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INTISARI 

Penelitian ini bertujuan untuk mendeskripsikan strategi promosi di event Jogja Second Fest 

melalui thrifting. Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan 

teknik pengumpulan data berupa wawancara dan studi dokumentasi. Wawancara 

dilakukan terhadap satu orang informan yang berperan terkait aktivitas komunikasi 

pemasaran di event Jogja Second Fest.Hasil penelitian menunjukan bahwa pada tahapan 

perencanaan strategi komunikasi pemasaran, Jogja Second Fest dapat mengoptimalkan 

postingan pada Instagram story dan postingan di feed, dengan membuat timelin 

eunggahan untuk Instagram story dan postingan dapat menjadikan Jogja Second Fest 

konsisten dalam menyajikan konten khususnya pada Instagram story. JogjaSecondFest 

dapat lebih fokus pada konten video Instagram terutama untuk konten reels. Karena 

memanfaatkan konten video reels dapat menjangkau audiens menjadi semakin luas. Dan 

dapat menjadi solusi terhadap pengenalan event Jogja Second Fest. 

  

Kata Kunci : Thrifting, Sosial Media, Strategi Promosi. 
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ABSTRAK 

  Fashion and clothing are used to convey non-verbal messages about oneself to other 

people. The current rise in Thrifting has made some fashion enthusiasts start to switch 

and learn more about Thrift fashion. For ordinary people, Thrift is just second-hand 

goods that are looked down upon, but some individuals have a different view of Thrift, 

especially in fashion and consider that Thrift is not just second-hand goods. This also 

determines how Thrift fashion fans communicate themselves when wearing Thrift fashion. 

Various kinds of assumptions about Thrift attract the attention of researchers to explore 

more deeply the meaning of fashion as communication in Thrift fashion. This research 

uses descriptive qualitative research methods. The technique used in this research is a 

purposive sampling technique where researchers conduct interviews with informants who 

know and wear Thrift fashion. Researchers conducted observations and interviews with 

informants online. From the results of this research, answering the problem formulation, 

researchers found evidence of how fashion is interpreted as communication in Thrift 

fashion with five fashion studies concepts: (1) Emblems of the soul, by showing identity 

when wearing Thrift fashion. (2) The language of fashion, fashion is something important 

and can have a positive impact on other people. (3) Use value, not just wearing, but also 

giving meaning to every piece of Thrift clothing worn. (4) Fashion and clothing are forms 

of non-verbal communication in that they do not use spoken or written, fashion and 

clothing include non-verbal communication, wearing Thrift fashion to appear different 

from other people. (5) A culture of spectacle, there is a sense of satisfaction due to the 

emergence of fashion statements in the Thrift environment. 

Keywords: fashion, identity, communication, fashion studies, Thrifting  
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