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Scholars indicate that vlogs are based on confessional narratives of intimate events
(Berryman & Kavka, 2018), characterized by "controlled presentations” (Griffith &
Papacharissi, 2010) of the self, and a "calibrated amateurism" (Abidin, 2017) through
which vloggers try to convey a sense of intimacy, relatability and “perceived
interconnectedness” (Abidin, 2015) to their viewers. Like previous genres of diaries and
blogs, vlogs function as Foucauldian "technologies of the self" through which vloggers
turn their everyday life into a self-reflexive project and align with the neoliberal discourse
of productivity (Siles, 2012; Ibrahim, 2020). Thus, compared to former genres,
construction of the "authentic self" in vlogs is not the primary goal but a necessary tool
to form intimacy with the audiences. For women content creators, this complex self-
representation framework implies gendered affective labor, through which they try to
brand themselves in accordance with the post-feminist discourse of entrepreneurial
femininity by showing “the ideal of having it all” (Duffy & Hund, 2015) and carrying out
“visibility labor” to survive in a highly competitive attention economy (Abidin, 2016).

COVID-19 changed what people considered appropriate to share on social media
platforms as the realities of the pandemic shifted users' perception of aspirational
content negatively and led them to seek more authenticity (Molla, 2021). In response to
this shift, influencers adapted their content to the pandemic moment and the audience
expectations. Shortly after many countries started to take precautions against the
spread of the COVID-19, such as stay home orders, a new subgenre of the viog,
namely the "quarantine vlog" started to appear on YouTube.

This research explores how did the COVID-19 effect the cultural production of
influencers — specifically, the affective labor carried out by women content creators — by
examining the recent genre of "quarantine vlog." Quarantine vlogs carry the
quintessential characteristics of the vlog genre. However, they differ from other vlogs,
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and | explain this dissimilarity as a tension between influencers' struggle to form
intimacy with the viewers — which can have a soothing effect in a moment of a crisis —
and the use of vlogs as a neoliberal device to preserve their aspirational image.

In this preliminary analysis, | draw upon “grounded theory approach” (Charmaz, 2006).
In parallel to my ongoing research on influencer cultures, | realized the emergence of
quarantine vlogs in March 2020. Later, with a combination of top search results and
purposive sampling, | transcribed and analyzed 9 videos filmed by women influencers
along with 250 user comments. | transcribed the videos by using YouTube's own
transcription tool and coded them along with the comments by using qualitative data
analysis software NVivo. During this coding process, which took place in concurrence
with the data collection process, | used the line-by-line coding method as proposed by
Charmaz (2006) to analyze the emerging themes and patterns both in the videos and
comments. A limitation to this study is its focus on content creators based in North
America. However, comments demonstrate that viewers are located in different parts of
the world.

Quarantine vlogs demonstrate that influencers are not able to perform the “having-it-all”
(Duffy & Hund, 2015) personae in their videos without first engaging with the mental
stress, anxiety, confusion, and loneliness brought by COVID-19 or apologizing for their
relative privilege and demonstrating sympathy towards their followers who are in
hardship. In this sense, by using “negative affect” (Berryman & Kavka, 2018) in their
vlogs, content creators perform care, which is both necessary to build intimacy with the
viewers and stay visible and relevant in a demanding attention economy as a woman.
Some content creators can also choose to frame their decision to film a quarantine viog
as a way to provide distraction for their viewers or to “check in” with them. The fact that
many commenters reporting to find quarantine vlogs soothing, while they define the
community mainly as providing a “feminine” and “safe” space confirms the gendered
affective labor carried out by the content creators.

In quarantine vlogs, content creators’ affective labor consists of a delicate self-
governing strategy. Creators engage in a 'dialogue with time' (Giddens, 1991), which
consists of re-designing the past and the future through nostalgic imagery and the ideal
of progress. This revised performance helps them to extend their established
aspirational personae to the pandemic conditions by 1) conjuring up memories to re-
imagine a pleasurable past that deserves nostalgic longing, 2) acknowledging the
anxieties and material difficulties tied to pandemic but addressing the current moment
as an opportunity to grow as an individual or to be productive, and finally, 3) reframing
the pandemic experience as the precursor of a better future to come. The placement of
the self in this reflexive and temporal project through the discourses of productivity and
self-growth constructs the quarantine vlog as a Foucauldian technology of the self. At
the same time, this self-governance manages the relationship with the audiences by
presenting a relatable yet "aspirational" (Duffy, 2017) persona that is tailored according
to the pandemic moment.

To conclude, quarantine vlogs and the comments they received are strong indicators
that even during a global health crisis, to stay relevant and visible online, women
content creators need to carry out affective labor by performing care and proving their



resilience in staying productive. It is also remarkable how the configuration of time that
is specific to quarantine vlogs, i.e. the reproduction of nostalgia and the reframing of the
pandemic as an opportunity for self-improvement, does not easily drift apart from the
neoliberal ideal of productivity however users’ everyday life experiences may have
shifted during the pandemic.
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