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ABSTRACT 

This research is motivated by the phenomenon of the rampant development of 

clothing brands in Indonesia, especially Yogyakarta. Starcross is a clothing 

brandfrom Yogyakarta that has survived from 2004 until now. This research aims 

to describe Starcross's strategy in shaping its brand image through organizing the 

Wild Ground Fest event. The method used in this research is descriptive qualitative 

using brand identity theory. data collected through in-depth interviews and 

observations on Wild Ground Fest social media. The results showed that Starcross 

through Wild Ground Fest succeeded in building a positive brand image. This is 

because Starcross always involves the youth creative community in every event, 

thus creating a strong emotional connection with the creative community. Thus 

Wild Ground Fest is not just a music festival, but also a platform for young people 

to express and innovate, so that through Wild Ground Fest Starcross strengthens 

its brand image as the main supporter of the creative community. 

 

 

 

Keywords: Starcross, brand image, event, Wild Ground Fest, creativity, brand 

identity 
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ABSTRAK 

 

 

Penelitian ini dilatarbelakangi oleh fenomena maraknya perkembangan clothing 

brand di Indonesia khusunya Yogyakarta. Starcross merupakan clothing brandasal 

Yogyakarta yang berhasil bertahan dari tahun 2004 hingga sekarang. Penelitian ini 

bertujuan untuk mendeskripsikan strategi Starcross dalam membentuk citra 

mereknya melalui penyelenggaraan event Wild Ground Fest. Metode yang 

digunakan dalam penelitian ini adalah deskriptif kualitatif dengan menggunakan 

brand identity theory. data dikumpulkan melalui wawancara mendalam dan 

observasi pada media sosial Wild Ground Fest. Hasil penelitian menunjukkan 

bahwa Starcross melalui Wild Ground Fest efektif dalam membentuk citra merek. 

Citra merek yang dihasilkan yaitu Starcross sebagai clothing brand lokal yang 

menjadi wadah serta pendukung komunitas kreatif dalam berekspresi dan 

berinovasi. 

 

 

 

Kata Kunci: Starcross, citra merek, event, Wild Ground Fest, kreativitas, identitas 

merek 


