Jurnal ASPIKOM, Vol. 6, No. 2, July 2021, pp. 303-314
P-ISSN: 2087-0442, E-ISSN: 2548-8309
DOI: http://dx.doi.org/10.24329/aspikom.v6i2.921 m 303

Exploring Self Identity: An Analysis of Audience Reception of Vlogs

Menyelidiki Identitas Diri: Analisis Penerimaan Khalayak Terhadap
Konten Vlog

Rizki Briandanal®, Feni Fasta?, Eli Jamilah Mihardja3, Amer Qasem?*
12Universitas Mercu Buana, JI. Meruya Selatan No. 1, Jakarta Barat, Indonesia
3Universitas Bakrie, JI. HR Rasuna Said Kav C22, Jakarta Selatan, Indonesia

4An-Najah National University, Omar lbn Al-Khattab St., PO Box 7, Nablus, Palestine
*Corresponding author, e-mail: rizki.briandana@mercubuana.ac.id

Abstract

This study analyzed the interpretation of the self-identity projected by Tasya Farasha
through her YouTube content. The development of youth identity today cannot be separated
from the role of social media. In this context, Tasya Farasha’s content was examined from the
viewpoint of the audience who watched it. This study uses a reception analysis methodology
with focus group discussion as data collection technique. The informants in this study were
selected based on criteria and classified based on three different universities in Jakarta. The
result showed that the informants perceived the content of Tasya Farasya’s broadcast as a
reference for youth in forming self-identity both culturally and persuasively in speech and
action. The self-identity that Tasya Farasya projects led to a cosmopolitan identity. An identity
that sees human’s equality in a community. This self-identity also shows its resistance to various
dogmas that discriminate against differences.
Keywords: Audience reception; Indonesian YouTuber; Vlogger; Self-identity

Abstrak

Penelitian ini bertujuan untuk menganalisis interpretasi remaja terhadap identitas
dirinya melalui konten YouTube Tasya Farasha. Perkembangan identitas remaja saat ini tidak
lepas dari peran media sosial. Dalam konteks ini, konten Tasya Farasha dikaji dari sudut
pandang khalayak yang menontonnya. Penelitian ini menggunakan metodologi analisis resepsi
dengan focus group discussion sebagai teknik pengumpulan datanya. Informan dalam
penelitian ini dipilih berdasarkan kriteria dan diklasifikasikan berdasarkan tiga Universitas
berbeda di Jakarta. Hasil penelitian menunjukkan bahwa informan menginterpreatsi konten
tayangan Tasya Farasya sebagai rujukan remaja dalam membentuk jati diri baik secara
kultural maupun persuasif dalam tindakan. Identitas diri yang dipaparkan oleh Tasya Farasya
mengarah pada identitas kosmopolitan. ldentitas yang memandang kesetaraan manusia dalam
suatu komunitas, identitas diri ini juga menunjukkan perlawanannya terhadap berbagai dogma
yang mendiskriminasi perbedaan.
Kata Kunci: Analisis resepsi; Identitas diri; vlogger; Youtuber Indonesia
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Introduction

Millennial generation and social media are two things that cannot be separated
from each other (Sajithra & Patil, 2013). Millennial generation was born at a time when
the most advanced era of internet technology was increasingly being used, especially in
the use of social media as a communication and socializing platform (Pradsmadji &
Irwansyah, 2019). This generation is usually called the Z generation, and this generation
was born between 1995 and 2012 (Turner, 2015). In this new media era, the internet
offers easy communication to be no longer limited by space and time (Fauzi, Fasta,
Nathan, & Jeong, 2020). Social media as part of new media is something that always
goes hand in hand with the millennial generation (Jamil, Rekarti, Briandana, &
Audinna, 2019). Social media, which has now become a medium for self-actualization,
provides more and more benefits for its users (Scharrer & Ramasubramanian, 2015).
Not only in terms of entertainment and information, it also provides income for the
users who use the content. 85 percent of Generation Z states that they use YouTube, 72
percent also uses Instagram and 69 percent uses Snapchat. YouTube itself has become a
type of social media with the highest accessibility in Indonesia (Cunningham, Craig, &
Silver, 2016). Many types of contents have been uploaded on YouTube including food
content, tourist attractions, beauty products, automotive products, variety shows, and
dramas. Even some mass media have started uploading their content on YouTube, so
that the audience can replay past shows that were aired on television (Jones, 2019). One
of the highlights of the many contents uploaded on YouTube is the beauty product
review content, also known as beauty vlogging (Feroz Khan & Vong, 2014; Mulyana,
Briandana, & Fauziah, 2020). Make-up, which was previously used as a complement for
women before traveling or attending certain events, has now become a hobby,
entertainment, and even income for some people.

As one of the social media platforms, YouTube has a characteristic that its content
is created by its users or better known as User Generated Content. This is supported by
Holland (2016) in a study titled How YouTube Developed into a Successful Platform
for User-Generated Content. Of the 3.2 billion people who have access to the internet,
more than 1 billion people access the internet (Rahmi, Sekarasih, & Sjabadhyni, 2016).
Since people can upload and share videos online, YouTube has become part of the
entertainment industry nowadays. User participation itself also creates audience
stability. In the article, Holland (2016) concluded that YouTube has evolved from a
content-sharing site to a platform for creating content by users or User Generated
Content.

With technological developments, social media has been integrated into our lives
and has provided new initiatives (Wardhani, Hesti, & Dwityas, 2019). In recent years,
social media has become an important advertising and communication platform for
marketers who want to reach online consumers (Cigek, 2018). According to Giimiis
(2018), influencer marketing is defined as identifying Social Influencers and
encouraging them to promote or endorse a brand or product on social media platforms.
An influencer, a person who is defined as someone who has the potential to influence
other people, does influencer marketing (loanid & Scarlat, 2017). YouTube, Instagram,
Pinterest, Blogs, Facebook, Snapchat, and Twitter are the media to which many
influencers are referred (Hu, Manikonda, & Kambhampati, 2014).

In the previous studies, it was revealed that product-related information on digital
media affects the intensity of consumer purchases. Wang et al. (2012) stated that
product reviews on social media such as Facebook have a greater influence on the
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intensity of consumer purchases than reviews made by advertising. This is because
consumer reviews are interpreted as more informative and persuasive. Then, according
to Fox et al. (2015), communication with peers on social media is related to a product or
service that also affects the intensity of consumer’s purchases by producing more
positive consumer attitudes and involvement in the product.

In this context, the researchers analyze the audience’s perspective in interpreting
YouTube content. In the concept of reception analysis, the audience is seen as a part of
interpretative communities who are always active in interpreting messages and
producing meanings—not only being passive individuals who only accept messages
produced by the mass media. The reception analysis emphasizes the use of media as a
reflection of the socio-cultural context as a process of giving meaning.

From a conceptual aspect, Webster and Ksiazek (2012) and Mardépo (2014)
argued that society uses media in various ways and for different needs. This refers to
community interpretation activities where Brunsdon and Morley (2005) stated that the
public could take advantage of the messages and meanings obtained through the content
conveyed by the media to understand the activities of their daily life. In this case, people
interpret based on their experiences.

The YouTube contents that were analyzed from the audience’s perspective is
created by YouTuber Tasya Farasha. Currently, Tasya Farasya’s YouTube channel
already has 3.14 million subscribers, and until March 14, 2020, it has 248,242,700
views. These numbers, of course, will increase as time goes by, aline with the activity of
video uploading. Until 2020, Tasya Farasya has uploaded a total of 278 videos. The
uploaded video is not only about make-up tutorial videos, but also videos of her visits to
several facial care product factories, her collaboration videos with several brands,
honest product reviews, sponsorship videos with some E-commerce, her wedding vlog
video, and also question and answer videos. However, so far, in her YouTube video
content, it has been more dominant in topics related to beauty. The information and
learning provided by Tasya Farasya in her Vlog have made women, especially
adolescents, increase their interest in learning about make-up and how to take care of
themselves.

The researchers in this study have also conducted a pre-research before collecting
data for this study. Referring to the pre-research data, it is known that subscribers have
started to follow the YouTube of Tasya Farasaya from this interest. Through Tasya
Farasya’s YouTube, women can look up make-up inspiration, information about make-
up tools, and facial care. Currently, beauty is not only about self-confidence, but also a
person’s identity. Not only beauty, appearance has also been considered as branding of
oneself. What we display in front of others will shape one’s self image in other people’s
perceptions (Chen & Dermawan, 2020). The identity attached to a person can be seen
from what is displayed, and how to be able to respect one’s self is by forming a good
self-identity. Therefore, many women are competing to meet beauty standards. Make-up
becomes a tool to help give confidence (Berryman & Kavka, 2017). How strong is the
impact of make-up on women? A make-up is not only for self-confidence, but someone
with good make-up and appearance will also be more appreciated (Mulyana et al.,
2020).

Both on television and on social media, celebrities are identified as the main
models that represent adolescents and have both positive and negative influences on
adolescent attitudes through modeling without direct interaction (Mulyana, Briandana,
& Ningrum, 2019). Therefore, adolescents can be said to be in transitional periods

Jurnal ASPIKOM, Vol. 6, No. 2, July 2021, pp. 303-314


https://portal.issn.org/resource/ISSN/2087-0442
https://portal.issn.org/resource/ISSN/2548-8309

Jurnal ASPIKOM P-ISSN: 2087-0442, E-ISSN: 2548-8309 H 306

searching for their identity and forming their identity (Briandana, Sofian, & Azmawati,
2018). In addition, at times like this, adolescents need lots of references in shaping their
identity and forming self-identity.

The adolescents who were studied in this study are those at the university level
and live in West Jakarta, Central Jakarta, and South Jakarta. The location selection is
based on Morley’s (2003) concept that states that different social and economic
backgrounds have different interpretations of media content.

Relevant previous studies are discussed as the main references in this study,
namely: Youth, identity, and stigma in the media: From representation to the young
audience’s perception (Mardpo, 2014); New media audience and gender perspective: A
reception analysis of millennials interpretation (Briandana & Azmawati, 2021); Media
Audiences| Digital Mediascapes, Institutional Frameworks, and Audience Practices
Across Europe (Perusko, Vozab, & Cuvalo, 2015); Transnational Audience Reception
as a Theater of Struggle: Young Filipino Women’s Reception of Korean Television
Dramas (Espiritu, 2011).

These previous studies are the main references for the basis of this study.
However, the researchers also criticized these studies, where the shift in viewing
patterns via smartphones has a different dynamic from studies that focus on television.
Regarding watching using smartphones, generation Z audiences who have different
preferences and experiences from audiences born in the previous era usually dominate
this activity. The existence of digital culture is an important point in the context of
audience studies in the digital era. Therefore, this can be a contribution to research that
focuses on digital content (Bonilla & Rosa, 2015).

In this context, self-identity is also used as the main concept in this study.
Forming self-identity is a long and complex process, which requires continuity from the
past, present, and future (Schwartz & Halegoua, 2015). The formation of self-identity
does not occur in vacuum. Aspects of the social world play an essential role in the
formation of a stable identity (Pan, Lu, Wang, & Chau, 2017). This study looks at self-
identity from a different perspective, which is where the media plays an important role
in the process. Self-identity is an awareness of oneself to explain who they are, so that a
person feels as a unique and different person from others (Berzonsky, 2010; Escalas et
al., 2013).

According to Bailey (2003), several stages need to be considered in forming self-
identity. Step I is an interweave of one’s fixed human’s nature and one’s on-going
acquired nature. Step II is selecting aspects out of Step I, interpreting one’s experiences,
and “feeling” one’s interactions with people in building a system of values. A system of
values consists of one’s most cherished immaterial concepts of worth and most prized
material aspirations of value. Both categories are extremely influential in determining
one’s decisions on life-shaping issues. Step Il is prioritizing Step Il values into a
philosophy of life, with the archetype being its core value. Step IV is molding one’s
identity character traits out of one’s philosophy of life. Step V, under the strong
influence of monitored feedback from interactions with the outside world, is designing
one’s personality out of one’s character. Step VI is producing work product from one’s
character and personality (Bailey, 2003).

The existence of idol figures seen by adolescents in television or on social media
can make a significant contribution to the formation of self-identity (Berzonsky, 2010).
Adolescents see, assess, and find interesting values from idol figures, then internalize
them to become part of their formation of self-identity (Gauntlett, 2003). Television or
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social media celebrities have been identified as one of the main models representing
many adolescents and were found to positively or negatively influence adolescent
attitudes through modeling without direct interaction (Rashid, Rahman, & Butt, 2017).
Adolescents idolize and model famous figures without considering whether the
character is good to be an idol figure. Based on this explanation, this study aims to
analyze the interpretation of self-identity which is projected by Tasya Farasha through
her YouTube content.

Method

This study used a reception analysis methodology with a constructivist paradigm.
Reception analysis is an analysis that emphasizes the view of the audience and how they
can produce meanings that are different from what is offered in the media text (Morley,
2003). This reception analysis focuses on seeing how different audiences interpret
media content so that it takes a perspective on the audiences rather than the media itself
(Tennyson & Ray, 2005). This analysis also looks at the contextual influence on media
use and the interpretation and meaning of all audience’s experiences (Briandana, 2019).
Therefore, the concept of reception analysis is important because this study wants to see
how the audience perceives the meaning and pleasure of the media texts offered.

Reception analysis is one of the audience studies in the context of communication
that examines acceptance and the meaning of the message by the public. The message
received by the public through the media in everyday life, both as a topic of
conversation and as a basis for activities carried out based on the topics being discussed.
The audience has the freedom to interpret the meaning of the content of the messages
conveyed by the media (Littlejohn & Foss, 2010). Reception analysis is a concept that
emphasizes the role of the audience in receiving messages, not on the role of the sender
of the message (Briandana et al., 2018). This analysis tries to understand how the
audience interprets the messages conveyed by the media so that these audiences accept
and follow the messages they get. According to McQuail (2015), reception analysis
emphasizes the use of media as a reflection of the socio-cultural context and as a
process of giving meaning through audience’s perceptions of experience and
production.

This study is based on the viewpoint of cultural studies using Stuart Hall’s
encoding-decoding theory. Based on Hall’s framework, the coded message is
interpreted by the audience (Hall, 2003). Three categorizations for audience coding,
namely dominant, negotiated, and oppositional readings (Hall, 2003). Dominant or
preferred readings are produced when an audience completely violates the ideology of
the government that the class interprets television according to the purpose of selecting
the meaning encoded on the text by the television publisher or writer. Negotiated
readings are generated when the audience makes meaningful, personal interpretations
with different content. Oppositional readings are produced when the audience interprets
a message that directly conflicts with the message code (Shaw, 2017).

The data collection technique in this study used focus group discussion. The
selection of informants in this study refers to the following criteria: 1) the informants
fall into the upper adolescent category with an age range of 21-24 years; 2) the
informants have watched Tasya Farasha’s YouTube; 3) the informants come from
different backgrounds, i.e. living in the Jakarta area and from different
universities.Based on these criteria, eight informants were selected in this study. These
informants came from three Universities across Jakarta; Universitas Mercu Buana,
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Universitas Bakrie, and Universitas Muhammadiyah Jakarta.

Results and Discussion

To obtain the results of the study, the researchers collected data by conducting a
focus group discussion; the discussion took place by forming two groups, with each
group having four speakers. The informants were selected based on the category of
adolescents (female and male) aged 21-24 years. They are students, followers of Tasya
Farasya’s Instagram social media, and also Tasya Farasya’s YouTube subscribers. The
discussion was carried out in-depth regarding the resource’s knowledge of Tasya’s
Youtube content.

In the process of forming self-identity, many references are needed to look for
things that we like and dislike, what is suitable for ourselves, what is not suitable, and
what kind of process we want others to see. Self-identity is not only formed by itself.
Many things affect the process of forming self-identity. Over time, internet technology
began to develop rapidly, and adolescents had no trouble finding references for various
things on the internet. Social media is starting to become a place for all of us to share a
lot of content. YouTube, in particular, has also become the main place for creators to
upload various kinds of educational content. Tasya Farasya uses her YouTube to convey
messages to her followers regarding various educational content about beauty
procedures and tips-and-tricks. The contents consist of tips in choosing facial skincare,
make-up products, make-up tutorials, and reviews of every beauty product. The content
of beauty vlogger shows can also be used as a reference for females and males in their
process of forming their own identity as they want, and make-up is used as a tool to
express themselves in their environment. Therefore, what someone displays forms their
identity in public. The following are the informants’ reasons for choosing Tasya Farasya
as a reference in forming self-identity.

I live my life following Tasya’s concept of life. Tasya once said that life doesn’t
need to be complicated. Whatever the circumstances, just keep going. Sometimes
we need privacy, but don’t close ourselves off. From those words, I have shaped
myself to become a person with an identity of being a brave, relaxed, confident
and independent woman. (Informant 1, August 2020)

| like make-up and my identity is known by the eyes makeup | use. People
identify me as “oh the Arab who wears sipat mata (eye liner)’. (Informant 2,
August 2020)

| like my character style, which other people do not necessarily feel comfortable
wearing. | came to know what suits me and what | want to display comfortably.
(Informant 3, August 2020)

Meanwhile, there were different opinions from informants in group II’s
discussion. According to them, Tasya Farasya’s broadcast content also plays a role in
the process of forming self-identity through motivation. According to an informant’s
view, one of Tasya Farasya’s uploads influences is when Tasya always reminds others
to not feel insecure and to always be confident. In fact, that is what made the informant
to be brave enough to upload her passion for make-up by sharing make-up tutorials, or
photos of her make-up results on Instagram.

On the other hand, an informant said that Tasya Farasya’s identity influenced
them in her makeup style. All the information that Tasya Farasya conveyed about the
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product and the tutorial succeeded in making the informant continue to form his
identity. Previously, the informant was very insecure and could not even use an
eyebrow pencil. Several informants said that the tutorial from Tasya and its
motivational content made the informants changed their appearance and were identical
in using an eyebrow pencil.

The same opinion also came from three informants. They argued that Tasya
Farasya makes them more confident in creating an appearance. She makes them aware
of their strengths and weaknesses and what fits and does not fit them. In fact, according
to the three of them, the content of Tasya Farasya’s YouTube makes them know
themselves more deeply and have more self-respect to continue to take good care of
themselves. According to them, the role of Tasya’s broadcast content in forming self-
identity lies more in the desire to explore themselves further and have the courage to
convey and present what is fun and what they are happy to show.

Tasya’s content makes me more creative and confident in my abilities and makes
me want to express myself. I want to present myself for make-up by uploading my
make-up content on Youtube and Instagram with the identity of my make-up that
features quirky eyeshadow, overline lipstick and western-style freckles. In fact, |
want to tell my favorite stuff and my identity to the public. My friends even
labeled me as a “beauty enthusiast”. (Informant 4, August 2020)

From the way Tasya explains something, it is straightforward, clear, and detailed.
So, | want to copy her technique in public speaking. So that | can speak the right
language every time | speak in public, so that the audience can equally
understands easily. (Informant 5, August 2020)

The informants are active users of social media. The results of the research that
the researchers obtained came from various informants with different backgrounds. A
YouTuber can be defined as someone who is known as a YouTube content creator
(Pradsmadji & Irwansyah, 2019). YouTubers emerged because YouTube social media’s
function is to host content in the form of videos. Not only uploading videos, we can also
enjoy videos for free only with an internet network (Prestianta, Nusantara, & Serpong,
2021). YouTube can also be used as a productive field for content creators. Therefore,
various groups are competing to produce works on YouTube. These contents start from
beauty content, gamers, motivation, cooking tutorials, comedy, and various kinds of
useful content to generate loyal viewers and subscribers who generate income for
YouTubers.

Currently, YouTube is widely watched by various groups, both young and old
(Holland, 2016). YouTube has a wider reach than television (Astuti, Giri, & Hidayah,
2020). This can be proven from the habits of Indonesian people in searching for video
content (Ananda & Wandebori, 2016). This is also why informants become YouTube
users to look for references in developing and forming self-identities (Fiani & Sarwono,
2017). The informants subscribe to the creator’s content that they think they should
follow and impact them. Thus, these creators are not only being followed but also being
used as a role model in the process of forming one’s own identity.

This is consistent with the instincts of adolescents who want to find out more and
look for various references for them to follow and their examples (Jones, 2019). Being a
role model for adolescents is very important to help them form their identity as they
want. They can also be a model for what kind of people these adolescents want to be
known, what they want to be seen, and what freedom of expression they want to show
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(Yang, Lin, Carlson, & Ross Jr, 2016). This is especially true in this day and age where
the trend of makeup and various local cosmetics have spread its wings in the Indonesian
industry. Adolescents also flock to start forming their own identities by expressing
themselves through make-up. Not only make-up, various skin treatments are also a
mainstay for teenage beauty activists to maximize their make-up by having healthy skin.
With so many viewers turning to online video, it is only natural that many brands have
also changed their medium to stay relevant and be heard of. One of them is by choosing
YouTube as their brand communication campaign channel (Cunningham et al., 2016). It
is because at this time, people—especially adolescents — access social media more than
television. They spend more time surfing on social media than watching television,
which they think is monotonous. In addition, YouTube has become a medium in
determining decisions, especially when looking for references in forming self-identity
(Moor, Heuvelman, & Verleur, 2010).

Based on the data results, it can be concluded that in interpreting social media, the
public has its own power in terms of interpretation. This is very influential on the socio-
cultural background of the sources where they have a culture or habits and even their
own tastes that have been formed according to their respective environments.

The meaning raised by the audience results from the phenomenon of forming self-
identity, which is a cultural and social belief that is the choice of the audience to look
for references in the formation of self-identity. The audiences shape their identities
through the influence of the media. Media provide an effect or stimulation for the
audiences to form their own identities according to the constructs of social media.

The lifestyle that is formed among adolescents is a lifestyle of recognition of their
respective identities. The informants absorbed this because they enjoyed and accepted
that a person’s appearance, beauty, and self-confidence, especially a woman, are very
necessary.

Therefore, the informants indirectly form self-identity according to the content
they watch in the media. Tasya Farasya’s content is now a reference for informants in
the formation of self-identity. The reception of this message has a positive value for the
people who watched the content of Tasya Farasya’s broadcast. Referring to the data
results, the self-identity projected by Tasya Farasya in her contents leads to a
cosmopolitan identity. Cosmopolitanism, in its development, believes that humans are
in the same community where the main identity of that society is as a human being
himself (Delanty, 2012; Skovgaard-Smith & Poulfelt, 2018). In this context, the
YouTube content that is watched by the audience plays a role in shaping the identity of
the audience. Tasya Farasya in her content, describes all forms of values that lead to
cosmopolitanism.

Based on the explanation above, it can be seen that the majority of the audience is
in the dominant party. It means that they believe Tasya Farasa’s broadcast content can
provide informative things for the viewers. In this context, dominant refers to the Stuart
Hall’s concept which is produced when the audience violates the ideology of the
government and interprets the media according to the purpose of selecting the meaning
encoded in the text (Shaw, 2017).

In fact, following Tasya Farasya on YouTube and Instagram can help the
audiences get references to find their own identity. The audiences also get motivation,
innovation, tips and tricks, culture and communication knowledge. If we look at the
audiences’ interest in Tasya Farasya’s content, they stated that Tasya Farasya’s content
is interesting, very clear in its delivery, useful, and motivating.
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Another meaning seen from the acceptance of adolescents in the formation of self-
identity through Tasya Farasya’s YouTube is that the majority of the audience stated
that Tasya Farasya’s content had an influence on them in society. Therefore, they can
easily view and imitate the content that Tasya Farasya shares.

Furthermore, the informants who watch Tasya Farasha’s YouTube are actively
viewing the selected program content “consciously”. They will take the time to direct
their attention to the program that is being watched. This is in contrast to the type of
“television audience” who often performs random viewings based solely on their
interest in programs that happen to catch their attention at a particular moment.

The results of this analysis can then answer differently to the results of research
proposed by Gray (1999) and Gillespie (2005), which stated that the direction of the
audience has moved towards “content as a product category”—where the audience is
more interested in television as a media without having a specific interest in the channel
or program being broadcasted. On the contrary, in this study, it was shown by the
informants that they, as the audience, use YouTube to select specific programs and
channels as a brand that is deemed appropriate to their interests and needs.

Conclusion

In this study, it is concluded that when the audiences were watching a program,
they identify themselves with a character who is considered to reflect positive values as
a reference in building self-identity. The depiction of figures in the content being
watched provides a kind of reference for the audiences to shape their identities. The
audiences are looking for references for them in order to know what is suitable and
comfortable for them to use and display. In the process of forming self-identity, a role
model is needed to support someone in creating an appearance and being more able to
express themselves, such as what other people want to form. Therefore, adolescents are
looking to shape their own characteristics so that others know them as they expect it.

In accordance with the research objectives, there were various results regarding
the interpretation of Tasya Farasya’s YouTube content. Most of the informants
perceived the content of Tasya Farasya’s broadcast as a reference for youth in forming
self-identity both culturally and persuasively in speech and in action. The self-identity
that is projected by Tasya Farasya leads to a cosmopolitan identity. As an identity that
sees human’s equality in a community, this self-identity also shows its resistance to
various dogmas that discriminate against differences. In this case, the content created by
Tasya Farasya promotes a celebration of difference and imperfection, something post-
colonialism has always rejected. It is hoped that further studies can analyze a more
diverse audience. This is because the audiences are always moving in line with the
dynamics of culture and technology that always develop. In addition, social media is
used as the main preference for today’s audiences.
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