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ABSTRACT

Aims: This research aims to explore the reasons why full-time working fathers consume
live thrifting on Instagram.

Study design:The study employed a constructivist approach, utilizing the Uses and
Gratification Theory to examine the fulfillment of needs and desires of full-time working
fathers in consuming live thrifting on Instagram.

Place and Duration of Study: The study was conducted in Tangerang, Indonesia, from
January to May 2024.

Methodology: Phenomenology was employed in this study. Interviews were conducted
with four informants who are full-time working fathers in Tangerang. The informants were
characterizedbyworkingoutsidethehomefor8-12hoursperdayandregularlyconsuming  live
thrifting on Instagram for at least 2 hours per day.

Results: As part of technological advancement, live thrifting on Instagram serves as a
spaceforfull-timeworkingfatherstomomentarilyescapefromtheexhaustionexperienced at
work. They find entertainment and enjoyment in live thrifting to the extent that many of
themlosetrackoftime.ThisalignswiththeUsesandGratificationTheory,whichpositsthat media
usage is driven by the needs and goals determined by individuals themselves.
Conclusion: Live thrifting on Instagram emerges as a means for full-time working fathers
to maintain their sanity amidst the exhaustion and pressures of life. They do not perceive
livethriftingasanegativeaspectbutratherasameanstoentertainandsatisfythemselves.

Keywords:LiveThrifting,UsesandGratificationTheory,WorkingFathers,SocialMedia

1. INTRODUCTION

LivestreaminghasbecomeoneofthepopularactivitiesconductedaftertheCovid-19
pandemic.Oneofthenoticeablechangesistheadvancementintheuseofdigital platforms
acrossvariousaspectsoflifesuchaseducation,retail,food&beverages,amongothers. The
successoflivestreamingplatformsisalsosupportedbyvariousmultimediafeatures,suchas
streamersbeingabletobroadcastthemselveslive.Duringlivestreaming,streamerstypically
engagewiththeiraudiencebydirectlyaddressingthem.Inthisregard,viewerscansend
guestionsthroughthechatbox,whichwillbeverballyrespondedtobythestreamer.Viewers
canalsointeractwiththestreamerandotherviewersinreal-timewithoutbeinghinderedby
distance.ltisnotsurprisingthatlivestreamingsucceedsbecausestreamingplatforms
effectivelycatertotheaudience'sneedsforinformation,engagement,andinteraction(Ma,
2021).
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Furthermore,withthepresenceofmediaconvergence,individualscannowengagewith
mediaanywhere,anytime,andthroughanygadget.Ultimately,technologicaladvancements
haverevolutionizedhumanexistencebyofferingaplethoraofresourcesaccessiblethrough
theinternet.Itisevidentthattechnologyhasseamlesslyintegratedintoeverydaylife, thus
resultinginwhatistermedas"socialtransformation."Theeaseandconvenienceprovidedby
technologicaladvancementssubtlyinfluencesocietalbehavior(Herlambang&Rewindinar,
2023).
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Fig 1. Media convergence

AccordingtodatafromWeAreSocial, WhatsAppemergedasthemostfavoredsocialmedia
applicationinindonesiainJanuary2024.Themajorityofinternetusersinindonesia,aged 16
to64yearsold,approximately90.9%,usethisapplication. Thisisfollowedbylnstagramwith
auserrateof85.3%,Facebook81.6%,andTikTok73.5%.Intotal, WeAreSocialnotesthat
thereare139millionsocialmediauseridentitiesinindonesiaasofJanuary2024,equivalent
to49.9%ofthetotalnationalpopulation.Fromthisdata(Annur,2022),itcanbeconcluded
thatinstagramisoneofthepreferredsocialmediaplatformsamongthelndonesian
population. Several researchersexplainthereasonsindividualsusesocial mediaforvarious
purposessuchasentertainment,socialinteraction,informationseeking,leisure,relaxation,
communication,comfort,self-expression,informationsharing,andobservingorgaining
knowledgeaboutothers(Zahrah&Hussin,2022).

Withthevariousfeaturesofferedbylnstagram,usersnownotonlyusethisapplicationto
sharephotosorvideosbutalsoutilizethelivevideofeatureasasalesmedium.Oneofthe
findingsislivethrifting,whereindividualssellsecondhanditemsthroughlivelnstagramvideos.
Astheterm"live"implies,sellerscandirectlyoffertheirgoodstobuyerswithoutdistanceor
locationconstraints.Anyonecanmakepurchaseswithoutbeingboundbydifferencesintime
anddistance.Thisisthemostprominentcharacteristicofsocialmedia.

HerbertBlumerandElihuKatzin1974inthebook"TheUsesofMassCommunications:
CurrentPerspectivesonGratificationsResearch"assessedthatindividualsorientthemselves
towardsspecificgoalswhenusingmedia.Simplyput,individualshaveautonomyandauthority
inhandlingmediabecausesocietyhasvariousreasonsforusingmedia.Additionally,society
alsohasthefreedomtodecidehowtheyusemedia(throughwhichmedia)andhowmedia
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willimpactthem(Ruliana&Lestari,2019).ThedrivingmechanismofmediausageintheUses
andGratificationtheoryistheneedforsatisfaction,whileunderstandingneedshelps explain
thereasonsandimpactsofmediausageitself.

TheUsesandGratificationtheorydiscusseswhenandhowsociety,asmediaconsumers,
becomesmoreorlessactiveinusingmediaandtheconsequencesofmediausage.Fromthe
perspectiveoftheUsesandGratificationtheory,societyisconsideredactiveparticipantsin
thecommunicationprocess,althoughthelevelofactivityofeachaudienceisnotthesame.
Mediausageisdrivenbytheneedsandgoalsdeterminedbysocietyitself;theUsesand
Gratificationtheoryexplainswhenandhowtheaudienceasmediaconsumersbecomesmore
orlessactiveinusingmediaandtheconsequencesofmediausage(Morissan,2013).

AccordingtoBlumerandKatzin(Ruliana&Lestari,2019),therearefiveassumptionsrelated
totheUsesandGratificationtheory,namely:
1.Societyusesmediafortheirownspecificpurposes.Thisfirstassumptionisa
fundamentalassumptionbyKatz.Here,societyisviewedasindividualswhoare
activeandnotpassiverecipientsofwhateverthemediabroadcasts.Societycan
chooseandusethecontentofmassmedia.
2.Individualsstrivetosatisfytheirneeds.Satisfactionisthebasisforindividualstouse
media.Ultimately,thekeytounderstandingmedialiesinwhichneedsanindividual
fulfillswhenchoosingmediamessages.
3.Mediacomplementstheattentionandtimeindividualshave.Massmediamust
competewithothersourcestosatisfytheirneeds.Theneedsthatmotivatemedia
consumptionmustbeexaminedinanefforttounderstandwhyindividualsmakethe
choicesthey do.
4. Mediaaffectsindividualsdifferently.Societyconsistsofindividualswhoaredifferent.
Thesedifferencesdeterminetheresultsandsatisfactionreceivedbyconsumers.
5.Individualscan accuratelydescribe theirmediausage andmotivations. Thereneeds
tobequestionstounderstandwhyanindividualusesmedia. Thecontroversialaspect
thatarisesfromthismeasurementstrategyiswhetheranindividualcantruly
differentiatethereasonsfortheirmediaconsumption.

ByusingtheUsesandGratificationtheory,thisresearchaimstoexplorethereasonswhyfull-
timeworkingfathersconsumelivethriftingoninstagram.

2.METHODOLOGY

Thisresearchemploysaconstructivistapproach,whichexaminestheusesofmedia content
tofulfillindividuals'needsandinterests.Inthiscontext,thebehaviorsoffull-timeworking
fathersarelargelyexplainedthroughvariousneedsandinterests.

Interviewswereconductedwithfourfull-timeworkingfatherswhowork8-12hoursaday.
Theseindividualsarecharacterizedasfatherswithhighlevelsofbusynessduetospendinga
significantportionoftheirlivesworkingoutsidethehome.However,theystillfindtimetowatch
livethrifting. Theinformantsin thisstudywereobtained throughreferralsfromone informant
toanother,suggestingthattheysharesimilarinterestsandbehaviorsinwatchinglivethrifting.

Inthedigitalera,socialmediauserslikelnstagramhavewideaccesstovarioustypesof
contentthatcanfulfilldifferentneedsanddesires.ByutilizingtheUsesandGratifications
theoryasadissectingtool,researcherscanunderstandthereasonsfull-timeworkingfathers
consumelivethriftingoninstagram.
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Theresearchdesignusedinthisstudyisphenomenology,whichfocusesonindividuals'
subjectiveexperiences,namelytounderstandthereasonsfull-timeworkingfathersconsume
livethriftingoninstagram(Creswell,2017).Literaturereviewalsoservesasasourcefor
researcherstoanalyzethisstudy.

3.RESULTSANDDISCUSSION
3.1RelaxationfromWorkStress

Asindividualsworldwideadapttodailyinteractionrestrictionsthroughsocialdistancing
practicesandCOVID-19-relatedpreventivemeasures,socialmedia,facilitatingintegration
andconnectionwithothers,becomesincreasinglycrucialindailylife. Amongthese platforms,
Facebookandinstagramareconsideredtwoofthemostpopularsocialnetworkingsites(SNS)
today(Sheldonetal.,2021).Accordingtoresearchconductedby(Asiati& Septadiyanto
(2019),therearenodifferencesinthecharacteristicsofsocialmediausersbasedongender
andreligion.Thisalsoappliestofull-timeworkingfatherswhospendtheirdaysworking
outsidethehometofulfilltheirobligations.

Forfull-timeworkingfathers, watchinglivethriftingis somethingtheydotorelaxtheirminds.
F2expressed,"Yeah,afterworkingalldayoutside,rarelyholdingmyphone,tiredof thinking
aboutworktargets...watchinglivethriftingmakesmymindfeelfresher."F3'sstatementaligns
withF2's,ashewatcheslivethriftingasabreakafterwork:"Usually,whenwatchinglive
thrifting,it'safterwork.It'slike,afteratiringdayatwork,doingsomethingyoulikecanliftyour
moodagain."

IntheconceptofUsesandGratificationtheory,itisexplainedthatindividualsusemedia
becausetheyaredrivenbyneedsandgoalsdeterminedbythemselves.StatementsfromF2
andF3provideinsightintohowfull-timeworkingfathersutilizelivethriftingconsumptionto
copewithstressandpressurefromtheirworkenvironment. Theyuselivethriftingasameans
toseekrelaxationandreducestressafteradayofworkingoutsidethehome. Thisisconsistent
withtheUsesandGratificationtheory,whichemphasizesthatindividualsusemediatofulfill
theirpsychologicalneeds,includingtheneedforentertainmentandrelaxation.

Throughconsuminglivethrifting,full-timeworkingfathers experiencesatisfactionin refreshing
theirmindsandrestoringagoodmoodafteradayofactivitiesoutsidethehome.Thisactivity
providesthemwithenjoyableandrefreshingresttimeafterfacingworkpressure.The
consumptionoflivethriftingcanalsobeseenasaformofrecoveryandregeneration. After
enduringexhaustingworkroutines, theytakethetimetodosomethingenjoyableanduplifting,
sotheycanreturntoworkwithafreshmindandbettermood.Psychologically,theuseof
socialmediacanbringhappinesstoitsusersduetoitseaseofuseandcomfort(Alimuddin&
Latepo,2021).

InthecontextoftheUsesandGratificationtheory, livethriftingoninstagramfunctionsasa
mediathatfacilitatesthefulfillmentofthisrelaxationneed. Throughthisplatform,full-time
workingfatherscaneasilyaccessinterestingandentertainingcontentandmanagetheir own
timetowatchaccordingtotheiravailabilityafterwork.StatementsfromF2andF3provide
insightintotheroleofmediainhelpingindividualscopewithstressandmaintainabalance
betweentheirworkandpersonallives.

3.2Self-Satisfaction

F1,inhisinterview,expressedsatisfactionwhenhecouldwatchlivethriftinguntiltheend.
Withadurationofabout2-3hoursperlivesession,thismakesfull-timeworkingfathers



191
192
193
194
195
196
197
198
199
200
201
202
203
204
205
206
207
208
209
210
211
212
213
214
215
216
217
218
219
220
221
222
223
224
225
226
227
228
229
230
231
232
233
234
235
236
237
238
239
240
241
242
243

engrossedandunconcernedabouttime."Sometimes, llosetrackoftimewhenwatching.
Suddenly,llookattheclockandit'salreadylam.Butlcontinueuntilitendsbecausel'm
afraidofmissingoutongooditems,"hesaid.F2alsoexperiencedthesamesatisfactionas
hecouldwatchlivethriftinguntiltheend."Theconceptoflivethriftingis'firstcome, first
served.'So,iflwatchuntiltheendandcangetsomeitemsillike,itfeelslikeajoy.It's
satisfying,like,it'snotinvaintoresistsleepiness,"hestated.

BasedonthestatementsfromFlandF2,itisrevealedthattheyfeelsatisfiedwhentheycan
watchlivethriftinguntiltheendbecauseitfulfillsseveraloftheirneeds.Forexample,theneed
toobtaindesireditemsataffordableprices,the needforentertainment,andtheneedtofeel
superiorinacquiringrareoruniqueitemsthroughlivethrifting.Consuminglivethriftingalso
providesanopportunityforfull-timeworkingfatherstofeelincontroloftheirshopping
experience.Theyfeeltheycancontroltheirtimeandactions,althoughthereisariskofmissing
outondesireditemsiftheydonotcontinuetoparticipateinthelivethrifting.

Furthermore,participationinlivethriftingcanalsofulfilltheneedforsocialinteraction.
Althoughthisinteractionoccursthroughadigitalplatform,thereisasenseofinteractionwith
thesellerandotherviewersthatcanenhanceself-satisfactionandexperienceasenseof
camaraderie.Certainly,consuminglivethriftingprovidesadifferentexperiencefrom
conventionalshoppinginstoresoronline.FlandF2feelsatisfiedwhentheysuccessfully
obtainthe items they wantthrough competitive and excitingprocesses like live thrifting. This
increasestheirself-satisfactionbecausetheyfeelsuccessfulinfacingthesechallenges.
Therefore,itcanbeconcludedthatlivethriftingthroughthelnstagramplatformprovides
satisfactionforfull-timeworkingfathersthroughthefulfillmentofneeds,self-control,social
interaction,anduniqueexperiencesthatenhancetheirself-satisfaction.

3.3ConversationwithFriends

F1,F2,andF4areofficebuddieswhoshareacommoninterestinwatchinglivethrifting. They
oftenarrangetomeetduringlivethriftingsessionswhentheyhavearrivedhome.F4
mentioned,"Yeah,weusuallyagreeonwhichlivethriftingsessiontowatchandplantomeet.
Usually,whenlgethome,leatwhilewatching,likekillingtwobirdswithonestone."
Interestingly,F1statedthatthenextdayattheoffice,theywoulddiscusswhatcaughttheir
eye duringthelive thriftingsession."Attheoffice,weusuallytakebreaks together.Thenwe
talkaboutwhatgooditemswesawyesterday,howlongwewatched,oranythingelse.
Sometimes,weevensearchforthenextlivethriftingsessionthatmighthavegoodandrare
items.Becausenotalllivethriftingsessionshavegooditems.So,weusuallychecktheir
Instagrampostsfirst."Ontheotherhand,F2feelsthatsincetheystartedregularlywatching
livethrifting,there'salwaysatopictodiscuss,andotherfriendsoftenjoininandbecome
curious."What'sfunnyisthatsincewestartedwatchinglivethrifting,there'salwayssomething
totalkabout.Sometimes,whenotherfriendsarehangingoutwithusandtheyoverhear,they
becomecurioustoo.”

Clearly,fromthestatementsofF1,F2,andF4,weseehow socialmediaconsumption,such
aslivethrifting,notonlyfulfillsindividualneedsbutalsoprovidesopportunitiesforsocial
interactionandcommunityformationwithsimilarinterests.F1,F2,andF4uselivethrifting
consumptionasameanstoseekentertainmentandescapefromworkroutines.Theyenjoy
livethriftingsessionsasatimetorelax,evenwhileengaginginpost-workactivitieslikedinner.
Thisillustrateshowsocialmediacanbeaneffectivesourceofentertainmentforfull-time
workingfatherstounwindafteradayofwork.

ConsuminglivethriftingalsoprovidesanopportunityforF1,F2,andF4toengageinsocial
interactionswiththeirfellowofficebuddieswhosharethesameinterest. Theyregularly meet
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towatchtogetherthroughtheirgadgetsanddiscusstheirexperiencesandtheitemstheysee
duringthelivethriftingsession.Thisstrengthenstheirsocialbondsandcreatesaspacefor
sharingexperiencesandinterests.Additionally,watchinglivethriftingallowsthemtoexplore
variousitemsofferedandshareinformationaboutrareoruniqueitems.Flevenmentionsthat
theyoftensearchforthenextpotentiallivethriftingsessionthatmighthavegoodandrare
items.Discussionsabouttheitemstheyareeyeingbecomeconversationmaterialattheoffice,
attractingtheinterestofotherparticipatingfriends.

Inconclusion,theconsumptionoflivethriftingbyF1,F2,andF4fulfillsvarioussocialneeds
andprovidesanopportunitytointeractandshareexperienceswithotherfriendswhohave
similarhabits.Asconversationmaterial,socialmediaconsumptionsuchaslivethrifting
createsspacefordiscussion,exploration,andcommunityformation. Thisalignswiththe
concept ofUsesand Gratification Theory, which emphasizesthatindividualsusesocialmedia
tofulfilltheirownneedsandpurposes.

3.4FamilyCommunication

Livethrifting,conductedlive,oftenconsumesthetimeoffull-timeworkingfathers,diverting
theirfullattention. Theyperceivethatthethriftingconcept,emphasizing'firstcome,first
served,"wouldcausethemtomisstheopportunitytoacquiredesireditems.Thisoften leads
themtoneglecttheirsurroundings,includingtheirfamilies,whilewatchinglivethrifting.

F3mentionedthatconsuminglivethriftingafterreturningfromworksometimescreates
conflictswithinthefamily. Theirpartners,wantingattention,feelignoredbecausethe
husbandsarefocusedonwatchinglivethrifting."Yeah,sometimesmywifegetsupsetand
sulks.ShesaysI'mtoobusywithmyphone,tothepointofignoringher."™Sometimeswhen
shesulkslikethat,shegoesstraightupstairstothebedroom."Similarly,F2explainedhow
livethriftingoftenmakestheirpartnersfeelneglected."Yes,shegetsmad.Especiallywhenl
comehomeandthekidsarestillnotasleep.That'swhenshegetsreallyupset."However,
despiteoppositionfromthepartnersofF3andF2,theycontinuetowatchlivethriftingbecause
theyseeitasself-rewardandarareopportunity,especiallyiftherearegooditemsinthelive
thriftingsession."It'slikelivethriftingisallaboutluck.Noteverylivethriftingsessionhasgood
items.Sometimes,evenafterstaringatitforhours,there'snothinggoodforme.So,it's okay
towatchlivethrifting. Withmywife,wemeeteverymorningandeveryevening."

Incontrast,F1'spartnerneverhasaproblemwithhishabitofwatchinglivethriftingbecause
it sseenasarewardforthehardworkhedoesattheoffice."Fortunately, mywifeisnotlike
thatatall. She'salwaysokaywithmewatching.Usually,whenthekidsaren'tasleepyet, she
asks forakissorahugfirst. Maybebecauselusuallywatchinthebedroom,soshejoinsin
andwatchestoo.Nowsheknowswhatraremen'sclothingbrandsareandwhythey're
expensive."

Full-timeworkingfathersuselivethriftingconsumptionasasourceofentertainmentandan
opportunitytoacquiredesireditems.The"firstcome firstserved"conceptinthriftingcreates
anxietyaboutnotmissingthechancetogetrareitems.However,thisalsoimpactstheirfocus
and attentiontotheir surroundings,includingtheir families.Livethrifting consumptioncanlead
toconflictsincommunicationwithfamilymembers,especiallypartners.Whentimespent
watchinglivethriftingreducesinteractionandattentiontothefamily,itcancausetensionand
feelingsofbeingneglected.Partnersmayfeelunappreciatedorlackingattention,triggering
conflictsintherelationship.

Certainly,familyresponsestolivethriftingconsumptioncanvary.Somepartnersmayfeel
uncomfortableorlonelybecausetheyfeelignored,whileothersmayunderstandandsupport
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thishabitasaformofrewardforthehusband'shardwork. Thisreflectsdifferencesin
perceptionandadjustmenttoindividualhabitswithinthefamilycontext.Livethrifting
consumptionbyfull-timeworkingfathersclearlymeetstheirentertainmentandachievement
needsbutcanalsocauseconflictsincommunicationwiththeirfamilies.

4. CONCLUSION

Researchindicatesthatlivethriftingconsumptionthroughthelnstagramplatformprovides
diverseexperiencesforfull-timeworkingfathers,bothintermsofrelaxationfromwork-related
issues,self-satisfaction,andsocialinteraction. Thismediaconsumptionservesasameans
forthemtoescapeworkpressures,alleviatestress,andexperiencesatisfactionwhen
successfullyacquiringdesireditems.Moreover livethriftingalsoservesasanengagingtopic
ofconversationamongcolleagueswithsimilarinterests,creatingspaceforsharing
experiencesandbuildingcommunitieswithsimilarinterests.However,livethrifting
consumptionalsohasnegativeimpactsonfamilycommunication,particularlyintermsoflack
ofattentiontopartnersandconflictsarisingfromsuchneglect.

Academically,thefindingsofthisstudycontributetounderstandinghowsocialmedia,
specificallylivethriftingoninstagram,canfulfillvariousindividualneedsinthecontextofdaily
life.ByemployingtheUsesandGratificationTheoryapproach,thisresearchhighlightsthe
importanceofunderstandinghowindividualsusesocialmediatoobtainpsychological
satisfaction,copewithstress,andmaintainabalancebetweenworkandpersonallife. These
findingsalsoindicatethatsocialmediaconsumptionnotonlyaffectsindividualsonan
individuallevelbutcanalsoinfluencesocialinteractionsandfamilydynamics.Therefore, it is
crucialtocontinuedevelopingunderstandingoftheroleofsocialmediainshapingbehavioral
patternsandcommunicationinvariouslifecontexts.

Asasuggestionforfurtherresearch,exploringthelong-termeffectsofsocialmedia
consumption,includinglivethrifting,onindividualrelationshipscouldbebeneficial. Thus, this
researchcouldmakeasignificantcontributiontothedevelopmentofcommunicationscience
andunderstandingtheroleofsocialmediainmodernlife.
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