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ABSTRACT 

The widespread penetration of digital communication, especially social media, in every aspect of 
life, provides a means for the women's movement to increase women’s empowerment. 'Aisyiyah, 
one of Indonesia's largest women's organizations, has also started using social media platforms. 
Therefore, this research aims to find out how digital communication is used by 'Aisyiyah to 
promote women's awareness of the issues they face, build the 'Aisyiyah movement's public 
identity, and mobilize collective actions. This single-instrumental case study research was 
conducted during the COVID-19 pandemic when digital communication became much more 
important due to restrictions on mobility and offline meetings. Data was collected through semi-
structured interviews with Aisyiyah's media team and document reviews of its official social media 
accounts (Instagram and YouTube). This research shows that 'Aisyiyah has started to use a 
digital storytelling perspective in empowerment initiatives related to women's issues (such as 
reproductive health, violence against women, and the economy). In addition, strengthening the 
organization's identity in public becomes a significant theme in 'Aisyiyah's digital 
communication. Thus, digital communication efforts for collective action should catch up, 
indicating, in general, that women's movements, especially in Indonesia, still need to form a 
networked social movement. 
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INTRODUCTION 

Digital communication is increasingly penetrating all aspects of social life. Despite 
its widespread use, specific segments of society lag behind others in a 
phenomenon referred to as the digital divide. In many developing countries, for 
example, the gender-based digital divide is a common phenomenon where 
women fall behind men in taking advantage of communication and information 
technology developments (Acilar & Sæbø, 2023; Lechman & Paradowski, 2021). 
This gander-based digital divide occurs in all regions of the world, be it in Asia-
Pacific (Maji & Laha, 2022), Africa (Alozie & Akpan-Obong, 2017), Latin 
America (Gray et al., 2017), and even the European Union (Perifanou & 
Economides, 2020). Despite the digital divide in its societal context, however, 
many women's empowerment movements and women's organizations are also 
inevitably using digital communication in their activities (Han, 2018).  

Indeed, in the growing theoretical studies on women's empowerment, 
communication plays a vital role. Some scholars stated that communication is 
fundamental in women's empowerment to promote dialogue, enhance solidarity, 
gain recognition, and increase participation (Bhandari et al., 2022; Cornwall, 2016; 
Fraser, 2000; Rouhani, 2021). Papa et al. (2000) state that empowerment is 
essentially a communicative process. 

This article discusses the communicative process in the context of digital 
media technology by the ‘Aisyiyah organization in Indonesia's women's 
empowerment movement. We focus on how it uses digital media to raise women's 
awareness, construct public identity, and encourage the collective action of its 
members. Founded in 1917, ‘Aisyiyah currently has branches in all 34 provinces 
in Indonesia with more than twenty million members. ‘Aisyiyah is an autonomous 
organization under Muhammadiyah, one of the most prominent Islamic 
organizations in the world (Sejarah ‘Aisyiyah, 2020). Aisyiyah's program is to 
champion women's empowerment, providing health services as well as education. 
Aisyiyah has built over two hundred health facilities, such as hospitals for mothers 
and children and similar health centers. ‘Aisyiyah also campaigns on various health 
issues, such as HIV/AIDS and women's reproductive health information through 
health institutions, social da'wah (propagation), and Islamic psychology 
development. For the education sector, ‘Aisyiyah has built more than four 
thousand facilities for early childhood, such as playgroups, early childhood 
education, kindergartens, daycare centers, elementary schools, and junior high 
schools. With such a large scale of activities, ‘Aisyiyah is undoubtedly one of the 
largest women's organizations in the world (Sejarah ‘Aisyiyah, 2020). 

Indeed, there has been a recent increase in studies and research 
demonstrating the potential role of information and communication technologies 
(ICT) in supporting women's empowerment (Han, 2018; Lechman & Paradowski, 
2021). Han (2018), for example, points out that due to overly strong government 
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control, women's organizations in China fail to utilize the potential of digital media 
fully in their movements. In Saudi Arabia, women's movement activists combine 
digital media and offline movements to campaign for a specific issue, women's 
right to drive a car (Khalil & Storie, 2020). Meanwhile, Knappe & Lang (2014) 
show the increasingly decisive role of online communication in the women's 
movement in Western Europe. However, it still highlights that it is a tool for 
information dissemination rather than a means of mobilization. In Egypt, digital 
communication is used to handle conflict resolution by HarrasMap, an 
organization dealing with issues of gender-based violence (Bock et al., 2020). 
Twitter has also been used to organize and mobilize in the Women's March 
movement in the United States, and we can see the changes and continuity of 
framing over the years (2017-2019) (Syed & Silva, 2023). Other corresponding 
studies from different countries generally address smaller organizations compared 
to the 20 million-member ‘Aisyiyah. This study contributes to the discourse on 
women's movements and digital media in at least two aspects: it examines how a 
prominent women's organization uses digital media in communications and 
provides insights from Indonesian experiences within the discourse. 

As Indonesia's largest women's organization, ‘Aisyiyah has undoubtedly 
been the subject of research, including communication studies. At the local level, 
Riyadi (2018) shows how the offline communication of Aisyiyah's TB-HIV Care 
task force carries out advocacy in South Sulawesi Province. Several studies reveal 
the resilience of ‘Aisyiyah branches, with various media to continuously carry out 
activities during the COVID-19 pandemic - for example, West Java (Chaerowati 
et al., 2021), East Java (Hazim & Fihayati, 2022), and Yogyakarta (Makruf, 2022). 
Meanwhile, Rochimah & Setyowati (2021)  use a social marketing framework to 
look at the digital communication patterns of the ‘Aisyiyah Central Board during 
the COVID-19 pandemic. Their research findings show that the success of 
messages to market programs related to the COVID-19 pandemic metigation in 
diverse fields confirms the two-step flow information theory, which emphasizes 
the importance of opinion leaders. As part of a civil society organization, what 
Aisiyah is doing is a form of social responsibility. It obvious that overcoming 
COVID-19 is the responsibility of all parties, especially the government, which 
also conducts communication and campaigns about the pandemic, including those 
regarding vaccinations (Muchtar et al., 2022) and coordination by the national 
COVID 19 task force (Boer et al., 2020). 

In general, digital communication in all its forms has been widely used by 
majority parties in Indonesia, either government or CSOs, with diverse campaign 
initiatives, such as political (e.g., Muchtar & Aliyudin, 2019),  health and lifestyle 
(Muchtar et al., 2022; Sudarmani et al., 2021), and zakat collection (e.g., Herman, 
2017). Meanwhile, previous research focuses on communication strategies and the 
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effectiveness of digital communication by women's organizations. To date, no 
research has been conducted on how digital communication and the elements that 
underlie the motives for creating digital communication by ‘Aisyiyah demonstrate 
its role as a civil society organization, especially during the COVID-19 pandemic. 
Therefore, this study is conducted, to show how ‘Aisyiyah constructs public 
identity, increases the concsiousness about women's concerns, and promotes 
collective action. It discusses the elements of digital communication, especially 
those related the impact of the COVID-19 pandemic on women, such as domestic 
violence, women employment and economic empowerment, and access to 
reproductive health. 

This research is a single instrumental case study, in which the researchers 
emphasize an issue or concern and then select one bounded case for illustration 
(Creswell & Poth, 2018). Researchers are interested in exploring the way women's 
organizations use digital communication to actualize their initiatives to empower 
women. It subjected ‘Aisyiyah organization as it is one of Indonesia's most 
prominent women's organizations, even the world. It was conducted during the 
COVID-19 pandemic era, when women were generally more severely affected 
than men (Almeida et al., 2020; Carli, 2020; Connor et al., 2020; Hamel & 
Salganicoff, 2020; Wenham et al., 2020). In a case study, the researchers can review 
the case's uniqueness and approach to a phenomenon's 'how' and 'why' and 
present it in a theoretical model (Creswell & Poth, 2018). 

Data was collected using in-depth interviews and document analysis. The 
informants were selected by purposive sampling of people involved and 
responsible for ‘Aisyiyah's digital communication. The researchers interviewed the 
‘Aisyiyah administrators, Hajar Nur Setyowati (member of the Media Team of the 
Central Board) and Suri Putri Utami (Media Staff of the Central Board) at the 
‘Aisyiyah headquarters in Yogyakarta. The semi-structured interview method was 
used for its flexibility, and it provided complete information related to the research 
subject. This interview protocol allows new things to develop in the research 
process (Marshall et al., 2021). 

The researchers also used document analysis on social media posts on 
Instagram @aisyiyahpusat, YouTube channel ‘Aisyiyah Central Board, and 
Twitter during the pandemic, from March-May 2020 and the second wave of 
COVID-19 surge in June-August 2021. The analysis focused on three issues: 
women's employment, violence against women, and reproductive health during 
the pandemic. ‘Aisyiyah administrators developed ideas from the three issues, 
designed information, and interpreted it into images, videos, writings, or through 
activities such as discussions, da'wah, and counseling. The researchers then 
reviewed the three issue topics based on three aspects—awareness development, 
self-identity affirmation, and collective action (Han, 2018)—that underlie the 
existence of digital communication, especially for women's empowerment issues. 
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In addition, the researchers also collected data of the ‘Aisyiyah organization 
management, such as SOPs/procedures or rules for the information to upload on 
social media. 

RESULTS AND DISCUSSION 

‘Aisyiyah is a gender-based religious organization that actively voices social 
missions and continues to participate in building public awareness of women, 
children, and family issues. Following information and communication 
technology development, ‘Aisyiyah utilizes new media to support internal and 
external organizational communication activities. ‘Aisyiyah uses Instagram, 
Twitter, Facebook, and official website for online publications (see Table 1). The 
content is creation and management is held by Utami (as the media department 
staff) and directly supervised by Setyowati, the coordinator. The researchers 
analyzed the data under the perspective of Han (2018) that digital media empower 
the women's movement in three aspects: the development of women's awareness, 
construction of a public identity, and organization of collective action. 
 

Table 1. Aisyiyah Social Media Platform 

 
Social Media Account Name Followers/Subscri

bers 

Instagram @aisyiyapusat 41.100 

Youtube @Aisyiyahpusat 2.9600 

Twitter @PPAisyiyah 31.700 

Tiktok @aisyiyahpusat 1.093 

Facebook Pimpinan Pusat ‘Aisyiyah 20.000 

Source: Authors' data collection, 2022 

The Development of Women's Awareness 
According to Han (2018), women's movement organizations should adopt digital 
storytelling for building women's awareness of certain issues by optimal use of 
digital communication. The critical aspect of digital storytelling activities is the 
depiction of the characters who have experienced certain issues typically 
encountered by women (e.g., sexual abuse, pregnancy, and others). The characters 
in the story could also be women who have been involved in the activities related 
to women's empowerment. Indeed, 'Aisyiyah has applied such communicative 
practices in its content presentation on social media. The revealed characters can 
be administrators or sympathizers of the ‘Aisyiyah organization and women from 
the general public who are not necessarily members of ‘Aisyiyah. ‘Aisyiyah 
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packages the content into various types: articles covering activities, documentary 
videos, inspirational quotes, summaries of activities in webinar materials, talk 
shows, and podcasts.  

One of the essential issues that ‘Aisyiyah often discusses on its social media 
accounts is reproductive health, especially premature birth. Interestingly, however, 
there are few digital storytelling contents on the premature birth on its official 
Instagram account (@aisyiyahpusat). Such content is presented in infographics; 
for example, on the premature birth rate in Indonesia compared to other countries 
or on the risks of preterm birth (see Figure 1).  

 

 
 

Source: Official Instagram account @Aisyiyahpusat, June 17, 2021 
 

Figure 1. Instagram Infographic – Risk Factors for Premature Baby Birth 

Caption: "Friends of 'Aisyiyah, maintaining maternal health is the main thing to 
support healthy pregnancies and reduce the risk of causes of premature birth." 

‘Aisyiyah's official Instagram account also displays one of the critical issues 
women face when sexual harassment or violence occurs. There happens a typical 
tendency in society to blame the victims of sexual harassment. Society puts blame 
on the victim as the cause of the harassment, for example, due to the clothes she 
wears or the way she behaves. 'Aisyiyah rejects this trend and encourages its social 
media followers to side with the victims. In Figure 2, ‘Aisyiyah urges the followers 
to stop blaming the victims and instead support them to report any sexual case to 
the authorities. 
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Source:  Official Instagram account @Aisyiyahpusat, June 11, 2021 

Figure 2. Instagram Infographic – Stop Victim Blaming  

Caption: 'Sexy clothes, huh?' 'What are you doing out at night?' 'Why don't you 
just shut up?' 'Why don't you fight back?' 'You are the one who teased first!' Do 
those sentences come to mind or are spoken when hearing incidents of sexual 
violence? If so, STOP IT NOW. Stop blaming the victims for any violence. On 
the contrary, we must listen and support them to report it." 

 
The awareness of economic disparity and women's rights in the workforce 

is also a concern for an organization as important as 'Aisyiyah. Therefore, when 
welcoming Labor Day, it posted this concern by saying that the struggle for 
equality still has a long way to go and requires more effort and continuous work 
(Figure 3).   

 
Source   Official Instagram account @Aisyiyahpusat, May 1, 2020 

Figure 3. Instagram Infographic – Celebrating Labor Day 

Caption: Commemorating the Labor Day. This is a reminder that the 
struggle for women workers is still a long way to go. There are still many women 
workers' rights that the employers have neglected to pursue efficiency and 
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effectiveness in the production process." 
From the official Instagram posts, it appears that to raise women's 

awareness, Aisyiyah frames issues of reproductive health and violence against 
women through infographics by providing information of the ptential risks. At 
the same time, 'Aisyiyah also promotes prevention, mitigation, and panic-reducing 
measures to protect the audience and members from these risks. ‘Aisyiyah often 
uses this framing concept, especially in the content that aims to build awareness 
of an issue (Rochimah & Setyowati, 2021). According to Hauer & Sood (2020), 
this type of framing is one of the seven best practices for effective social media 
communication. For example, ‘Aisyiyah builds consiousness about the high 
incidence of preterm birth in Indonesia and the factors that increase the likelihood 
of preterm birth. By doing so, the community is expected to understand the 
information that prospective mothers experience many cases of premature birth 
and avoid activities that can trigger it to happen. While on violence against women 
issues, ‘Aisyiyah urges the audience to change their behavior towards victims of 
violence against women by preventing behavior that leads to victim blaming 
because it will risk the psychological well-being of victims who, in turn, will be 
reluctant to report to the authorities for fear of being ostracized. Both show the 
impact and risks of an incident and provide information about preventive 
measures. According to Utami,  

“While creating content to build awareness about the pandemic's problems 
or impact on women or the pandemic in general, ‘Aisyiyah designs it by 
showing why something can be detrimental to us and will continue by 
providing detailed information about it. Public awareness of the issue is 
expected to be quickly built” (Utami, interview, August 23, 2022). 

Indeed, during the COVID-19 pandemic, the Instagram content of the 
official ‘Aisyiyah account uses infographics, statistical data, quotes from figures, 
and quotations from the Qur’an, which are more static. Furthermore, the live-
streaming content feature on Instagram is also sometimes used. However, because 
health is an essential concern during the pandemic, the content created with the 
digital storytelling strategy in this period is only about maternal, reproductive, and 
children's health. 

The multiplatform digital storytelling strategy had also been utilized by 
‘Aisyiyah to increase women's awareness of the issues they faced, for example, 
through a serial talk show titled "Sharing Stories," where an obstetrician was 
invited to describe the challenges of pregnant women during the pandemic. The 
talk show program was broadcasted live on ‘Aisyiyah's official YouTube and 
Facebook accounts. A few days later, on July 9, 2021, snippets of footage from 
the live event were posted on Aisyiyah's Instagram account. This multiplatform 
strategy could likely increase the message's reach and raise women's awareness.  
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A more thorough digital storytelling effort was made by ‘Aisyiyah through 
its official YouTube account to raise awareness of women’s reproductive issues. 
They posted a content, for example, on YouTube regarding the issue of premature 
births on June 28, 2021, tittled "The Story of a Mother's Struggle with a Baby Born 
Prematurely" in the “Sharing Stories” series. In this talk show, ‘Aisyiyah presented 
a talk show by inviting Setyowati, one of the central administrators and a member 
of the ‘Aisyiyah media team. Setyowati shared her challenges as a mother who 
gave birth to and raised a premature baby. The talk show also invited an 
obstetrician who provided a medical perspective on such an issue (Figure 4). 

    
Source: YouTube Channel of Aisyiyah Central Board, July 28, 2021 

Figure 4. YouTube Digital Storytelling - Sharing the Story: The Struggle of a 
Mother with a Premature Baby 

In terms of raising members’ awareness on the issue of violence against 
women, ‘Aisyiyah has not fully adopted the available features of digital media 
technology. It has been done in this context to digitally mediate the model of 
awareness-raising already prevalent in the ‘Aisyiyah movement, namely in the 
form of religious gatherings that are more one-way and top-down in nature. An 
example was when the ‘Aisyiyah media team posted a video of Siti Noordjannah 
Djohantini, the Chairwoman of the 'Aisyiyah Central Board, delivering a lecture 
entitled "How Islam Views Violence against Women."  

Meanwhile, to increase awareness of women's economic empowerment, 
‘Aisyiyah partially adopted a digital storytelling strategy. Although not explicitly 
planned and created as digital storytelling, this issue is discussed in a virtual 
discussion section, which is then uploaded on Aisyiyah's official YouTube account 
(for example, the one uploaded in July 2020). In the digitally mediated discussion, 
several women workers convey the obstacles and challenges they face in the 
workforce and their professional lives.        

Indeed, Karim (2022) argues that organizations build awareness to change 
public opinion and understanding of women's issues through media advocacy, 
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independent media creation, and public education. Furthermore, Han (2018) 
argues that communicative action is essential in building awareness of certain 
issues. In today's digital media context, women's capacity to speak out is closely 
tied to the communication process, where women can tell their personal stories 
and express their concerns through digital storytelling (Han, 2018). Social media 
embody this act of communication with various communicative elements 
(profiles, posts, likes, shares, comments, bookmarks, and hyperlinks) and 
multiformat capabilities (images, videos, live broadcasts, audio, and blogs/short 
blogs) that allow anyone to play the role of a storyteller.  

‘Aisyiyah is found to have partially utilized available social media features to 
raise awareness of important issues related to women (reproductive health, 
violence against women, challenges in the workforce, etc.). At various levels of 
adoption of digital media, ‘Aisyiyah has consistently tried to execute its social and 
religious duties in improving women's well-being, especially among its members. 
For ‘Aisyiyah, the COVID-19 pandemic has opened up new avenues of 
communicative action to raise women awareness. However, it is apparent that 
‘Aisyiyah faces challenges and constraints in the process of adopting digital media 
technologies to benefit from them entirely.    

Construction of the Public Identity 
Setyowati and Utami asserted that ‘Aisyiyah's organizational identity is a 
manifestation of Muhamadiyah's identity as a reformist organization in issues 
concerning women. Muhammadiyah is a modernist organization based on the 
concept of "Islam Berkemajuan" (literally, “progressive Islam”), which upholds 
the principle of wasathiah (middle way, middle path), maintains tolerance, 
appreciates humanity, and respects the equality of men and women (Ro’fah, 
2016). The concept of "Islam Berkemajuan" is then manifested by ‘Aisyiyah in 
programs concerning women's empowerment in various fields, such as economic 
and labor empowerment, advocacy on violence against women, and promotion 
of reproductive health. ‘Aisyiyah refuces the stigma that women are inferior to 
men.  

At the same time, through its programs, ‘Aisyiyah seeks to change the image 
of a religious organization usually considered conservative and unable to keep up 
with the times. Setyowati explains:  

‘Aisyiyah wants to change its image as a religious organization….  Even if 
you look at the history, many young people contributed to the formation of 
'Aisyiyah. The young members bring a new image of the organization and 
regenerate the organization's values. With their adaptive character to the 
challenges of technology and information, 'Aisyiyah strives to be able to 
develop communication networks with new media, such as social media 
(Setyowati, interview, August 24, 2022). 
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Furthermore, similar to Muhammadiyah, ‘Aisyiyah upholds the principle of 
Islam strongly as the rahmatan lil ‘alamin (the mercy for the universe). 
Consequently, ‘Aisyiyah aims to offer the subject a universal language or delivery, 
even though some of it is dense with Islamic components.  

According to Fiddian-Qasmiyeh (2015), gender-based religious 
organizations are more likely to be able to overcome issues of inequality in 
women's rights and humanitarian because they have the authority to provide a 
personal understanding and are more readily accepted by the community. This 
stance aligns with Rochimah & Setyowati's (2021) explanations about ‘Aisyiyah as 
a gender-based religious organization when carrying out women's issues amid the 
COVID-19 pandemic. With the understanding that religious values play a vital 
role in determining people's perspectives and daily behavior, ‘Aisyiyah positions 
the organization as a non-governmental institution that actively provides 
information and understanding about overcoming the impact of the COVID-19 
pandemic to the general public and at least to members in particular. With 
restrictions on the mobility of people, ‘Aisyiyah asserts its movement identity by 
optimizing digital communication related to women's issues through social media 
so that it can still reach the broadest possible community. 

In the first three months after the outbreak of the COVID-19 pandemic, 
‘Aisyiyah moved its discussion and recitation activities to a virtual space on social 
media, such as Instagram and YouTube. The technological affordances provided 
by YouTube offered an easier way to move from offline activities that relied on a 
physical crowd to digitally mediated ones. In April 2020, for example, a virtual 
discussion activity celebrating Kartini Day, a national holiday commemorating the 
women's emancipation movement in Indonesia, featured academics, ‘Aisyiyah 
women activists, and the National Commission on Women. In addition to 
seasonal themes, such as Kartini in the Digital Era and Kartini's inspiration to 
prevent violence against women, ‘Aisyiyah emphasizes its gender-based 
organization identity by discussion about maintaining family happiness (sakinah) 
during the COVID-19 period (Figure 5). 

    
Source: Instagram @aisyiyahpusat, April 18, 2020 

     Figure 5. Instagram Event Poster– Kartini's Day Online Discussion 
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Caption: "Assalamualaikum Sahabat 'Aisyiyah, Kartini's struggle to advance, 
educate, and empower women is a spirit that we must continue to strengthen and 
fight for according to the context of the times that are also changing. What is the 
spirit of Kartini's struggle today? Let’s participate in the Kartini's Day Online 
Discussion with three different themes and three speakers qualified in their fields 
as today's Kartini." 

Due to the COVID-19 pandemic in 2020 before and during Ramadan, 
‘Aisyiyah also included women's empowerment issues in the virtual religious 
gathering (pengajian) program #RamadhanDiRumah (#RamadhanAtHome). It 
was broadcasted live via multiplatform on TVMU (the nationwide free-to-air 
satellite television), Muhammadiyah's YouTube channel, and TVMU-Jogja 
YouTube channel, managed by the Muhammadiyah Central Board. By 
collaborating with the Muhammadiyah Central Board, the messages of the 
importance of women's role in strengthening social resilience can be shared more 
broadly. Hence, it also strengthens the public identity of 'Aisyiyah as a public 
organization promoting the role of women in society. 

Such coordinated activities also happened when ‘Aisyiyah conducted virtual 
pengajian and discussed women's economic empowerment and small and medium 
enterprises (SMEs) in the COVID-19 pandemic era (Figure 6). 

 

 
Source: Instagram @aisyiyahpusat, May 4, 2020 

Figure 6. Instagram Event Poster-LIVE Pengajian #RamadanDiRumah  

Caption: "LIVE Pengajian #RamadanDiRumah @tvmuhammadiyah @tvmuuadjogja. This 
afternoon | Monday, May 4, 2020 | At 16.30-17.30 WIB Theme of MSME Opportunities in the 
Era of the COVID-19 Pandemic. Speaker: Dra. Latifah Iskandar (Chairperson of PP 'Aisyiyah): 

Watch the live stream on YouTube.  

‘Aisyiyah is supporting the Indonesian government's policy (in line with its 
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umbrella organization, Muhammadiyah) upon tackling and preventing the spread 
of the COVID-19 pandemic. However, ‘Aisyiyah asserted its public identity as a 
gender-based religious organization that provided information to deal with the 
spread of the COVID-19 virus from the Islamic teaching perspective. During the 
first three months after the outbreak of the COVID-19 virus transmission, in 
March-May 2020, ‘Aisyiyah used social media to disseminate information, such as 
the Muhammadiyah edict on the steps that must be taken to deal with cases of 
virus spread. Furthermore, ‘Aisyiyah also uploaded guidelines for worship during 
the pandemic and emphasized the importance of the Islamic teaching of ta'awun 
(or sharing) during the pandemic. ‘Aisyiyah also emphasized that hoarding goods 
for profit (in Islam called ikhtikhar) is haram (forbidden). This practice of hoarding 
goods occurred primarily at the beginning of the pandemic, resulting in market 
shortages of several products, such as facemasks and foodstuffs. 

The role of communication in women's empowerment is considered 
fundamental when dialog, solidarity, recognition, and participation is required 
(Cornwall, 2016; Fraser, 2000, 2009; Rouhani, 2021). In ‘Aisiyah's digitally 
mediated communication, Utami said that the moderator allows participants to 
participate in discussions, submit opinions, or ask questions in discussion forums 
through Live Instagram or YouTube. This interaction allows identification 
between the audience and the 'Aisyiyah movement, thus fostering a shared identity 
between the movement's members and the organization they belong to. ‘Aisyiyah 
often updates posts, news, comments, and articles on social media accounts to 
increase the trend of the women's issues in public. In doing so, these women's 
organizations strengthen the identity of their movements in the social world in 
which they exist. Setyowati and Utami emphasized the increasing importance of 
digital media for building public identity during the COVID-19 Pandemic. 
Routine and essential activities for identity formation that were previously 
conducted offline, such as discussions and religious sermons, were transferred to 
digitally-enabled public identity formation by the exigency of moving such 
activities to the virtual space.  

Collective Action 
In addition to building awareness of women's issues and affirming the 
organization's identity image through communal activities on social media, digital 
communication processes for women's empowerment can encourage collective 
activities and build communication networks. The emergence of digital media has 
paved the way for women to reach a common understanding of their problems, 
which can encourage them to form alliances, coalitions, and networks based on 
the understanding from the dialog and knowledge exchange in the online space 
(Han, 2018). 

To improve the digital communication network between branches 
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nationwide during the pandemic, ‘Aisyiyah Central Board encourages branch 
office administrators to develop their own social media. By doing so, despite the 
pandemic situation, ‘Aisyiyah is continuously able: 

…. to expand the reach of 'Aisyiyah's educational campaign, not only to 
'Aisyiyah members and the community assisted by 'Aisyiyah but also to all 
Indonesian citizens as public audience in the virtual world (Hastuti, 
interview, August 25, 2022). 

Indeed, to compensate for the limited opportunities to gather face-to-face, 
social media is more intensively used to streamline communication and program 
coordination between ‘Aisyiyah Central Board and representative branches in 
several regions in Indonesia. Social media teams of ‘Aisyiyah branches in the 
regions are free to create social media content but still refer to the principles, 
ideology, and issues ‘Aisyiyah Central Board promotes. Women's organizations 
must be dynamic, adaptable to changes, and open for critical thinking about the 
goals to achieve.  

In addition, women's organizations can use digital media to expand their 
collective action and influence society on their political agenda (Batliwala, 2012). 
However, collective action is not that familiar among women's organizations than 
the other two aspects: building women's awareness and building the organization's 
public identity (Han, 2018). Correspondingly, it also happens to ‘Aisiyah's digital 
media deployment, both during the COVID-19 pandemic and in previous times. 
‘Aisyiyah has collaborated with various partners, both national and international 
institutions, since pre COVID-19 pandemic, raising collective action to influence 
the social agenda was not mobilized through digital media. Thus, ‘Aisyiyah and 
other women's movements have yet to form what Castells (2012) calls the 
networked social movement. However, the failure to create a sustainable collective 
social action network through digital media has also been identified by Lim (2013) 
and Shahin & Ng (2022), who emphasize the importance of grassroots 
mobilization and a "brick and mortar" approach in the development of social 
movements. 

CONCLUSION 

‘Aisyiyah had adopted various digital media platforms (website, Instagram, 
Twitter, and YouTube) since the pre COVID-19 pandemic to diversify 
communication channels and expand the reach of women's empowerment 
messages. However, due to people's limited mobility and face-to-face meetings 
during the pandemic, digital media communication became increasingly essential 
to AIsyiyah. The necessity of using digital media was even higher because the 
COVID-19 pandemic exerted a worse impact on women, so the role of civil 
society organizations (CSOs) was vital to empower women. The traditionally 
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more significant burden of domestic affairs placed on women, childcare, 
reproductive health, and termination of employment became more urgent issues 
encountered by women. 

In the early stages of the COVID 19 pandemic, the content of ‘Aisyiyah's 
official social media accounts was directed to build awareness of the challenges of 
women duet o the pandemic. In this way, ‘Aisyiyah also played a role in the 
struggle against infodemics/disinformation and misinformation about the 
pandemic. ‘Aisyiyah's messages at that time were always followed with 
Muhammadiyah and Islamic identity to further emphasize the distinctive public 
identity of ‘Aisyiyah's women's empowerment movement. In the second research 
period, when the handling of the pandemic was more organized and stable, 
‘Aisyiyah's social media messages became more diverse amid new normal and 
social adjustment to life during the pandemic. In both research periods, the use of 
social media for collective action was still limited. Further, this diversity of 
contexts, exploration of the relationship between the women's movement and 
digital media yields a diverse picture, for example, in China, the promise of 
empowerment offered by digital media has yet to be fulfilled due to a strict state 
control. In Indonesia, although there are laws regarding the use of digital media, 
government control in Indonesia over digital media is more relaxed than that in 
China. Therefore, future research could be directed at why large organizations, 
such as ‘Aisyiyah, have only partially utilized the technological affordances offered 
by digital media to empower women. Future research could also lead to patterns 
of technology adoption caused by the media team's perceived ease of use and 
usefulness of each social media platform using the Technology Acceptance Model 
(TAM) approach. The two research areas will complement the exploratory 
understanding of the relationship between digital media and women's 
empowerment. 
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