previous MCU works, and then analyzes her role in the text’s plot and 
emotional theme in detail. In this way, fan has played decisive role in interpretation of character 
relationships and development of the plot about confrontation between good and evil, reflecting 
intervention of translator’s personal experience and cognition in the text’s design ideas. 
 
In addition, the fan translator supplements and explains the cultural allusion of the witch trial 
in the text, emphasizing that the intertextuality implies the idealism of religious members for 
the purity of the soul and the world together with their excessive superstition about fictional 
things may trigger the public to reflect on the dialectical relationship between good and evil. 
He further elaborates on how to correctly deal with the comparison between fantasy and reality 
is crucial for interpersonal relationships and social construction in an era of information 
technology. 
 
Fan’s supplementation of historical background and cultural information in the translation is 
conducive to the precise and systematic cross-cultural transmission of semantic, affective and 
philosophical messages, facilitating the deep emotional and thinking responses of the audience. 
Thus, the translator’s personal thoughts and knowledge reserve become the key driving factors 
for interaction between media, the public, social culture and ideology, fully demonstrating the 
power of “media love” within this audiovisual media that originates from social reality and 
rebounds on the public’s emotional and spiritual experience. 
 
At the climax of the plot, in view of his own knowledge foundation about magic as a Marvel 
fan, the blogger selects the dialogue between Wanda and Vision and analyzes deeply on the 
unparalleled power of magic that makes Wanda drown in past pain and be unable to extricate 
herself. Fan translator accurately conveys the text’s theme, philosophical connotations, and the 
author’s train of thought to the audience through his personal experience, determining the 
realization of media’s emotional power, mental stimulation as well as empathetic value. 
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In the final episode, the fan translator further makes use of unprompted thinking to reveal the 
aesthetic value and artistic significance of the text that directly hits the audience’s heart through 
the contrast between bitterness and happiness caused by magic. Therefore, he plays a leading 
role as decoder of media information and explorer of emotional implications at the same time. 
 
Through the above discussion, the author believes that fan translator has already become an 
important influencing factor in text design and artistic ideas. Based on personal experience and 
attitude towards the Marvel brand, he plays critical role in the production, decoding, and 
dissemination of corporate cultural values, creative concepts, and emotional intentions. His 
consciousness, thinking, feelings and stance interact closely with the author’s ideas, 
motivations and design propositions, by which media writer and receivers contribute 
collaboratively to its information output, emotional and philosophical expression, and artistic 
charm. The text’s potential of empathy for the audience’s minds and souls and the value under 
broader social, cultural, and ideological context becomes increasingly profound. 
 
The Emotional Value and Philosophical Connotation of Characters 
 
The second layer of fan participation is the construction of a character network. The life 
experiences and emotional tendencies of several core characters in the TV series have a strong 
catalytic effect on transmission of the text’s theme, the audience’s information acquisition and 
empathy, together with their intimate relationship with the author and the brand. 
 
First, in the analysis of the first episode, Dacong speculates that the shout in the radio, “Who 
is doing this to you, Wanda?” indicates that Wanda’s personality is divided into two sides of 
good and evil. Next, he analyzes the character’s psychological motivation carefully, gives his 
personal judgment further, and concludes that Wanda responds to and resolves inner sufferings 
by herself means that the text begins to discuss the topic of how superheroes digest their own 
grief rather than being limited to the previous themes of their sacrifice to world peace. Dacong 
conducts in-depth psychological and spiritual dissection around the text’s protagonist, 
autonomously interprets the design concepts and creative intention reflected by the character 
network, highlighting his right to express as well as intervention of personal viewpoints and 
consciousness in the translation of audiovisual texts. 
 
Second, Dacong repeatedly points out key role of the villain Agnes (or Agatha) as core clue of 
the text’s narration. He believes that she is a driving force for Wanda’s inner world to be 
gradually externalized and the mutual effect between character’s emotional trauma and the 
audience’s hearts. The fan translator holds that this character arises a profound philosophical 
question of how superheroes make their extraordinary personal abilities adapt to external 
emotional stimuli. Moreover, he further explores the emotional functions, philosophical 
implications, and dramatic tension by Agnes’ confrontation with Wanda. Fan translator thus 
evolves into driller and transmitter of the implicit information and creative conception of the 
text, showing his strong influence on the sentimental value and philosophical significance of 
the media. 
 
Third, Dacong supplements and introduces the identity, experience of Geraldine and attributes 
of her superpower, who is the main intervention force outside the virtual world. Accordingly, 
he investigates whether external forces can affect Westview town and how they counteract 
Wanda’s magical control, actively decoding the emotional connotations and design logic 
demonstrated by the figure. Furthermore, Dacong eventually expounds in detail Geraldine’s 
shift of stance from enemy to assistant of Wanda in the final fight against evil forces and 
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explains why she becomes the only character who can freely travel between the virtual and real 
spaces. This promotes the philosophical connotations around virtuality and reality, self and 
superego involved in the media to be more profound and clearer. Fan’s decisive role in 
information creation, artistic conception and cross-cultural transmission of emotional value as 
well as the autonomous intervention of their individual consciousness and thinking are 
particularly obvious. 
 
Fourth, relying on his past experience as a fan, Dacong independently speculates the connection 
between Wanda’s younger brother Quicksilver and her psychological state or emotional 
representation, guesses on Quicksilver’s identity and function in this text. Thus, fan translator 
has higher level of willingness to display personal stance, initiative and thoughts, greater space 
for expression, and more prominent discourse power and subjectivity in text narration and 
artistic design. 
 
Fifth, the fan carefully examines the potential implications of special appearance of the fake 
Vision created by Wanda, infers his personality traits, and consciously imagines how it affects 
the arrangement of the plot. Finally, he interprets meticulously the philosophical meaning of 
reactivating Vision’s self-awareness through the Theseus paradox and explains it by the robot 
awakening theory in “Westworld,” depicting his rich knowledge reserve, superb cognition and 
outstanding thinking ability, which helps to inspire spontaneous and active affective 
connections and ideological interactions between Chinese audiences and text author. 
 
In short, the sample fan translator consciously dissects the hidden connotations and messages 
from the identities and experiences of the five core characters, representing his decisive role 
and autonomous power over the text’s artistic design, emotional intentions, and philosophical 
value. His understanding towards the Marvel’s character framework plus solid knowledge 
reserve of philosophy, western religion and art prepare necessary conditions for the cross-
cultural dissemination of the text’s design ideas, greatly facilitate the production, decoding, and 
transmission of implied information, serve for the media’s pursuit of the audience sympathy, 
or even loyalty, and promote the media’s interactive relationship with real life and popular 
culture. 
 
Tragic Artistic Conception and Superhero Complex 
 
The last participation layer is the text’s whole process of foreshadowing, accumulation, and 
sublimation of emotion. Fan’s intervention in the media text transforms from information 
decoding within a single cultural element from the text into in-depth dissection of the overall 
artistic design around characters, and eventually to extraction and externalization of the 
emotional core. 
 
Emotional Foreshadowing 
 
Initially, the fan translator points out several times that the plot builds up contrasts of joy with 
sorrow and constructs tragic artistic conception by Wanda’s choice of being deeply immersed 
in sorrow and refusing farewell with lover. Moreover, the fan expresses his own insights, 
reactions to the dilemma of humanity choice, and attitude towards the overall theme of the text. 
In this example, the fan translator independently responds to and engages in the media’s 
affective stimulation, shows personal viewpoints and stance, and becomes dominant factor for 
the emotional value of the work. The investment of self-cognition, psychology, and mind is 
even more intense. 
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Emotional Release 
 
As the plot progresses, the fan blogger gradually goes deeper into the media’s release of 
affections. In the eighth episode, Dacong recognizes that Wanda has successively lost her 
parents, brother, and lover. The emotional breakdown is shaped step by step. Then, the fan 
translator finds that the sincere expression of love and the irreparable regret in Vision’s last 
words further create a profound emotional impact, turning to be the last straw that breaks 
Wanda’s psychological defense and causes the superhero to be reduced to a puppet of her own 
life tragedy. The fan tries his best to explore the empathetic power and catalytic effect on the 
audience’s feelings and moods according to the progressive release of emotions and contrast 
between joys and sorrows in the text. This confirms his notable intervention of individual 
sentiments and subjective judgments, and also verifies that fan’s participatory translation 
pushes the power of “media love” to the extreme. 
 
Tragic Ending 
 
Dacong further takes advantage of his personal thoughts in depth and ponders on reasons for 
the tragic nature of the media text, finding that its affective power lies in the hero’s possession 
of superpower but being at a loss in the dilemma between fantasy and reality. Fan’s 
participation enhances emotional appeal and philosophical value of the text, even influences 
revolution in the connotations of Marvel’s superhero theme. At the end of his translation 
activities, the fan recognizes that the last few shots in the TV series focus on Wanda and 
Vision’s farewell, making up for the regret of their hasty separation in the movie. The 
intervention of fan’s personal thoughts strengthens emotional thickness, expressiveness, and 
stimulation effect of the text. 
 
Through the above analysis, this paper realizes that fan translators are no longer mechanically 
accepting and processing information of the original text. Instead, they become individuals 
with subjective feelings, self-awareness, and freedom of expression. They invest personal 
cognition and attitude in the text narration, actively interpret, and consciously convey their own 
feelings towards the text’s theme along with emotional and ideological connotations. Through 
fan’s participatory translation, the text’s emotional intention, spiritual theme, and the author’s 
creative purpose more directly, accurately, and effectively touch the audience’s minds and souls, 
thereby achieving higher profits of audience’s empathy and loyalty, maximizing their sense of 
intimacy, belonging, and desire for investment mentioned in “media love.” As a result, the 
media’s creative benefits and efficiency of cross-cultural communication are also enhanced. At 
the same time, thanks to the participation of fans, the media also shows more profound aesthetic 
and artistic charm while exhibiting deeper mutual influence with the macro society and cultural 
reality. 
 

Conclusion 
 
Wanda Vision breaks through the bloody fight scenes commonly used in superhero films with 
a mode of warm family drama. The whole story derives from and ends with emotional suffering 
as well as affective expression. This paper mainly discusses how fan translator analyzes, 
excavates and actively conveys personal views around the witch’s cultural knowledge, the 
text’s emotional theme related to magic and its reflection on social reality, the emotional and 
philosophical significance of the core character design, the layer-by-layer construction of tragic 
artistic conception and its emotional power. The author finds that fans have become the leading 
role in transmitting the media’s design philosophy, emotional and ideological intentions. The 
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investment of personal experience, cognition, consciousness, stance and mind is more obvious, 
further deepening interaction with the author’s attitude and viewpoints. Fans show more and 
more obvious autonomy and independence in media’s cultural and artistic messages, narrative 
design and emotional output, surmounting the passive situation of pursuing faithfulness to the 
original content and form in the past while reflecting a higher level of intervention, creative 
ability and communication with the author’s ideas and thinking. Thus, the text’s creative 
concept, aesthetic value and emotional significance are further enriched and sublimated 
through fan intervention, and finally fulfill more effective and powerful cross-cultural 
dissemination. 
 
However, in the author’s opinion, fans’ excavation of media love and emotional stimulation 
should not be limited to the text’s theme, character design, cultural information, and empathetic 
effects mentioned above. Instead, they need to further explore the reflective function of media 
on the target language’s cultural environment and social reality, thereby forming a more 
extensive and profound interaction with the audience’s emotional tendencies, perception and 
cultural stance. For example, “Wanda Vision” naturally reminds Chinese audiences of “The 
Peach Blossom Spring”(桃花源记 in Chinese). The poet Tao Yuanming used the peace and 
happiness in the fictional space to relieve the mental and spiritual pressure caused by social 
injustice, unrecognized ambitions and a distressed life. Wanda uses magic to build virtual happy 
time to deal with the destruction of her emotional world caused by death of relatives and lover. 
Both of them depend on the comfort and reunion in the illusion to resolve and escape from the 
loneliness, fear and pain in reality. The connection between Marvel media and Chinese culture, 
especially its resonance with China’s traditional Confucian culture and values have not 
received due attention and effective solution from fan translator. Therefore, the media text fails 
to achieve more pertinent emotional appeal and spiritual stimulation for Chinese audiences. 
 
At present, media creation is establishing an increasingly close connection with social life, 
mainstream cultural phenomena, public ideology and values. As active participators of mass 
culture and skilled users of social platforms, the responsibility of fan translators is not only to 
independently investigate and interpret text content, implied information, artistic design, 
cultural elements and emotional or ideological intentions, but should evolve to explore the 
deeper resonance and relevance of texts with the target literature, culture, ideology and social 
life. Conversely, fan translators have to focus on how the participatory translation of media 
texts acts on their own autonomous rights in cultural creation along with notable and 
sustainable cultural identity. 
 
Finally, the cross-cultural dissemination of this audiovisual text is in the midst of the global 
epidemic. The public has to face separation with family members and lovers or even death. 
Resolving loneliness and digesting grief have become a problem that all social members must 
solve properly. Marvel chose to transform into delicate and sincere emotional expression during 
this special period, the fundamental reason of which is that by discussing how characters deal 
with lonely life and the pain of farewell, it aims at providing timely inspiration and guidance 
for the audience to reply to emotional difficulties caused by this social phenomenon. However, 
the fan’s intervention in the two-way interaction between media, social issues and cultural 
phenomenon is also insufficient. 
 
Referring to the theory of “media love,” the correlation between media and the daily life, 
emotional experience and spiritual world of the public is increasingly prominent, which also 
affects and even reshapes the relationship between social members and various social aspects. 
In the face of social and cultural phenomena and practical problems in the real world, fans are 
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supposed to take advantage of their rich knowledge or experience as well as emotional and 
cognitive investment, through which to play a more comprehensive role in exploring how 
media texts echo the target culture and social issues and meanwhile rebound on public life, 
cultural construction and ideological development of the target society. Eventually, fan 
translators become a dominant force in the text’s creative value, affective or ideological 
orientation and aesthetic charm. 
 
The author holds that this research breaks through the traditional unequal status between 
translators and authors, the limitations on the translator’s creativity and the one-way faithful 
relationship between target text and source text. It clearly proves progress and innovation of 
the interrelationship of media texts with politics, culture, ideology and social life. Moreover, it 
is strongly enlightening for transformation of translator’s behaviors, strategies and methods, 
gives impetus to integration and interdisciplinary development between translation and 
communication studies, and promotes expansion on the definition of “translation” and the 
research horizon of translation studies. 
 
In future research, the author believes that it is imperative to further explore how fans correctly 
handle the influence of their own interests, especially negative judgments, on information 
decoding and emotional intervention, intensively study on the access to evolution of 
participatory strategies and enhancement of fan’s cultural status in translation and cross-
cultural communication, and finally seek for more sustainable, extensive and profound 
translation participation. Based on the theory of “media love,” it is also necessary to discuss 
how to carry forward the closer connection between media and target culture, ideology and 
public life through translation practices, while pursuing reasonable ways to attract and motivate 
non-fan groups to expand communication benefits of media. 
 
 

Declaration of Generative AI and AI-Assisted Technologies in the Writing Process 
 
The author declares that no AI or AI-assisted technologies have been used to generate, refine, 
or correct the content in the manuscript. The ideas, design, procedures, findings, analyses, and 
discussion are originally written and derived from careful and systematic conduct of the 
research. 
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Abstract 
 

This study analyzes how Indonesian users on X (formerly Twitter) frame the ethical 
implications of AI-generated visual content. Through qualitative discourse analysis of 150 
Indonesian-language tweets, interpreted via Entman’s Framing Theory, the research identifies 
how problems are defined, causes diagnosed, and remedies promoted. The analysis revealed 
five dominant frames. The most prevalent was misinformation and deepfakes (26.6%), which 
highlights threats to public trust and demands legislative action. This was followed by a morally 
charged consent and data exploitation frame (20%). Frames diagnosing economic harm 
included authorship and ownership confusion (16.6%) and creative labor devaluation (13.3%). 
A significant optimistic and utilitarian frame (23.3%) celebrated AI's potential while still 
calling for ethical guardrails. Applying Crisis Informatics, the study shows these frames are 
disseminated through horizontal, peer-to-peer (C2C) communication, characterized by 
storytelling and solidarity, and vertical, citizen-to-authority (C2A) communication, which is 
more confrontational and demands institutional accountability. Theoretically, this work 
expands Framing Theory by applying it to decentralized social media and extends Crisis 
Informatics to gradual technological disruptions. The study concludes that Indonesian social 
media functions as an active incubator for ethical norms, with users co-producing frames that 
highlight the urgent need for culturally responsive AI governance and center a crucial Global 
South perspective. 
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Introduction 
 
Indonesia is one of the most socially active countries in the world, ranking among the top five 
global users of X (formerly Twitter) in 2024 (We Are Social, 2024). Social media in this 
context serves not merely as a tool for entertainment but as a central site for cultural 
negotiation, crisis discussion, and civic engagement. Indonesian users increasingly turn to 
platforms like X to voice public concerns, share ethical critiques, and push for institutional 
accountability, particularly in spaces where government regulation and corporate responsibility 
lag behind technological innovation. This digital ecosystem forms a vibrant public sphere 
where technology, politics, culture, and crisis communication intersect. 
 
In recent years, the emergence of generative AI, especially AI-generated visual content, has 
introduced new forms of what scholars in Crisis Informatics describe as “slow-burning crises” 
(Palen et al., 2009; Starbird & Palen, 2011). Tools such as Midjourney, DALL·E, and 
OpenAI’s Sora have enabled users to produce highly realistic visual narratives, yet they 
simultaneously raise ethical questions around data consent, creative authorship, and 
misinformation. The circulation of Ghibli-style images, the rise of deepfake videos, and the 
commodification of AI outputs in Indonesia have fueled online discussions about exploitation, 
intellectual property (IP) theft, and the erosion of cultural authenticity (Ghose et al., 2024; 
Hasan, 2024). These concerns occur against a backdrop where regulatory infrastructures 
remain underdeveloped and where creators often lack institutional protection. 
 
The Indonesian creative economy encompassing digital art, music, animation, and content 
creation has expanded rapidly in the absence of strong IP frameworks. As AI tools become 
more accessible, Indonesian artists and creators increasingly find their work mimicked, 
scraped, or reproduced without consent or compensation. In response, X has emerged as an 
informal yet influential arena for what this study conceptualizes as ethical crisis 
communication: a collective process where personal grievances transform into public frames 
of injustice, resistance, and calls for reform. Discourses surrounding AI technologies thus do 
not emerge in a vacuum but are embedded in broader anxieties about labor, identity, and 
technological power. 
 
To analyze how these discourses unfold, this research draws on Framing Theory (Entman, 
1993), which identifies four basic framing functions: defining problems, diagnosing causes, 
making moral evaluations, and suggesting remedies. Frames matter because they shape how 
audiences interpret issues, assign responsibility, and imagine possible solutions. Entman 
(1993) emphasized that framing is inherently selective—highlighting some aspects of 
perceived reality while omitting others. 
 
Building on Entman’s foundational work, scholars argue that social media transform framing 
into an interactive, participatory process. This process operates on both macro and micro levels: 
the macro-level concerns how journalists and communicators present information to resonate 
with existing schemas, while the micro-level focuses on how individuals use this information 
and its presentation features to form their own impressions (Scheufele & Tewksbury, 2007). 
On digital platforms such as X, these selections are no longer controlled solely by elites or 
media gatekeepers but are increasingly co-constructed by users who engage, remix, challenge, 
and circulate frames in real time (Valenzuela et al., 2017). This interactive quality is especially 
relevant for emerging technologies like generative AI, where established normative guidelines 
are lacking. As users navigate uncertainty, they articulate moral narratives—labeling AI 
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practices as “theft,” “cultural exploitation,” “innovation,” or “inevitable progress”—each 
carrying distinct implications for public perception and policy debates. 
 
The platform itself plays a critical role in this process. Twitter’s hybrid nature as both a media 
platform and a political space enhances the power of framing, where actors—from political 
movements to individual users—shape public discourse through algorithm-driven content, 
influencing public perception and often deepening polarization (Rabadan, 2022). Research 
highlights that hashtags have traditionally served as key framing devices to establish and direct 
virtual communities (Güran & Özarslan, 2022). However, in Indonesia, user behavior has 
evolved; people often tweet full opinions within the text itself, making hashtags a less central 
framing tool. Hence, this study focuses on the entire tweet as the unit of analysis, rather than 
merely the hashtag, to better capture the nuanced ways in which frames are constructed in this 
specific context. To strengthen the dependability and confirmability of the interpretive framing 
process in this research, coding procedures were benchmarked against Entman’s operational 
definitions, ensuring that analytical categories remained consistent with the theoretical model 
rather than influenced solely by researcher intuition. 
 
This study also integrates Crisis Informatics, a framework that reconceptualizes crises as 
socially constructed, evolving processes rather than discrete events. Initially developed to 
analyze communication during natural disasters, Crisis Informatics has since expanded to 
examine slow-developing, technologically mediated crises (Reuter et al., 2018). Within this 
framework, platforms like X function as discursive arenas where risks are debated, meanings 
are negotiated, and calls for accountability are amplified. A key contribution of Reuter’s Crisis 
Communication Matrix (2018) is its mapping of multilateral information flows across four 
channels: authorities to citizens (A2C), citizens to citizens (C2C), authorities to authorities 
(A2A), and citizens to authorities (C2A). In the Indonesian context, C2C dynamics dominate, 
visible through personal testimony, peer critique, and networked solidarity. At the same time, 
C2A interactions emerge as users tag institutions such as the DPR or BSSN, demanding 
regulatory intervention and signaling public dissatisfaction with institutional inertia. 
 
This multilateral communication environment aligns with Jin and Austin’s (2017) Social-
Mediated Crisis Communication (SMCC) Model, which highlights how contemporary crises 
unfold in hybrid spaces where publics actively co-construct narratives. Indonesian users are 
thus not merely reacting to technological change but actively framing its ethical boundaries, 
defining harms, and pushing for accountability from both the state and private sector. 
 
Despite the richness of these interactions, scholarship on AI ethics remains heavily 
concentrated in Western contexts, focusing on legal, philosophical, or regulatory concerns 
(Owen et al., 2019). While valuable, this focus overlooks bottom-up discursive practices in the 
Global South, particularly Southeast Asia, where publics often respond to technological shifts 
through informal debate rather than institutionalized consultation. This study responds to this 
gap by examining how Indonesian users on X frame the transition from AI-generated images 
to AI-generated video as an ethical crisis. 
 
Between April and June 2025, discourse on X revealed five dominant thematic frames: 
ownership and authorship confusion, consent and data exploitation, creative labor devaluation, 
misinformation and deepfakes, and cautious optimism toward AI tools. These frames reflect 
both cultural anxieties and pragmatic concerns about technological disruption. The analysis 
distinguishes between C2C discourse—such as debates on the legitimacy of AI art—and C2A 
engagements, including public demands for policy intervention. 
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To ensure analytic trustworthiness, the study employed Holsti’s reliability formula to assess 
coding consistency, producing a 100% agreement rate—indicating full alignment between 
coders on the identification of Entman’s four framing functions across the sampled data. This 
supports the dependability and confirmability of the study’s interpretive claims. Nevertheless, 
a methodological limitation should be acknowledged: the Boolean string used for data 
collection is necessarily limited by the researcher’s algorithmic construction. Any keyword-
based approach risks omitting relevant posts that employ unconventional phrasing, slang, or 
emergent terminology. Thus, while the dataset is systematically collected, it does not claim 
exhaustive representation of all AI-related discourse on X. 
 
Overall, this paper contributes to growing scholarship on social media crisis communication 
by examining ethical, slow-burning crises in a non-Western digital context. Combining 
Framing Theory with Crisis Informatics provides a robust lens for understanding how 
Indonesian publics negotiate emerging technologies in ways that blur the boundaries between 
crisis, culture, and communication. 
 

Discussion and Conclusion 
 
While this study is grounded in qualitative discourse analysis informed by Framing Theory, it 
includes descriptive frequency data to contextualize thematic prevalence within the dataset. 
These numerical references are derived from a purposive sample of 150 Indonesian-language 
tweets posted by users on X (formerly Twitter) between April and June 2025. We do not aim 
for statistical generalization, instead, they serve as anchors indicating the relative dominance 
of specific discursive frames. Across this period, five dominant themes emerged and are 
presented here from the most to the least frequent: manipulation/misinformation and deepfakes 
(26.6%), optimistic or utilitarian framings of AI tools (23.3%), consent and data exploitation 
(20%), ownership and authorship confusion (16.6%), and creative labor devaluation (13.3%). 
 
Figure 1 
Distribution of Ethical Concerns in Indonesian Tweets on AI-Generated Visual Content 
(April–June 2025) 
 

 
 
These frames reflect public anxieties and aspirations coalescing around the ethical implications 
of generative AI technologies in Indonesia’s digital public sphere. They are articulated through 
both horizontal (citizen-to-citizen, C2C) and vertical (citizen-to-authority, C2A) interactions 
that together illuminate the dynamics of a slow-burning ethical crisis. One not characterized by 
a single triggering event but by cumulative experiences of injustice, displacement, and 
perceived regulatory inadequacy. In line with Entman’s (1993) definition of framing as 
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selection and salience, the tweets show users actively defining problems, assigning causes, 
issuing moral judgments, and proposing remedies in near-real time; and consistent with Crisis 
Informatics and SMCC (Jin & Austin, 2017), these frames travel across hybrid networks where 
publics co-construct, contest, and recirculate meaning. 
 
Manipulation, Deepfakes, and Misinformation (26.6%) 
 
The most dominant theme in the dataset pertains to the threat of AI-driven misinformation and 
manipulation—particularly via deepfake technologies. Users repeatedly express alarm about 
AI in political misinformation, scams, and reputational sabotage. Tweets frequently cite 
incidents where AI-generated voices or videos deceive, defraud, or harass, framing the 
phenomenon as a systemic vulnerability rather than a collection of isolated bad actors. 
 
An illustrative example comes from @Leslie_Halina (June 25, 2025): 
 
“Ada serangan deepfake, ada penipuan berbasis suara AI, ada peretasan SIM card. Tapi UU-
nya? Gak ada yang jalan. Indonesia darurat keamanan siber, jangan ketinggalan zaman.” 
 
[There are deepfake attacks, AI-based voice scams, SIM card hacks. But the laws? None of 
them are working. Indonesia is facing a cybersecurity emergency, don’t fall behind the times.] 
 
Problem definition in this frame is stark: AI is cast as an amplifier of deception capable of 
eroding informational integrity. Causal attribution is dual—aimed both at the rapid deployment 
of generative systems (developmental overreach) and at regulatory lag (policy underreach). 
Moral evaluation is unambiguous (dangerous, unethical, corrosive to trust), while treatment 
recommendations tilt strongly toward state intervention: stronger cybersecurity law, clearer 
liability regimes, rapid response units, remedies for victims (e.g., notice-and-takedown with 
due process), and public-facing verification infrastructure. 
 
From a Crisis Informatics perspective (Reuter et al., 2018), this theme epitomizes a slow-
burning crisis: no single rupture point, but an accretion of harms that culminate in collective 
alarm. The networked flows are high along both axes of Reuter’s matrix: C2C (alerts, 
examples, warnings) and C2A (direct tagging of DPR/Kominfo/BSSN). In SMCC terms (Jin 
& Austin, 2017), publics do not wait for institutional frames; they pre-frame the crisis and 
pressure authorities to respond, evidencing a bottom-up logic of crisis narration where moral 
vocabularies (“darurat,” “penipuan,” “bahaya”) scaffold urgency. 
 
Optimism and Normalization Frames (23.3%) 
 
Against this backdrop of risk, a countervailing optimism casts AI as useful, democratizing, and 
pragmatic. Users highlight improvements in productivity, creativity, and entrepreneurship, 
commonly sharing quick wins (drafting lesson plans, composing lyrics, summarizing 
readings). The tone is practical rather than celebratory, and many posts carry implicit caveats 
about responsible use. 
 
For example, @nawabinekanews (June 17, 2025) notes: 
 
“Belakangan, media sosial ramai dengan eksperimen unik mengenai ChatGPT yang bisa 
menulis lagu. Netizen Indonesia pun tidak ketinggalan, dan berbagai lirik lagu hasil karya AI 
ini mulai mencuri perhatian.” 
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[Lately, social media has been buzzing with unique experiments using ChatGPT to write 
songs… AI-generated lyrics are starting to catch attention.] 
 
In Entman’s terms, these posts define the problem not as AI itself but as how it is used. Causal 
attribution falls on misusers or on gaps in guidance. Moral evaluation is cautiously positive (AI 
as enabler), and treatment recommendations emphasize ethical integration: transparency 
labels, consent-respecting prompts, skill-building, and shared norms to discourage plagiarism 
or deception. The utilitarian calculus flips: net benefits (speed, access, ideation) can outweigh 
risks if guardrails exist. 
 
Communication flows here are predominantly C2C: peer-to-peer tips, tutorials, and moral 
suasion (“gunakan dengan etis”). C2A is muted, which itself is telling: optimism often thrives 
where state discourse is absent, implying publics take up the slack of digital literacy 
provisioning. In post-broadcast environments (Scheufele & Tewksbury, 2007; Valenzuela et 
al., 2017), normalization proceeds via viral pedagogy—snackable know-how that routinizes 
new tools while implicitly delimiting ethical boundaries (“AI untuk ide awal, hasil akhir tetap 
manusia”). 
 
Consent and Data Exploitation (20%) 
 
A third, strongly normative frame revolves around consent and data exploitation, extending 
beyond creative works to voice, biometrics, and likeness. Users worry about unauthorized 
scraping and the downstream production of deepfakes, impersonations, and malicious edits. 
The gravitational center here is bodily autonomy and digital dignity—not merely IP rights. 
 
A pointed thread by @angelicass99 (June 16, 2025) exemplifies this emphasis: 
 
“Deepfake bukan cuma soal tipu-tipu, tapi bisa rusak mental dan nama baik orang. Indonesia 
Darurat Dasar Hukum Keamanan Siber. @DPR_RI jangan tunggu korban terus berjatuhan!” 
 
[Deepfake isn’t just about trickery; it can ruin mental health and reputations. Indonesia 
urgently needs a legal framework for cybersecurity. @DPR_RI don’t wait for more victims!] 
 
Problem definitions stress violations of personhood and coercive asymmetries of data power. 
Causal attributions are joint: corporations (training on public data without consent, opacity in 
data provenance) and the state (regulatory vacuum) are co-blamed. Moral evaluations are 
deontic: non-consensual use is wrong, regardless of output quality. Remedies concentrate on 
data governance—consent protocols, opt-out registries, watermarking/provenance, biometric 
protections, and accessible complaint pathways. 
 
From the vantage of Crisis Informatics, these are the ethics of a creeping disaster—not 
headline-grabbing, yet psychologically and socially erosive. The C2C strand amplifies lived 
accounts and micro-advice (privacy settings, reporting procedures); the C2A strand explicitly 
summons regulators (“jangan tunggu korban”). The frame’s normative hardness—centered on 
consent—helps stabilize claims across diverse cases, making it a powerful mobilizing script 
even in fragmented attention economies. 
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Ownership and Authorship Confusion (16.6%) 
 
Closely allied to consent, but trained on cultural production, is the frame of 
authorship/ownership confusion. Users question the legitimacy of outputs from models like 
Midjourney, DALL·E, and ChatGPT when these are trained on human-made datasets without 
permission or attribution. The emphasis is on moral economies of creativity—credit, 
acknowledgment, and the line between inspiration and appropriation. 
 
A representative post by @PerempuanWaos (April 3, 2025) reads: 
 
“Bahkan cuma buat sekedar profil picture akun X aku aja aku cari artis yang open commission 
gak mau pakek AI atau ChatGPT itu… Krn pas aku belajar Computational Linguistics aku tahu 
bgmn kerja AI. Dia ‘mencuri’ dri data yg ada.” 
 
[Even for a simple X profile picture, I look for an artist who takes commissions rather than 
using AI or ChatGPT… When I studied Computational Linguistics, I learned how AI works. It 
‘steals’ from existing data.] 
 
Here, problem definition centers on systemic exploitation; cause is assigned to unregulated 
data pipelines and corporate opacity; moral evaluation frames AI outputs as derivative or 
stolen; and solutions range from consumer ethics (commission human artists) to legal reform 
(clearer derivative-work standards, training-data disclosures). Notably, the debate carries 
culturalist undertones: anxiety about losing authenticity and local sensibilities to homogenizing 
model priors. 
 
In network terms, this theme activates C2C solidarity (amplifying human artists, sharing 
commission lists) more than C2A. The frame personalizes ethical choice (vote with your 
wallet) while keeping the collective dimension alive (demand transparency), showcasing the 
layered nature of bottom-up governance in a post-broadcast media ecology. 
 
Devaluation of Creative Labor (13.3%) 
 
The least frequent but still salient theme is the devaluation of creative labor. Users worry that 
AI saturates markets with cheap, instant content, undercutting livelihoods in illustration, 
design, music, and writing. The mood here is weary irony and economic realism—not that AI 
makes “bad art,” but that it reprices human craft to near-zero at the low end while platform 
algorithms reward volume over originality. 
 
As @jurnalisatletis (April 2, 2025) quipped: 
 
“Udah cari duit dari Ghibli chatGPT, dikasih watermark pula. Indonesia banget.” 
 
[Already making money from Ghibli-style ChatGPT art, and they even slapped on a watermark. 
Typical Indonesia.] 
 
The problem is labor displacement and market dilution; causes include consumer appetite for 
low-cost novelty, the efficiency of generative systems, and platform incentives. Moral 
evaluation laments cultural cheapening and unfair competition. Remedies proposed by users 
include consumer boycotts, commission culture, and calls for industry standards (e.g., 
provenance tags, ethical marketplaces, fair-use guardrails adaptive to the generative era). 
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Although C2A appeals exist (e.g., grant schemes, cultural labor protections), this frame remains 
chiefly C2C, emphasizing mutual aid and community patronage as buffers. 
 
Across the five frames, publics enact Entman’s four functions with impressive granularity, 
evidencing lay issue entrepreneurship: defining harms (deception, exploitation, appropriation, 
displacement), assigning blame (corporations, lax governance, misusers), evaluating morality 
(“curang,” “tidak etis,” “darurat”), and proposing remedies (law, literacy, labels, livelihoods). 
Importantly, frames often co-occur: a deepfake case (1) invokes consent (3), folds into 
authorship debates (4), and concludes with calls for law (1 or 3) or norms (2). This braiding is 
characteristic of slow-burning crises: publics build multi-layered narratives that compress 
technical, legal, and cultural concerns into mobilizing storylines. 
 
In Reuter’s Crisis Communication Matrix, we observe: 

1. C2C dominance in awareness, pedagogy, and solidarity (frames 2, 4, and 5); 
2. C2A activation strongest in mistrust/misinformation and consent (frames 1 and 3), 

where moral stakes and perceived state failures are highest; 
3. A2C remains relatively faint in the sampled period, contributing to a perception of 

regulatory latency. 
4. A2A (institutional coordination) is opaque to publics, which itself becomes evidence 

for claims of inadequacy. 
 
Analytic reliability was assessed with Holsti’s intercoder reliability, yielding 100% agreement 
on the identification of Entman’s four framing functions across sampled tweetssupporting the 
dependability and confirmability of coding judgments. Nevertheless, a key limitation persists: 
the Boolean string used in data collection is necessarily constrained by the researcher’s 
algorithmic construction. Any keyword-based approach risks omitting relevant posts that use 
slang, memes, images without text, or emergent terms outside the query. In addition, 
prioritizing the “Top” tab means the dataset skews toward higher-engagement posts, potentially 
favoring more salient or polarized framings. The purposive nature of the 150-tweet sample also 
precludes claims of statistical representativeness across Indonesian X. 
 
Taken together, these constraints counsel caution in generalizing beyond the sampled 
discourse; however, they do not negate the internal coherence of the observed patterns nor the 
analytic utility of applying theory-driven codes to high-salience conversations. The 
combination of perfect intercoder agreement and clear recurrence of thematic signals across 
months supports moving from methodological qualifications to a substantive synthesis of how 
publics narrate AI’s risks and benefits. In that spirit, the following section consolidates the 
dataset’s most persistent frames, treating the frequencies as contextual indicators of salience, 
not population estimates, to illuminate how Indonesian users articulate ethical boundaries, 
attribute responsibility, and propose remedies in a slow-burning crisis. 
 
This study explored how Indonesian users on X (formerly Twitter) frame ethical concerns 
surrounding AI-generated visual content, with particular attention to the transition from image-
based outputs to video and voice modalities. Drawing on Framing Theory (Entman, 1993) and 
Crisis Informatics (Palen et al., 2009; Reuter et al., 2018), and informed by Social-Mediated 
Crisis Communication (Jin & Austin, 2017), the analysis mapped five dominant frames within 
150 purposively sampled tweets posted between April and June 2025. Presented from the most 
to the least prevalent, these were: manipulation/misinformation and deepfakes (26.6%), 
optimism/utilitarianism (23.3%), consent and data exploitation (20%), ownership/authorship 
confusion (16.6%), and creative labor devaluation (13.3%). 
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First, the predominance of manipulation and deepfakes underscores a trust crisis at the core of 
Indonesia’s AI discourse. Publics perceive a deteriorating information environment where 
synthetic media can be weaponized to deceive, defraud, or humiliate. This theme fuses C2C 
vigilance (peer warnings, case amplification) with C2A pressure (tagging 
DPR/Kominfo/BSSN), narrating AI not as a neutral tool but as a threat multiplier in an under-
regulated ecosystem. In policy terms, this points to urgent needs for forensic capacity, clear 
remedial pathways, and harm-reduction infrastructures (e.g., provenance systems compatible 
with privacy rights and due process). 
 
Second, the substantial share of optimistic/normalization frames reminds us that publics are 
not uniformly alarmed. Users also leverage AI for productivity, ideation, education, and 
creative play, often crafting peer pedagogy for ethical use. This strand suggests the feasibility 
of co-regulation models that blend baseline law (to address deception and exploitation) with 
community standards and platform design (labels, friction for risky uses, defaults that privilege 
consent). Put differently, optimism shows that agency persists: with context-appropriate 
scaffolding, publics can domesticate generative tools without capitulating to their worst 
affordances. 
 
Third, the consent/data exploitation frame centers digital dignity. Beyond copyright, 
Indonesian users foreground personhood (voice, face, gait, and other biometrics) calling for 
explicit consent, data provenance, and redress. This deontic orientation strengthens claims even 
absent concrete damages: non-consensual use is wrong. Policy pathways here include data-
protection updates, biometric-specific safeguards, auditability, and user-centric controls (e.g., 
opt-outs that travel downstream through model life cycles). 
 
Fourth, authorship/ownership confusion reflects a broader cultural politics of creation. Users 
want acknowledgment and traceability, not only legal certainty. This calls for practical 
mechanisms, training-data transparency, creator registries, provenance/watermarking, and 
cultural initiatives that valorize human craft (e.g., commission marketplaces, certification for 
“human-made,” educational campaigns against casual appropriation). The frame’s strength lies 
in its everyday ethics: consumers can act now (commissioning, crediting) even as policy lags. 
 
Fifth, concerns about creative labor devaluation expose the political economy of platformized 
culture. Generative AI compresses costs and accelerates supply, benefiting aggregators and 
early adopters while pressuring independent creators. Beyond moral suasion, this invites 
industry and state to consider supportive infrastructures: funding, training, collective 
bargaining innovations for digital creatives, discoverability tweaks that reward originality, and 
procurement or grant programs that prioritize human-in-the-loop creation. 
 
Across frames, publics enact Entman’s four functions with striking fluency: they diagnose 
harms, assign responsibility, evaluate morality, and prescribe remedies. The Crisis Informatics 
lens clarifies why this matters: AI ethics here is not a one-off controversy but a slow-burning 
process through which publics learn, coordinate, and pressure. The SMCC perspective further 
shows that these negotiations occur in hybrid spaces where institutional voice is one among 
many, and often lagging. Put simply, Indonesian users are governing from below: not waiting 
for official scripts but authoring the ethical contours of AI through everyday discourse. 
 
Methodologically, the study’s Holsti intercoder reliability of 100% on Entman’s framing 
functions supports the dependability and confirmability of coding decisions. Still, we 
acknowledge constraints: the Boolean query inevitably filters reality through researcher-
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chosen terms, potentially missing slang, imagery-only posts, and emergent vocabulary. 
Focusing the “Top” tab introduces engagement bias, and purposive sampling (150 tweets over 
three months) means the findings are analytically rich rather than statistically representative. 
 
Implications follow on several levels: 

1. Governance: Pair hard law (anti-deepfake statutes with victim-centric remedies, 
biometric protections, data-provenance requirements) with soft infrastructures (public 
verification channels, model cards accessible to non-experts, transparency norms for 
training data within IP/privacy constraints). 

2. Platforms: Build friction for high-risk uses (voice cloning, face swapping), invest in 
user-facing provenance cues, and support creator visibility (signals that privilege 
originality, provenance-aware ranking). 

3. Publics and Education: Leverage existing C2C pedagogy, formalize it via digital 
literacy modules that address consent, attribution, and misinformation hygiene, 
amplifying what users already teach one another. 

4. Creative Economies: Pilot ethical marketplaces, commission platforms, and funding 
schemes that stabilize human-centered creation, including co-creation models (human 
+ AI) that preserve authorship clarity and fair value capture. 

 
Future research should broaden both temporal and platform scope: track whether these frames 
stabilize or mutate during election cycles, major platform policy shifts, or high-profile deepfake 
cases; compare X with TikTok, Instagram, or YouTube, where video-first affordances may 
intensify certain harms or, conversely, strengthen creator communities. Mixed-methods 
designs (e.g., combining digital trace ethnography with interviews of creators, policymakers, 
and technologists) can triangulate how frames influence practice, from reporting workflows 
and model governance to creative labor strategies. 
 
In sum, Indonesian discourse on AI-generated visuals is neither uniformly dystopian nor 
naively celebratory. It is plural, negotiated, and pragmatic, reflecting a public that is at once 
vigilant about deception and exploitation and resourceful in appropriating tools for everyday 
value. The five frames detailed here delineate a civic cartography of AI ethics in a Global South 
context. One where users leverage social media to name harms, set boundaries, and demand 
accountability, while also domesticating technology to widen participation in cultural and 
economic life. That dual motion, resistance and adaptation, is the hallmark of a slow-burning 
crisis managed in public view. 
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