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ABSTRAK 
 

Siti Nurannisa, 2210414320016, 2026. Crowdfunding di Media Sosial: Studi 
Etnografi Internet Pada Fandom ARMY Indonesia. Dibawah bimbingan Novaria 
Maulina. 

Fenomena fandom di media sosial tidak hanya berkaitan dengan aktivitas 
penggemar terhadap idola, tetapi juga berkembang menjadi ruang partisipasi sosial, 
salah satunya melalui praktik crowdfunding. Fandom ARMY Indonesia sebagai 
komunitas penggemar BTS kerap menerima stigma negatif di media sosial, namun 
di sisi lain aktif melakukan crowdfunding untuk tujuan sosial dan kemanusiaan. 
Penelitian ini bertujuan untuk untuk mengetahui motif fandom ARMY Indonesia 
dalam melakukan crowdfunding di media sosial, bentuk-bentuk praktik komunikasi 
pada setiap tahapannya, serta keterkaitannya dengan stigma negatif terhadap 
fandom di ruang digital. 

Penelitian ini menggunakan metode kualitatif dengan jenis etnografi 
internet dan landasan teori Digital Fandom dari Paul Booth. Data diperoleh melalui 
wawancara, observasi daring, dan dokumentasi digital. Wawancara dilakukan 
kepada 11 informan yang terdiri atas 7 informan kunci dan 4 informan pendukung. 
Hasil penelitian menunjukkan bahwa motif fandom ARMY Indonesia dalam 
melakukan crowdfunding didasari oleh kepedulian sosial dan kemanusiaan, serta 
keinginan menyalurkan nilai-nilai positif dari BTS. Bentuk-bentuk praktik 
komunikasi dalam crowdfunding diwujudkan melalui tahapan partisipatif dan 
kolaboratif yang meliputi perencanaan, penyebaran informasi, pelaksanaan, serta 
pelaporan hasil melalui media sosial. Crowdfunding juga berfungsi sebagai 
representasi identitas kolektif fandom dalam merespons stigma negatif melalui aksi 
sosial yang transparan. Temuan ini menunjukkan bahwa crowdfunding merupakan 
bentuk budaya partisipatif digital yang menempatkan fandom sebagai aktor sosial 
di ruang digital. 

Kata kunci: ARMY Indonesia, crowdfunding, etnografi internet, fandom, media 
sosial 
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ABSTRACT 
 

Siti Nurannisa, 2210414320016, 2026. Crowdfunding on Social Media: An Internet 
Ethnographic Study of the Indonesian ARMY Fandom. Under the supervision of 
Novaria Maulina. 

The phenomenon of fandom on social media was no longer limited to fan 
activities related to idols but had also developed into a space for social 
participation, one of which was through crowdfunding practices. ARMY Indonesia, 
as the fandom community of BTS, often received negative stigma on social media. 
However, at the same time, the fandom actively participated in fundraising 
activities for social and humanitarian purposes. This study aimed to identify the 
motives of the ARMY Indonesia fandom in conducting crowdfunding on social 
media, to examine the forms of communication practices at each stage of 
crowdfunding, and to explore the relationship between these crowdfunding 
practices and negative stigma toward the fandom in digital spaces. 

This research employed a qualitative method with an internet ethnography 
approach and was grounded in the Digital Fandom theory proposed by Paul Booth. 
Data were collected through interviews, online observation, and digital 
documentation. Interviews were conducted with 11 informants, consisting of 7 key 
informants and 4 supporting informants. The findings showed that the motives of 
the ARMY Indonesia fandom in conducting crowdfunding were based on social and 
humanitarian concern, as well as the desire to channel the positive values of BTS. 
The communication practices in crowdfunding were realized through participatory 
and collaborative stages, which included planning, information dissemination, 
implementation, and reporting results through social media. Crowdfunding also 
functioned as a representation of the fandom’s collective identity in responding to 
negative stigma through transparent social actions. These findings indicated that 
crowdfunding represented a form of digital participatory culture that positioned 
fandom as a social actor in digital spaces. 

Keywords: ARMY Indonesia, crowdfunding, internet ethnography, fandom, social 
media 
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