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Abstract

The purpose of this research aim to study the social construction strategies of
nostalgia phenomenon in tourism communication of conservative retro market community
The qualitative research is used by collecting data from observation, documentary and
in-depth-interview from community members and tourists were 20 peoples. The research
found that the personal media strategy by word-of-mouth between members in
communities and tourists was the most favorite communication. Moreover, the alternative
media such as place, activities, performing art, the way of life, costume, sale promotion
and identities of community were used to persuade intentions of tourists. About the
duration of nostalgia strategies found that each community has different way to retro the
time to construct the nostalgia phenomenon, mostly retro to the middle-past. So that the
conservative retro market community has been constructed meaning to the past in the
form of the integration and simulation which is the main communication strategy.
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