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ABSTRACT 
 

 

 

 

Twitter is a fast-growing platform that provides a connection to people from across the 

globe. With the help of internet, the sharing of diverse media content could be faster to 

reach within seconds. This therefore gives numerous effects on the users where it allows 

the users to curate various versions of identities online. This study examines the ways 

Kpop fans navigate their online presentation on Twitter. The study suggests Kpopers’ 

visual impression are reconstructed based on profile pictures and headers, biographies, 

the hierarchies within Kpop fandom and battling negative stereotypes towards them. 

Tweets and retweets, profile pictures and headers, and usernames are forms of 

information for other fandom to recognize them on Twitter. As this study also aims to 

explore if online identity affect real life identity, the result of this study suggests that 

online identities influence real life identities of Kpop fandom.  
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CHAPTER ONE 

INTRODUCTION 
 

 

 

 

1.0 BACKGROUND OF STUDY 

 

As we live in a community, a sense of community is described with the ability of 

everyone to socialize in order to survive and feel belonged in a community. Social 

interaction plays an essential part in every aspect of people’s lives. As technology 

becomes more modernized, the communication tools started to evolve along with these 

technologies. Hundreds of communication technologies are invented over years for ease 

of communication that consequently makes people feel easier to exchange information 

with one another. The communication technology changes along with the process of 

human interaction. The digital technology has extended from having face-to-face 

interactions to having video calls and from having to send letters using animals to 

having one-click away to send mails. The convenience of these technologies has made 

people wanting more for new technologies. Since the early 2000s, social media begins 

to appear and has been everywhere.  The advances of social media have enabled fans to 

become more active social media users and has allowed fans to participate online which 

later an online community was created.  

In the mid-1990s, the Korean wave started to expand worldwide and reach more 

audiences from Asia specifically. With more than 89 million followers and counting, 

Kpop fandoms have become an increasingly visible and noticeable community to 

dominate social media, especially Twitter. Without geographical boundaries, Kpop fans 

are bound to form clusters of fandom groups as well as influencing other audiences 

globally. The dominance of Kpop fans saw most of the serious trendy topics on Twitter 
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get overshadowed by Kpop topics. Even though Twitter only restricted to 280 characters 

in per tweet, Kpop fans seem to use hashtags and mention other Twitter users in their 

tweets that contain worldwide trends to make their accounts more apparent. As 

mediated environments offer less physical appearances, less real interaction, Kpop fans 

community start to establish and alter their self-identities to create another online 

persona by using pseudonyms (Alruwaili, 2017). With the widespread use of social 

media, Twitter witnesses the shifts in Kpop fans’ social realities become very visible as 

they come into contact with social media. Identity is changing and the concept of 

“online identity” comes along with questions about differences between online and 

offline identities.  It is therefore necessary to understand the identity construction of 

Kpop fans on Twitter. 

 

 

1.1 STATEMENT OF PROBLEM 

 

Since the advent of Social Networking Sites (SNS) technologies, the youth’s use of 

these technologies has grown and is now becoming a means of interacting with and 

acquiring information about others in social networks. Twitter is a social networking 

service that serves as an engagement channel has developed to be a primary platform 

for online fandoms to station. In these recent years, Kpop fans community has grown 

remarkably among adolescents in Malaysia. Through the use of social media, the Kpop 

fans have been communicating over these digital technologies to expand their circle and 

reach more like-minded people.  

However, over the years, the number of Kpop fans is getting bigger and 

dominates worldwide trends on Twitter. This in turn, gives an impact on other internet 

communities on Twitter. Vos (2019) reported that Kpop fans set themselves apart from 
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other online fandoms on Twitter as they use different names and terms that are limited 

to their knowledge only. With advances in several technologies, it becomes harder to 

differentiate their offline identity from their online identity. Therefore, it is possible to 

have an impact on the ways Kpop fans associate with one another in fandom activities 

from around the world. This is further complicated when Twitter only allows 280 

characters in one post in which ascribes the way messages are being communicated.  

Thus, in response to this problem this study aspires to look at the ways online 

Kpop fans construct their identities on Twitter and how they perceive their online 

identity to their real life identity. It is also important for this study to explore the ways 

Kpop fans show other audiences that they are part of Kpop fans community despite the 

limited characters on Twitter and examine what makes them differ from other online 

fandoms on Twitter. 

 

 

1.2 PURPOSE OF STUDY 

The study focuses on the identity construction of Kpop fandom through Twitter. Twitter 

has created a platform where individuals can communicate with each other across the 

world. Since many peoples’ lives have been impacted by these online communications 

and perceived their identities as presented online, this study aims to explore the ways 

Kpop fans navigate their online presentation on Twitter and how it can give impacts to 

their offline presentation. Besides, this paper also studies how Kpop fans identify with 

their fandoms on Twitter. 
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1.3 RESEARCH OBJECTIVES 

1. To investigate how Kpop fans come to identify with fandom on Twitter. 

2. To explore the way Kpop fans’ online identities translated into their offline 

identities. 

 

 

1.4 RESEARCH QUESTIONS 

1. How do Kpop fans identify with their Kpop fans community on Twitter? 

2. How do Kpop fans’ online personalities influence their real life personalities? 

 

 

1.5 SIGNIFICANT OF STUDY 

 

As this study is primarily focused on the identity construction of Kpop fans on Twitter, 

this study will be a significant endeavour in understanding identity construction within 

online fandom community. The findings of this study will redound to the benefit of 

online fandom that the engagement within the online environments and the relationship 

between fans give an impactful effect on individuals’ online and offline identities and 

it may transcend the shared passion for a like-minded artist. This study will also be 

beneficial for social media users to use social media mindfully as this study will uncover 

the effect of social media in identity construction. Besides, the usefulness of social 

media can educate online fandoms to be more open minded in thinking. Moreover, this 

study also serves as for future researchers in various fields such as communication, 

media studies and sociology. This is because this study also discovers on how media 

and technologies change the way people communicate. 
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1.6 TWITTER GLOSSARY 

 

Tweet 

“Tweets are posts or messages which can comprise of a maximum of 280 characters 

may contain photos, gifs, videos and texts” (Twitter Glossary, 2019) 

Retweet 

 “The act of sharing another account’s Tweet to all of your followers by clicking or 

tapping on the Retweet button” (Twitter Glossary, 2019) 

Hashtag 

“A hashtag is any word or phrase immediately preceded by the # symbol. When you 

click or tap on a hashtag, you will see other Tweets containing the same keyword or 

topic” (Twitter Glossary, 2019) 

Username 

“A username (or handle) is how you are identified on Twitter, and is always preceded 

immediately by the @ symbol” (Twitter Glossary, 2019) 

Follow(s) 

“Subscribing to a Twitter account is called ‘following’. To start following, click or tap 

the Follow icon next to the account on their profile to see their Tweets as soon as they 

post something new. Anyone on Twitter can follow or unfollow anyone else at any time, 

with the exception of blocked accounts” (Twitter Glossary, 2019) 
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Follower 

“A follower is another Twitter account that has followed you to receive your Tweets in 

their Home timeline” (Twitter Glossary, 2019) 

Headers 

“Your personal image that you upload, which appears at the top of your profile” (Twitter 

Glossary, 2019)  

Pinned tweets 

“You can pin one of your Tweets to the top of your profile page to keep it above the 

flow of time-ordered Tweets” (Twitter Glossary, 2019) 

Who to follow 

“Who to follow is an automated list of recommended accounts we think you might find 

interesting, based on the types of accounts you already follow and those people follow” 

(Twitter Glossary, 2019) 

Trends 

“A Trend is a topic or hashtag determined algorithmically to be one of the most popular 

on Twitter at that moment. You can choose to tailor Trends based on your location and 

who you follow” (Twitter Glossary, 2019) 

Profile 

“Your profile displays information you choose to share publicly, as well as all of the 

Tweets you have posted. Your profile along with your username @username identify 

you on Twitter” (Twitter Glossary,2019) 
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Profile photo 

“The personal image (avatar) associated with your account. It is also the picture that 

appears next to each of your Tweets” (Twitter Glossary, 2019)  

Thread 

“A series of connected Tweets from one person. You can provide additional context, an 

update, or an extended point by connecting multiple Tweets together” (Twitter 

Glossary, 2019) 

Direct Messages 

“Direct Messages are private messages sent from one Twitter account to another 

account(s). You can use direct messages for one-on-one private conversations or 

between groups” (Twitter Glossary, 2019) 
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CHAPTER TWO 

LITERATURE REVIEW 
 

 

 

 

2.0 INTRODUCTION 

This literature review provides an overview of identity construction of Kpop fandom on 

SNS platform, Twitter. The process of identification of Kpop fandom on Twitter comes 

down to identity theory with a focus on Goffman’s dramaturgical theory. Additionally, 

it offers an insight on the identity construction on Twitter and the two functions on 

Twitter have enabled other users to form impressions of them on Twitter.  This literature 

review also examines the evolution of Korean wave or Hallyu and the development of 

Kpop fandom in Malaysia.  Twitter has become a tool for Kpop fans to meet and reach 

other Kpop fandoms around the world and together forming an online community.     

 

 

2.1 IDENTITY THEORY 

Identity is often seen as a core list of traits. Identity centres on the things that people are 

good at and it is usually influenced by the environments individuals are surrounded. 

The authenticity of a person is reflected in their daily actions. Anthony Giddens (1991) 

in Modernity and Self Identity emphasized that identity is not determined by several 

external factors such as society and culture. He restated that identity construction during 

modern age is different from identity construction in pre-modern age. Hong (2015) 

mentioned that pre modern age is best described by Professor David Gauntlett as “the 

time of traditional culture”, and modernity as “post-traditional culture”. Identity is no 

longer predetermined by genders, traditions and customs set during pre-modern period. 

However, the reflection of individuals gives a huge impact in influencing the society, 
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as emphasized by Giddens that identity construction is not decided by external 

influences by passive identity, but the product of reflection. Supporting Gidden’s 

concept of identity construction, Gauntlett stated that people are the agents of influence 

in the construction of identity where it has the ability to impact the future identity of 

individuals. Cooley (1998) further explained that online persona is based on 

“individual’s imagination” where people will respond to the individual’s produced 

images. These produced images will be filtered as pleasant or abominable first before it 

takes impact to the actions.  

Meanwhile, Goffman presented his dramaturgical perspective in his book about 

ways people behave in different social settings. He illustrates life to a large stage that 

consists of front stage and backstage.  Front stage is a show that is acted depending on 

the types of audiences meanwhile, backstage is a performance people behave and act 

when no one is looking.  The behaviours at the front stage are well planned and serious. 

Meanwhile, back stage behaviours are encouraging people to act more like themselves 

and this is due to the different segments of audiences they face at the backstage. This 

shows that different persona is created in different settings. Hence, the front stage and 

back stage theories provide an insight into the use of social media in this modern age. 

Unfortunately, Goffman’s perspective is asserted to be limited to face-to-face 

interactions (Ytreberg, 2002). He asserted that mediated spaces do not require 

immediate present in interaction, hence the communication is not synchronous. 

According to Aspling (2011), online communication is not communicated 

synchronously. He further explained that synchronous communication must mutually 

be shared in time and space between speakers to avoid the speaker from thinking before 

they reply. Rettie (2009) endorsed that Goffman’s approach is better suited for 
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synchronous mediums as the communicators are likely to interact together in the same 

social settings and time which is similar to interactions occurring face-to-face.   

Apart from that, the perspective introduced by Goffman is restricted to the 

television in the mid- eighties since broadcasting media like television and today’s web 

are different (Meyrowitz, 1985 as cited in Aspling, 2011). In spite of the lack of physical 

presence in the mediated environment some researchers find there are some similarities 

of web to the physical world. On the other hand, it is argued that web is similar to 

traditional meet-ups as “the ability to wander from location to location and the 

opportunity to happen across strangers” (Walker, 2000, p. 118). In addition, it is claimed 

that the web is defined as “a social environment where people still meet face-to-face, 

but with new meanings of both meet and face” (Aspling, 2011, p. 9) 

Identity therefore is the process of familiarizing and reconciling the customs and 

traditions of the past with the new social contexts of the present (Hong, 2015). Over 

time, social interaction has glorified with forums on the web like Facebook, Twitter and 

blogs that establish a large and meaningful part of current social life. It has been stated 

that Goffman’s perspective works better in social interaction on Twitter rather than 

personal blogs because personal blogs are more synchronous compared to Twitter or 

any other SNS sites (Rettie, 2009). Self-presentation on SNS sites is about creating 

another positive character while personal blogs is more about revealing information that 

is connected to back stage theory. The use of social media as a window in the identity 

construction is very prominent among adolescents today. Such social media include 

Instagram, Facebook and Twitter. The next section discusses how Twitter facilitates the 

identity construction among Twitter users.    
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2.2 TWITTER AND IDENTITY 

Twitter is quite a new medium that has been running since 2006. Its popularity and 

influence has soared to the growing number of new users on Twitter. Twitter that offers 

loads of features has created a flexible setting for the users to receive new information 

and interact with each other. Pearson (2010) stated that Facebook which was the current 

SNS, in this case Twitter, works as connecting individuals into communities of interest 

that may have little similarity to make-up their traditional meet-ups, represents social 

networks. Unlike other SNS sites, Twitter uses tweets to refer to the posting of short 

messages which include photos and videos. 

 Every tweet is only limited to 280 characters or less. Other than that, there are 

other features on Twitter that facilitate the users to reach for more news and contents 

such as retweets, like, hashtag and direct message. These features help to give constant 

stream of the updates because Twitter feed keeps changing as people post. The concept 

of following other users on Twitter is very simple as Twitter allows users to follow 

everyone and anyone without needing to send follow requests unless set otherwise by 

other users. Be it politician or not, the contents on Twitter are set to public and 

accessible by anyone. The limited 280 characters therefore are important in presenting 

identity roles on Twitter.  

As technology becomes more modernized, Twitter that provides layers of 

features has helped people to connect and reach more like-minded globally. This gives 

the users an easier way to reach more people but at the same time allows the public to 

peak into other’s private lives like “little hole you drill in the wall of your real home to 

let the world in” (Lister, 2010, p.267). Besides, the interaction made between the 

participants may affect the identity the person wants to present (Chamourian, 2017). 
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Berns (2013) stated that identity that works as a performance may be influenced by the 

story the person tells or write. Berns (2013) further elaborated that narrative serves as 

initial roles in presenting identity on mediated spaces. Moreover, social media like 

Twitter is also an open channel that presents the narrative identity publicly (Micalizzi, 

2013, p.219). This reflects that social media is so pervasive for adolescents that it has 

become part of their identities.  

However, it is arguable when identity performance is delivered through a 

narrative, one risks how that story is told, interpreted, or constructed (Whitty, 2007). 

Twitter can only provide a one facet identity to the public, thus the misinterpretation 

often occurs because one cannot decide what others have on them. Therefore, self-

presentation plays a fundamental role in the purpose of making the profiles enticed in 

the public. Additionally, Twitter offers various functions to users. As such, these 

features help to find people who share the same interest on Twitter and make it possible 

for Kpop fans to identify their community. The following section explores the evolution 

of the Korean wave or Hallyu and how they start to develop.   

 

 

2.3 THE BIRTH OF KOREAN WAVE 

Korean wave or Hallyu is a phenomenon that became a worldwide hit in Malaysia in 

the mid-1990s. The rise of Kpop songs began with the rising of new ambitious young 

musicians in music industry (Oh & Lee, 2014). The emergence of Kpop songs has 

gained popularity and great support especially from Asian adolescents. Huang (2009) 

discussed that the entertainment of Korea started to dominate the South Korea economy 

through the spread of Hallyu, as a result, “cultural imperialism is able to develop into 

economic imperialism’” in South Korea. Apart from that, Kim (2015) expanded that 

Korean TV drama has contributed a role in tourism economically and this explains why 
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TV drama is very powerful in influencing people especially adolescents. Besides, Yang 

(2012) described the various stages of Hallyu is spread ranging from Korean dramas, 

Kpop music, Korean culture and Korean fashion. However Kim (2015) explained that 

these phases can overlap with other phases which will lead to cultural changes. Despite 

the cultural and religious differences, K-culture seems able to embed into Malaysia and 

this proves that Malaysians can accept K-culture to be part of their mode of living 

(Zailin, Ridhuan Tee, Khalifah & Wan Nor Aini, 2013). One’s cultural diversity can be 

accepted as long as it is not unlawful and abide by the laws (Zailin, et al, 2013). 

Lee, Lee, Kwak and Kim (2017) expressed that the trends related to South Korea 

are well fascinated by Malaysians including foods and music. It is also claimed that 

variety shows of Korean get higher ratings and this further confirms the society’s 

acceptance and demand. Variety shows are well advertising the famous Korean 

celebrities and reveal their lifestyles in their shows. Thus it appears that having these 

celebrities on the shows leads to K-wave phenomenon in Malaysia.  Their lifestyles 

have heavily infused to Malaysian culture and people continued to get obsessed with 

Korean celebrities (Nor Hashimah & Zaharani, 2011). Kpop music introduces different 

kinds of music that cater to the various tastes of young people. Super Junior, TVXQ, 

2PM and Girls Generation are among the first Korean bands that were introduced during 

that era. 

 Nor Hashimah and Zaharani (2011) further discussed that their appearances 

have become the main attraction to K-Pop celebrities. Girls Generation’s famous song 

‘Gee’ that has reached millions of viewers was among of Korean songs that initiated 

the Korean wave. As years pass by, many new younger generations of Kpop bands start 

to grow internationally along with new Korean dramas to cater to the overwhelming 

demand from youth. It is also believed that the mixture elements of music, dramas and 
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frequent lifestyle give a huge impact of Korean fever to the Malaysians. As the cultural 

industries rapidly grow and accept into Malaysian’s lives, Kpop fans appear to develop. 

Hence, the following section explores the development of Kpop fandom.  

 

 

2.4 THE DEVELOPMENT OF KPOP FANDOM 

Fans are referred to people with an excessive passion to particular person or thing. 

Jeffrey Brown (2004) in “Comic Book Fandom and Cultural Capital,” stated that 

fandom is not blind devotion, but a means of expressing one’s sense of self and 

communal relation with others within our complex society. According to Theberg, 

(2010), these fan groups are normally connected to each other aspiring their favourite 

celebrities. It is important for fandoms to engage with other fans who have shared 

interests as according to Atiqah Abd Rahim (2019) because it allows the exchange of 

information among the fans hence a healthy relationship between the fans is present. 

Among Kpop fans, the fandom also becomes a medium that enables them to 

communicate with each other. According to Atiqah Abd Rahim (2019), Kpop fans are 

people who are devoted to popular culture in South Korea, including music, drama and 

film.  

As the phases mentioned by Zailin, et al (2013), it is also discussed that Hallyu 

fans tend to develop a special interest in other elements of Korean culture too (Otmazgin 

& Lyan, 2013). The stages of how Korean wave that started to extend has heavily 

influenced Malaysians with other things related to South Korea such as K-culture and 

Korean language itself. With the emergence of digital media forms, the fandom 

communities tend to participate in a variety of online discussions related to their 

interests, form groups devoted to specific music genres and individual stars, and 
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encourage daily interactions within the fandom, and between fans and the music 

industry. This overall contributes to a coherent and constant engagement between 

individual fans themselves (Theberg, 2010). Additionally, Kpop music has gained 

massive popularity internationally due to their great marketing thus this shows that their 

music is being accepted across the world. Leung (2012) further explained that 

worldwide’s acceptance of Hallyu proves that Korean culture can be embraced in some 

Muslim countries like Malaysia and Indonesia.   

Apart from that, the development of digital technology that extends to the use of 

photos and videos has benefited the Kpop fans in many ways such as in accessing video 

clips, pictures and in engaging with their icon celebrities online (Atiqah Abd Rahim, 

2019). Leung (2012) also stated that Kpop fans are the most enthusiastic fans in the 

world. Atiqah Abd Rahim (2019) supported by stating that the Kpop fan community is 

willing to invest a huge sum of money in spending on albums, tickets and merchandise. 

The albums, official goods, concerts, fan meets and internet bills are the most common 

of fans’ investment (Atiqah Abd Rahim, 2019).  She also stated the reasons why Kpop 

fans spend on each album released is because to keep their idols to be at the top of music 

shows and weekly charts such as Simply Kpop (Arirang TV) and M! Countdown 

(MNET). Similar to Williams’ (2016) discussion on the Kpop fans’ investment, the 

hierarchy concept in a Kpop fan community is defined through the investment.  

It is also stated that the true Kpop fans would invest in purchasing official 

fandom goods to keep the social hierarchy in their community hence the degree of one’s 

fandom is recognised. Besides spending on purchasing goods, Atiqah Abd Rahim 

(2019) in her findings also found that Kpop fans invest in socialising and sharing. She 

also discovered some of the fans are very devoted to Kpop as they are willing to translate 
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videos, interviews and variety shows and uploading on few sites. Therefore, the 

capability of exchanging information and knowledge through socialisation is incumbent 

to show how concerned fans are towards objects of fan’s fandoms. A study by Atiqah 

Ab Rahim (2019) also found that Twitter and Facebook are two SNS sites that seem to 

have active Kpop fandom socialising. These two mediums help them to present 

themselves according to their desired persona. The next section further discusses the 

construction of online identity and how the users want themselves to be presented 

online.  

 

 

2.5 ONLINE IDENTITY AND IMPRESSION MANAGEMENT 

The virtual space of mediated environments has given people freedom to construct their 

desired identities using different self-domains. Online presentation has enabled people 

to control other’s impressions to have of them which in turn, has established another 

personality within themselves. These personalities are crafted in relation to other people 

and with the presence of other people these personalities will truly emerge (Latisha, 

Surina & Nazira, 2012; Siibak, 2010).  

The presence of digital technology has made it possible for people to constitute 

distinct personas attending to different audiences. As such, it is even claimed by Siibak 

(2010) that new media environments may easily influence the individuals to change 

from the `real´ to the desired identity. Moreover, Atiqah Abd Rahim (2019) asserted 

that the presentation of identity online is vital to connect fans to certain fandoms, such 

as Kpop fans within the Kpop community. Hence, it is important to sustain the 

relationship between virtual communities as it plays an important role to keep the 

relationship strong and healthy. A study done by Latisha Asmaak, Surina, Nazira (2012) 
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on identity construction among Malaysian students reveals that the connectedness in the 

virtual world community is being treasured among Malaysian students because they are 

willing to trade their privacy in order to sustain their relationship and keep connected 

among virtual society. As this identity alteration continues to occur, the desired identity 

becomes part of daily performances as Pearson (2010) referred to Goffman’s 

dramaturgical approach; it signifies to ‘everyday performances’. Chamourian (2017) in 

her study discussed that online experiences influence offline self- discussion. This 

explains that what one sees presented by others will ignite reflection upon themselves. 

The experiences and observation made throughout the process of identity construction 

indirectly change one’s identity. Siibak (2011) expanded that the reason of managing 

impressions is because people want to make themselves look better online.  

Goffman (1959) refers to impression management as “successfully staging a 

character” in which he elaborates that impression management is like putting on a 

performance; an attempt to alter the image of others to them (Rosenfeld, Giacalone, 

Riordan, 2002). By taking a dramaturgical approach by Goffman, distinct impression 

management approaches used are depending on which stage or SNS platforms they need 

to present and who are the expected audiences they need to engage with (Pearson, 

2010). It is therefore important to study the audiences first before performing on stages 

or SNS platforms. Although Goffman’s theory on social situations is limited to face-to-

face interaction (Robinson, 2007; Rettie, 2009) most of the identity construction 

processes are captured on mediated environments (Aspling 2011; Pearson, 2010). 

However, it is argued that distinct social connotations may be assigned to similar 

behaviours on different channels of communication or different social networking sites 

(SNS). Social interaction may attribute to several social situations in different mediated 
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contexts (Pearson, 2010). Aspling (2011) and Pearson (2010) further clarified that 

online impression management mostly refers to the visual aspects of online impression 

management, mainly referring to images and photographs.  

Social interaction has intensified with forums on the web like Facebook, Twitter 

and blogs that constitute a large and meaningful part of contemporary social life. 

Therefore, when communicating online the impression management is created into a 

constant worry of needing to be the persona accordingly to the eyes of the viewers. 

Whitty (2007) also raised his concern if identity performance is delivered through a 

narrative, one risks how that story is told, interpreted, or constructed. Besides, Hong 

(2015) stated that two components on Twitter, profile pictures and biography have 

allowed the participants to construct a fragment of their identity. Therefore, the 

following chapter discovers the two functions of Twitter, which are profile pictures and 

biographies that work as the first impression in the eyes of other audiences.   

 

 

2.5.1 Profile Pictures 

Twitter is a social network site that enables users to associate one image with one 

username at one time to serve a role in self-presentation online. Self-presentation online 

is hence important to control impressions of one’s have of them. According to Herring 

and Kapidzic (2015), self-presentation online takes place primarily through social 

media profiles and the images selected in the profiles are to portray themselves in the 

desired ways (Tufekci, 2008). Indeed, the photo selection for the profile picture is 

highly concerned among Tweeters. Aspling (2011) emphasized that expressions given 

within Facebook and the personal blog are manifested in the published words and 

sentences such as in blog posts, status updates, comments and photograph. Chamourian 

(2017) studied on Identity Performance and Self Presentation through Dating App 
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Profiles. The findings reveal that the participants find that the photos selected in their 

profiles is not only to visualize their looks but also to impress potential matches on 

dating apps. The participants expressed that photos selection is important to express the 

qualities that they have, this hence indicates photo selection as a form of self-

presentation. They want to present themselves in a visual impression.  

On the other hand, it is important to note that positive images influenced the 

development of a positive identity, whereas negative images influenced the 

development of a negative identity. In addition, it is impossible to imitate an identity on 

these platforms as pretending to be a different gender is way difficult (Danet, 1998). He 

added that although these SNS channels give freedom for users to construct another 

online persona, the users unfortunately are restricted to demonstrate their identity 

online.  

Though the users are still able to control impressions ones have on them by 

manipulating through displaying favourable preferences on their profiles to bestow 

impressive visuals towards other users. Hong (2015) investigated Twitter and the comic 

book fan community. The findings suggest that avatars or profile pictures on Twitter 

introduce an identity that initiates first impression of other users to have of them. This 

therefore gives a brief description of qualities and attributes that are concealed behind 

the avatar. On the other hand, Pearson (2010) mentioned that avatars and icons both 

play roles in communicating identity and helping to dictate impression. He further 

elaborated that photo or avatar is either an aid that gives an instant visual cue about the 

overall account or a tool that imparts additional information relevant to the specific post.  
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2.5.2 Bio/ Description Box  

In addition to photos, Twitter also permits users to allot 160 characters in the biography 

section of their profile page. Hong (2015) in her study indicated that a majority number 

of her participants validated that twitter biography plays the most important role in 

creating identities. Biographies first attract then entice newcomers to set first impression 

of them from their profiles. The 160 characters in the biography is a form of self-

presentation that refers to the ways individuals exhibit and present themselves online. 

This feature depicts loads of information about the individual as what Goffman 

describes self-presentation as a medium that communicates identity as the individuals 

exhibit their identity on that tool. Hogan (2010) added that exhibitions become highly 

significant in self-presentation to an audience because the lowest common denominator 

is considered.   

Chamourian (2017) in her study on identity on dating apps suggested that the 

empowering bio or description box can highly attract the users to swipe right on dating 

apps. In this case, the powerful bio may have a profound effect on the other users and 

make the person to follow them online. Chamourian (2017) further added that most of 

her respondents were presenting their identity through sharing their interests, hobbies, 

jobs and locations in the description box. Benson (1969) stated, “Speakers and writers, 

acting rhetorically, create not only themselves, but their audiences.  That creation is an 

act of rhetorical being and an invitation to rhetorical being” (p. 320).  Benson (1969) 

entails that Kpop fans use bio description box and profile pictures to craft their identities 

on Twitter. These two features work as the discourse that can find like-minded people 

and consequently defines a part of their identity (Hong, 2015).   
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CHAPTER THREE 

RESEARCH METHODOLOGY 
 

 

 

 

3.0 INTRODUCTION 

This chapter discusses methods and procedures applied in this study. This research 

explored the identity construction among Kpop fandom through SNS site Twitter. The 

elements of research methodology which are research design, sampling, 

instrumentation, data collection procedures, data analysis procedures, trustworthiness 

and ethical considerations are thoroughly covered in this chapter. 

 

 

3.1 RESEARCH DESIGN 

This study employed qualitative method to collect information on how Kpop fans 

identified with their fans on Twitter and how their online identities have impacted their 

real-life identities.  According to Creswell (2007), qualitative research is aimed to 

provide better, extensive, and detailed understanding of a particular phenomenon. 

Qualitative study also seeks perspectives of the participants to provide an insight into 

their aspects of world. Utilizing qualitative method allows the researcher to uncover the 

in-depth information about identification of Kpop fans hence it is an appropriate method 

for this study.  

 

 

3.2 SAMPLING 

This study applied purposive sampling strategy. Purposeful sampling is widely used in 

qualitative research especially in interview (Merriam & Tisdell, 2015). This sampling 
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technique used is intended for identification of in-depth information for a small number 

of participants. The participants are five Kpop fans who are active on Twitter. To be 

qualified for this survey, the participants must meet certain criteria. Firstly, the 

participants’ age must fall in adolescent age range which is according to The World 

Health Organization (WHO), the age range of adolescents is from 12-24 years old. 

Secondly, the participants must also identify themselves as a part of Kpop fandom who 

use social media on daily basis and actively involved in tweeting, retweeting and 

commenting on Kpop contents on Twitter. Each participant was notified that their 

participation in the survey was purely anonymous and completely voluntary. A 

demographic information of participants that provides data regarding the participants 

was collected during the interview.   

 

 

 

Table 1: Participants’ profile 

 

Participant Age Years of being 

Kpop fans  

Participant 1 24 7 

Participant 2 20 9 

Participant 3 24 9 

Participant 4 19 6 

Participant 5 18 5 

     

3.3 INSTRUMENTATION 

A semi structured interview was employed to study the way Kpop fans identify with 

their fans on Twitter and to see if their online identities within their fandoms had an 
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impact on their offline identities. A set of semi-structured questions was prepared before 

the researcher interviewed the participants. Meanwhile, Merriam and Tisdell (2015) 

stated that semi-structured interview has given freedom to the participants to answer the 

questions and in a way, it allows the researcher to prepare the interview with pre-

constructed questions.  

The first part of the interview consisted of a set of questions that asked the 

background of the participants, including their frequency of online fandom engagement, 

their frequency of posting posts related to Kpop and if they have another account 

dedicated for fandom use. The second part of the interview included questions that 

assessed the ways participants present themselves, the considerations they take when 

creating an account, the ways they identify with each other and how do they judge when 

seeing a fandom profile of others on Twitter. The third part of the interview consisted 

of questions that were meant to ask about their online and offline identities included 

how their offline identities affected their real-life identities and to what extent they 

translated their fandom identity in real -life. These three parts of the interview questions 

were all adapted from Ratka (2018).  

 Besides, a list of questions was adopted from Ratka (2018) was asked and 

recorded on a Likert scale ranging from Strongly Disagree, Disagree, Neutral, Agree, 

and Strongly Agree. Some questions that were asked include: Your friends and family 

in real life know you are a fan, You frequently purchase band merchandise (official or 

fan made), You frequently wear Kpop merchandise in public, You notice a difference 

in language or humour since being in the fandom, You have met a friend from the online 

fandom in real life and You attend as many concerts that you can. These questions are 
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used to validate the answers of second research questions on the effect of online identity 

into their real-life identity. 

It was hence important to record every statements of the participants in order to 

analyze how the participants construct their identities on Twitter profiles and to examine 

if the participants feel that their online identities has had an effect on their offline 

identities.  

 

 

3.4 DATA COLLECTION PROCEDURE 

Once the researcher had decided what research design was going to be employed in this 

study, the researcher started working on collecting data. In this study, the researcher 

had decided to employ interview method to collect data.  

Firstly, the researcher focused on online observation on Twitter. Every potential 

participant’s Twitter profile was pre-screened to make sure they were active in terms of 

their interaction with other Kpop fans. Twitter is an appropriate platform to study this 

as many online community use Twitter primarily as a channel to connect and keep in 

touch with other fans and with the artist themselves. To recruit participants for this 

study, the researcher had gone through some Twitter profiles that met the criteria in 

order to qualify as a participant in this study.  

Adolescents are appropriate for this study as it is reported that most of the Kpop 

fans are adolescents (Ratka, 2018). Then, a direct message (DM) was sent to them and 

the researcher asked politely their permission to be interviewed. A detailed message 

about the interview was sent to them. Five participants met the criteria and agreed to 

participate after consent forms were signed. Audio interviews were conducted through 

phone calls and they were all recorded using a portable audio recorder as the participant 
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was put on a speaker. Each of the interviews lasted about 15-20 minutes. After the 

interview was completed, the recordings of the interview were later transcribed into 

Microsoft Office Word before the data being analyzed. 

 

 

3.5 DATA ANALYSIS PROCEDURE 

After the data collection, the data was analyzed by using thematic analysis. Thematic 

analysis approach was according to Braun and Clarke (2006)’s data analysis process. 

This method aims to identify and extract themes and subthemes that are important to 

this study from the data.  

The process started with the process of transcription to gain information and 

insights about the data. The transcripts were reread few times to familiarize the 

researcher with the data.  

After the transcription, open coding scheme was used to gather materials for the 

study and to label, define and build concepts and categories.  

Later, the data was carefully reviewed in order to extract the right and broader 

categories. In this phase, the initial themes were generated so that the researcher can 

review the viability of the potential themes.  

 This process then led to the category construction where the materials that have 

similar ideas are classified into the same categories. The researcher reviewed the themes 

in order to check whether the themes were relevant in the context of the entire data.  

Next, the researcher focused on each themes and determined the subthemes of 

each themes. This helps to illustrate and link the relationships between themes and 

subthemes.  
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Finally, after pulling the data together into themes and subthemes; and analyzing 

the analysis in relation to the existing literature, the report of the findings was produced 

and explained.   

 

 

3.6 TRUSTWORTHINESS  

In this study, the researcher utilized several techniques to ensure rigor and 

trustworthiness of this study. Hayashi, Abib and Hoppen (2019) contended that 

trustworthiness is important in order to achieve credibility in qualitative studies. They 

further described that “trustworthiness” has four criteria which are credibility, 

transferability, dependability and confirmability that map onto validity, reliability and 

objectivity in quantitative studies. The strategies that were employed were member 

checking, triangulation, and adequate engagement with data. 

 

 

3.6.1 Member Checking 

Member check is a technique used to increase validity and credibility of the study.  It is 

also a way for participants to review the objectives and solicit the outcome of the 

findings (Thomas, 2017). Once the interview was completed, the researcher did a quick 

summary and asked the participants to review and comment the interpretation of the 

data. In addition, the researcher also made sure the participants’ perspectives were 

adequately represented by asking if they had anything to add to their responses. The 

questions were also asked in different ways to prevent the researcher from getting closer 

to misunderstanding during the interview. Once the transcriptions were transcribed and 

analyzed, the participants were contacted a second time through Whatsapp to give an 

opportunity to recheck or correct any misinterpretations of their perspectives in the data.  
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3.6.2 Triangulation 

Dependability was another criterion to increase the trustworthiness of the study. To 

ensure trustworthiness, the researcher presented triangulation strategy. Triangulation is 

a means to facilitate validation of data from different sources and methods.  In this 

study, a series of attitudinal questions was analyzed using quantitative method, likert 

scale, which also aims to answer the second research question. This method allows the 

researcher to measure the participant’s agreement with a set of statements and opinions 

from the participants to improve the credibility of the study.  

 

 

3.6.3 Adequate engagement with data 

Adequate engagement with data is another strategy to increase credibility in this 

research. In this process, a number of stages in collecting data has been done until there 

was no new data appeared. In this study, there were several stages used to increase the 

credibility of the data including determining the length of interviews, the number of 

participants and the number of questions that needed to be included in the interview.  

Besides, the researcher also kept a journal to track important things throughout the 

research process which contains the details on how the data were collected and 

analyzed; and how the decisions and interpretations were made throughout the study. 

Hence this process was utilized to develop a valid and credibility of this research.  

 

 

3.7 ETHICAL CONSIDERATION 

The researcher accounted for transparency and accountability of this research 

throughout the research process. Hence the researcher had engaged with several ethical 

considerations in this study which included informing the participants that their 

participation was voluntary, providing them adequate information of the study, 
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explaining how they were chosen to be participants, requiring them consent forms and 

assuring their confidentiality. The consent forms that entail the purposes and 

information of the research provided the participants to enhance their informed consent.  

Additionally, the participants were also informed that their participation in this 

research was voluntary and if they wished to withdraw from the interview, they should 

let the researcher know. The researcher also briefly explained how they were chosen to 

be part of the participants in this research and that their Twitter profiles have led them 

to be in the interview. Finally, the researcher also assured the anonymity of the 

participants by giving them pseudonyms. These ethical principles allow the participants 

to give their perspectives on this research and subsequently allow the research to be 

judged (Kalu, Felicity & Bwalya, Jack, 2017).  
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CHAPTER FOUR 

FINDINGS AND DISCUSSION 
 

 

 

 

4.0 INTRODUCTION 

This chapter presents the findings and explains the themes that emerge from the 

responses. The findings are compared and discussed with past findings. The study 

sought to answer to the following research questions: 

1. How do Kpop fans identify with their Kpop fans community on Twitter? 

2. How do Kpop fans’ online personalities influence their real-life personalities? 

The first research question is divided into two main themes which are identifying with 

Kpop fans on Twitter and identity construction of Kpop fandom on Twitter. Meanwhile, 

the second research question has one main theme which is online and offline behaviour 

of Kpop fans. 

 

RQ1: How do Kpop fans identify with their Kpop fans community on Twitter? 

4.1 IDENTIFYING WITH THE KPOP FANS ON TWITTER 

Twitter offers some functions that allow fan communities to identify other fans that 

share similar interests on Twitter. My participants who are already a part of Kpop 

community found that tweets and retweets, profile pictures and headers, and usernames 

assisted them in the identification process of Kpop fandom on Twitter. 

 

 

4.1.1 Tweets and Retweets 

When creating an account on Twitter, people will usually tweet or retweet something 

to make themselves presented on Twitter. Even though tweets are only limited to 280 
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characters but it establishes partial identity of the users on Twitter. Two of the 

participants stated that tweets and retweets play a major role in the identification process 

of Kpop fandom on Twitter. Participant 1 responded that she can recognize other Kpop 

fans through tweets and retweets, “If the profiles contain Kpop-related tweets and 

retweets and have many interactions with Kpop idols, it is a sign that he or she is part 

of us”. The tweets are like posts that display all the interactions that people had with 

other users on Twitter. Lovin (2007) stated that a community can be identified by 

looking with whom the person has had interactions.  Mediated interaction liberates 

community recognition in the digital world. Participant 4 added: 

“Some of Kpop fans are even making threads of tweets to show their love 

towards their idols, and usually the threads will be pinned onto their profiles. So 

whenever people peeked into their profiles they will notice this tweet first and 

instantly know that she is a Kpop fan”. 

 

 Pinned tweets briefly give insights on what they want to be presented on Twitter as the 

pinned tweets appear to be the first tweet shown on their profiles.  Participant 1 told me 

when looking into other fans’ profiles, it is important for her to see if the “tweet contents 

contain Korean language characters or not”. She reasoned that tweeting in the Korean 

language depicts that they are “Korean language learners who are into Korean stuff 

either as Kpop lovers or Kdrama lovers”. The devotion to learning Korean language 

proved the claims made by the findings of Otmazgin and Lyan (2013) that Korean music 

and dramas have influenced Kpop fans to learn Korean language. Participant 2 also 

stated “if she tweets about Kpop stuff very often that indicates that she is part of us 

because I believe the endorsement was entirely explained in the tweets or retweets, her 

interest of Kpop”.  The frequency of updating about Kpop on the feed also provides a 

stronger sign that they are Kpop fans since tweets and retweets are endorsements.  
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Therefore, tweets and retweets serve as one of the forms of information for Kpop fans 

to communicate about them. The following section presents profile pictures and headers 

as a way for Kpop fans to identify other fans on Twitter.  

 

 

4.1.1 Profile pictures and Headers 

New account users on Twitter normally receive a list of recommended followers to 

follow on Twitter and this algorithm-powered feed features ‘who to follow’ based on 

the previous following preferences. The profile picture that represents the initial 

character of Twitter users plays an important image to gain new followers. Based on 

the responses of the participants, the majority agreed that profile pictures can 

communicate the identity and it is easier for them to recognize their fans through photos. 

Participant 5 shared that she can spot the Kpop fans by only looking at their profile 

pictures because “usually Kpop fans put their idols’ pictures as their profile pictures”. 

The results support the findings by Hong (2015) that the profile picture is a way to find 

other fans on Twitter. The participants all mentioned that profile pictures initiate their 

first impression towards the persons and “it is easier for them to recognize if they are 

part of Kpop fandom”.  

Besides, profile pictures and headers give less effort for them to identify 

someone due to the faces they have in the message. Profile pictures introduce identities 

that briefly describe what kind of person he or she is (Hong, 2015). Participant 2 

responded that the interests of a person can be showed through the headers as well. 

Participant 2 added that the obsession of fans towards their musicians is portrayed 

through their profile pictures with a matching of headers “I notice that my friends who 

are Kpop fans have profile pictures and headers matched”. She explained that the reason 
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why most Kpop fans do that is to gain more followers on Twitter. However, Participant 

2 mentioned that “there are some of the fans who do not use their Kpop idols as profile 

icons because they have separate accounts for fandom and personal use”. She explained 

that Kpop fans who use their idols as profile pictures normally combine these two 

accounts. Additionally, Participant 3 explained her motive behind the separation 

accounts was to keep her personal account apart from the fandom account. She said: 

“It is easier for me to fangirl over Kpop stuffs on my fandom account without 

being judged by my non Kpop followers when I use my personal account”.  

 

As the results of the interview showed, profile pictures work as bridges in assisting 

Kpop fandom to spot other fans on Twitter as visuals are powerful in conveying 

information. In addition, my participants did discuss that they identify other fans 

through usernames, which will be discussed thoroughly in a later section.  

 

 

4.1.2 Usernames 

Participants also utilized usernames to curate their identities on Twitter. Username is 

not as essential as profile picture but it could give insight into identities, portraying 

one fragment of one’s identities in mediated space. Participant 5 shared that the first 

thing she would consider when creating a Twitter account is username as username 

permits her to show her creativity in producing new names on Twitter. She added that 

she usually created “usernames that reflect her Kpop fandom” in order to devote her 

Kpop idols. This function enables the users to dedicate their favourite artists and 

somehow give a reputation for other people to recognize her as a fan of Kpop. 

According to Kietzmann (2011), users who use fandom-related usernames may attract 

other fans to follow them. This is because the users want to surround themselves with 

like-minded people who have similar thoughts and opinions on their timeline and 
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consequently link to feelings of belonging among them. By using this way, it helps the 

fans to sense other fans’ presence on Twitter. In the following theme, we will look at 

how Kpop fandom navigated their identity on Twitter.  

 

 

4.2 IDENTITY CONSTRUCTION ON TWITTER 

The interview results provide elements of how individuals crafting their individual 

identities on Twitter. The elements that lead to their identity construction on Twitter 

were profile pictures and headers, biographies, the hierarchy of Kpop fandom and 

fighting negative stigma of Kpop. 

 

 

4.2.1 Profile pictures and Headers 

As profile picture is all about making an impactful first impression towards other fans, 

most of the participants choose their idols’ pictures as their avatars to carry brand new 

images of them over into the online world. All the responses stated that they put their 

idols’ pictures to show their love towards their idols and to entice new followers. They 

mentioned that the photo selection is based on their interests and audiences, hence 

proved a finding indicated by Pearson (2010) that profile pictures dictate their targeting. 

Participant 3 responded “Profile pictures and headers basically will be judged by others, 

so I want to ensure that I have the best picture of me to present in this digital world”. 

Therefore, avatars and icons are reflections of how they want to be seen and presented 

in an online world (Hong, 2015). As the participants mentioned about their visual 

presentation, they also added that the information they put in biography sections gives 

them the opportunity to navigate their identity. Hence, the next section will cover the 

biography box as a way to communicate and present who they are on Twitter.   
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4.2.2 Bio/ Description Box 

 In addition to appearance expressed in profile pictures, fans also highlight keywords of 

their interests and represent them with emojis in the biography section. The participants 

described their biography sections are usually contained with fan club names. 

Participant 1, Participant 3 and Participant 4 who are respectively fans of BTS 

(방탄소년단), called themselves as ARMY.  Participant 3 responded that she wanted 

to be identified as a BTS fan on Twitter to attract other ARMY to follow her. 

Meanwhile, Participant 4 said: 

“…I include where I am from, by using my country abbreviation MY and I also 

write my favourite fandom club which is ARMY. I think by including these two, 

I am able to reach more international friends” 

 

This demonstrates that she attempts to build rapport with people who have similar 

interests and locations. People attract to people who are similar to themselves. As such, 

this works as the discourse, inviting like-minded individuals to them, hence defining 

their identity (Hong, 2015).  However, when asked if they felt that powerful biographies 

can attract many followers or not, the responses from 2 participants were different from 

the other participants. Participant 3 and Participant 4 both disagreed that good bio 

description can entice new followers. Participant 3 responded that in Kpop world: 

“…we as Kpopers do not mind having good bio description because normally 

I found that fandom site that has many followers does not really have good bio 

description and those who have many followers are because they are either 

active on posting about Korean stuffs or selling merchandise” 

 

Hence, powerful bio description does not work among Kpop fans to gain more Kpop 

fans followers. In spite of this, Participant 4 stated “You just need to write something 

like your fandom club name, like EXOL, and that is enough for you to say that you are 
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Kpop fan”. Therefore, putting fandom club names is sufficient to spot like-minded 

people through the self-constructed ‘keywords’ in the biography sections.  

The self- construction identity implicated in asserting certain statuses between 

fandom. The identities and degree of the fandoms in the hierarchy are both necessary to 

prove their presence within the community. Hence, the following section explores the 

construction of self in the degree of fandom within the communities. 

 

 

4.2.3   The Hierarchies of Kpop Fandom 

When having interactions within the community of Kpop fans, there were responses in 

the community that stated some of the Kpop fans are regarded as someone who has a 

higher level of authority and respect within the fandom. All participants expressed that 

the level of authority in fandom is defined through investment in socialising and sharing 

(Williams, 2016). The identity of Kpop fandom is also curated through investment to 

validate their existence within the fandom. Participant 2 admitted: 

“ I’m telling you what, I once had purchased a concert ticket that costs up to RM 

1,000 just to grab the opportunity to meet my favourite idols. It is an 

opportunity…plus I don’t need to travel to South Korea to meet them. I think it 

is impossible for me to meet them though so this is the time. For the 

merchandise…last week I just purchased few official merchandises from their 

online store. It is a bit pricey, of course, but getting the official one is like giving 

me a breath of new oxygen”  

 

Participant 5 stated that her merchandise cost an estimated around RM 350 and she said 

that is quite a normal price for merchandise sets. Meanwhile, Participant 3 said although 

she cannot afford to buy expensive merchandise so she “dedicated most of her time 

tweeting using hashtag # to vote her artists to be top of music shows and charts”.  

Participant 1 on the other hand, said that “ I invested my time and money to meet 
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Hanbyul and even attended the meet and greet session to give him support”. Hence, 

through these activities, fans can prove their power and cooperate in their fandom.   

When asked why they respect people who consume expensive goods and tickets, 

Participant 3 reasoned that “only rich Kpop fans can afford to purchase expensive VIP 

tickets and merchandise that cost up to thousands”. Meanwhile, Participant 2, 

Participant 4 and Participant 5 expressed that the more you invest the more it shows that 

you are “loyal and dedicated fans”. For fans, the degree of one’s fandom is directly 

related to the cost of investment and the ability to ensure they can compete with other 

fandoms for their idols’ fame. Hence the results do support the findings by Atiqah Ab 

Rahim (2019) that the hierarchy concept in  Kpop fan community is defined through 

the investment. The investment means loyalty and devotion to a particular object, in this 

case, their Kpop idols. In the same way, Kpop fandom has the ability to invest for 

fandom,  Kpop fans also work together to defy negative stereotypes towards them. The 

next section covers the existence of negative attitudes and self reconstruction of fans 

towards negative connotations towards Kpop and their fans.  

 

 

4.2.4 Fighting Negative Stigma towards Kpop 

As Kpop fandom culture has become part of mainstream culture (Zailin, et al, 2013), 

there are many social media that appear to flood with Kpop related posts especially on 

Twitter. This in another way, has sparked negative stereotypes towards Kpop and their 

fans. Two of the participants believed that Kpop and their fans are still misunderstood 

to general public. Participant 3 responded that Kpop fans always get associated with 

“uneducated, lifeless and ugly”. The fear of being judged hangs over her head whenever 

she wanted to tweet about Kpop hence the reason why she created an account, 

particularly for fandom use. Therefore through these fandom accounts, all Kpop fans 
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can tweet and discuss their thoughts freely without being judged. Apart from that, 

Participant 2 stated: 

“Many elder generations said Kpop is not a good portrayal for Muslims, infusing 

bad influence, glamorizing unwanted culture and basically not appropriate for 

Malay culture. It really hurts the most when listening to things that are untrue” 

 

 Participant 2 who has been a Kpop fan since 2010 said that throughout the years she 

noticed that people are now slowly shifting their perception towards Kpop. She said in 

order to combat these stereotypes she tried reminding her friends who are Kpop fans 

“not to have partisan demeanor or being ‘knee-jerkish’ when people criticized them”. 

They need to prove that those negative stereotypes are inaccurate. Even so, she said that 

“the current portrayal of Kpop fans may not be perfect and negative connotations still 

exist, but the consensus is that it is getting better and will continue to get better in the 

future”. As such, this process can lead to the fans’ identity construction as they are 

highly concerned with changing perceptions of non Kpop fans towards them. Therefore 

these negative stereotypes influence the behaviour of Kpop fandom in combatting their 

bad perceptions towards them, which creates another persona online. Hence the 

following section further discusses the online and offline behaviour of Kpop fandom by 

looking at few perspectives of Goffman’s theory.  

 

RQ2: How do Kpop fans’ online personalities influence their real-life personalities? 

4.3 ONLINE AND OFFLINE BEHAVIOUR OF KPOP FANS 

The final questions of the interview gathered information on how their online 

personalities influence their real-life personalities. Participant 2 responded that she had 

set apart her offline life and online life because she had a total different personality 

when she went online. Participant 4 also responded that she had different personalities 

online and offline, “I am livelier and bubbly within my online fandom but in real-life I 
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am just an introvert girl who does not do much talking with my friends”. Her portrayal 

online is personalised according to her followers’ expectations because she wanted to 

appear as someone else in digital world. According to Ratka (2018), the digital 

presentation of self is highly curated and planned since there is more chances to 

carefully think through behind the screen rather than face-to-face. 

Goffman (1959) presented his dramaturgical theory that ‘front stage’ behaviour 

is altered according to the audiences, in this case, Twitter is the ‘front stage’. Most of 

my participants who have accounts dedicated for fandom use are not presenting similar 

versions at ‘front stage’ and in fact, they curated another version of themselves to cater 

to their followers.  The followers however, affect how they tweet. As Participant 3 said 

“I am afraid of being judged so when I am using my fandom account I can be whatever 

I want because I am anonymous there, no one knows me” and it shows that anonymizing 

in online platform can be seen a form of concealing identity because of external factors, 

in this case, factor of gaining like-minded followers.  

In the responses that referred to the changes that had affected their attitudes and 

presentation in real-life, all the participants claimed to have noticed differences in their 

attitudes since being in the fandom. Participant 1 mentioned “Since being in the fandom, 

I had made a lot of new friends and connections which I believe has reinforced my 

social skills and confidence”. Participant 4 responded that her fandom that she met had 

started to make her feel “on cloud nine when communicating” and she said it resulted 

when she did interaction with her family as well. Meanwhile, Participant 5 stated: 

“I was a shy person and the first time I met my fandom online, my Kpop 

fandom, I did not expect that I would become very comfortable and talkative 

with them. I don’t know if their existence made me feel comfortable or what 

but what I knew is that my personality has changed towards better. And I 

know that I am different now…until I met them.” 
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The online fandom activities had affected who they are offline. Besides, Participant 3 

also brought up the impact the Kpop fandom has made on her in her real life. She said: 

“…I was living the life where I was seen as someone who was shy and quiet 

and as soon as I found my Kpop fans online, my life has changed in terms of 

being more confident and more talkative. I was shaped to be confident and 

courageous inside my online community because… to stand up for my idols and 

to encounter thousands of bashes I received, I need to be one. And most 

importantly the experiences and connections made inside the community have 

given me a huge impact on who I am in my real life. I socialize more, I talk more 

and I am as bold as lion to vocal my stances when I am with my friends, offline 

friends. I realized that I have gotten more new friends now.. and yes, my online 

identity influences my real-life identity...” 

 

This reflects that it is the power of commonality and experiences that bring them 

together and leads to the changing of real-life identity. Contrary to a study by Mc Carty 

(2012) which claimed that real-life has bigger effects on how they act online, this study 

reveals that online experiences influence real-life experiences. In addition, when asked 

if they had met their online friends in real-life, the majority of the participants strongly 

agreed that they had met them at least once in real-life. 

The experiences made within the online community has a prominent impact on 

someone in real-life experiences even though the socialization only occurs online 

(Chamourian, 2017). The participants’ responses saw the differences between their 

personality when they go online and offline, influencing their real-life identity. In terms 

of Goffman’s front and back stage theory, this study finds that the participants are aware 

of their online visual impression and use impression management process to alter a 

successful image of them online. 
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CHAPTER FIVE 

CONCLUSION AND RECOMMENDATION 
 

 

 

 

5.0 CONCLUSION OF THE STUDY 

This study is interested in how Kpop fandom identify with other fans on Twitter and 

how their identities on Twitter affect their real life identities. Twitter provides a 

platform for users to curate and present identities to others. By interacting within the 

fandom in this online platform, there seems to have a significant effect on fandoms’ 

online and offline identities which transcends the idea of sharing a love for the same 

idol. The findings of the study reveal there are several functions on Twitter that assist 

the fans in the identification process of their fandom. Tweets and retweets that contain 

Kpop information reflect the enthusiasm of one person has towards Kpop. 

 Profile pictures and headers employed in Twitter profiles are able to help other 

fans to identify their fans. Meanwhile, fandom-related usernames indicate the passion 

they have towards the musician. The study also presented that Kpop fandom curated 

their identities through profile pictures, biographies, investment and by overcoming 

negative stereotypes towards them. Based on the dramaturgical perspectives introduced 

by Goffman, the participants also concealed their real identities by using fandom 

accounts like the ‘front stage’. Their identities are carefully designed to promote their 

online representation. Additionally, the study also indicates that online identities 

influence real-life identities in several ways. This is contrary to several studies that 

claimed real-life identities have a bigger influence on online identities. This study also 

proves that online identities have a significant impact in real-life identities.  
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5.1 LIMITATIONS 

This study has potential limitations. The number of participants was in a smaller 

sample size and the results cannot be generalized to others. Hence, the results could 

obtain a more in-depth exploration of this study. Another limitation of this study was 

the method of this study. Critical ethnography is the most appropriate method for 

pursuing this topic because this study involves a lot of engagement within the fandom.  

The engagement with another fandom provides valuable insights and opportunities 

into the study of online fandom. 

 

 

5.2 RECOMMENDATION 

This study was about music fandoms and another way for future studies to explore 

would be the study of other fandoms on another online platform such as Reddit. It is 

interesting to study the fandoms on Reddit as the content on Reddit is way different 

from any other mediated spaces. This, on the other hand, would give an impact on how 

individuals construct and pertain their identities online in order to fit into different social 

settings.  
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APPENDIX 1 

 

Participant 1 Interview (24 years old) 

 

I: How frequent do you engage with your fandom online? 

P: I engaged with fandom online most of the time when I’m free or bored 

I: How frequent do you tweet and retweet posts that related to kpop? 

P: I tweet and retweet about Kpop every time I go online, I think I did that almost 

every day 

I: Do you have any account that dedicated for fandom use? 

P: So far not yet. I only own my own account to tweet about Kpop 

I: What do you consider when creating an account? 

P: If I want to create an account for fandom, I will consider putting my idols’ picture 

because I think that’s going to be other’s first impression to me.  

I: How do you identify other Kpop fans on Twitter? 

P: I think I can identify them through their tweets and retweets first. If the profiles 

contain Kpop-related tweets and retweets and maybe if the tweet contents contain 

Korean language characters or if they have interactions with Kpop idols, it is a sign 

that he or she is part of us 

I: What aspect do you see first on other fandom profile on Twitter? 

P: In….the frequency of them updating about the idols, tweet and positivity 

I: Positivity? 

P:  Oh I mean, the tweets that contain positive vibes 

I: How do you present yourself as a Kpop fan on Twitter? 

P: I presented myself as a Kpop fan on Twitter by tweeting about the idols I like and 

retweeting other related posts about Kpop. People will have an idea that you are into 

Kpop when you tweet and retweet stuffs like that. 

I: Have you ever felt like your experience on online fandom has affected your 

behaviour, attitude and self-presentation in everyday life? 

P: Yes I have. I made a lot of new friends and connections and since being in the 

fandom, I had made a lot of new friends and connections which I believe it has 

reinforced my social skills and confidence 
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I: Do you think it is true that having good bio description on Twitter can entice many 

Kpop fans followers? 

P: Yes I do. Especially when you’re creating and handling a fandom account. Plus if 

you are tweeting good stuffs, it is a bonus though because there would be many 

followers want to follow you 

I: Do you think that Kpop fans would invest in purchasing official fandom goods to 

keep the social hierarchy in their community? 

P: Yes, I know some of the fans would purchase and collect official fandom goods 

only for self-satisfaction but it is not solely for social hierarchy purpose. I also 

invested my time and money to meet Hanbyul and even attended the meet and greet 

session to give him support. 

I: Do you think it is true that hierachy concept in a Kpop fan community is defined 

through the investment? 

P: I don’t think so. It is not based on who invest more will be in the higher hierarchy 

in Kpop community 
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Likert Scale: Strongly Disagree (1), Disagree (2), Neutral (3), Agree (4), Strongly 

Agree (5) 

 

 

 

  

 Fan 1 

 

Fan 2  Fan 3 

 

Fan 4 Fan 5 

Your friends and family in 

real life know you are a fan 

 

5 5 5 5 5 

You frequently purchase band 

merchandise (official or fan 

made) 

 

2 5 4 5 3 

You frequently wear Kpop 

merchandise in public 

 

3 2 4 4 2 

You notice a difference in 

language or humour since 

being in the fandom 

4 4 5 5 5 

You have met a friend from 

the online fandom in real life 

 

5 5 3 4 5 

You attend as many concerts 

that you can 

 

2 4 3 4 3 
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APPENDIX 2 

CONSENT FORM 


