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ABSTRAK

IKA KURNIAWATI, 1443010232, REPRESENTASI PERAN GENDER
LAKI-LAKI DALAM IKLAN (Studi Semiotik Tentang Representasi Peran
Gender Laki-Laki Dalam Iklan Gillete Blue Simple 3 Versi “Mulusnya Bikin
Iri” dan Handle With Care : Gillete New Assisted Shaving Razor)

Fokus penelitian ini aialah menganalisis representasi peran gender pria
yang di gambarkan pada iklan Gillete versi “Mulusnya Bikin Iri” dan Gillete New
Assisted Shaving Razor. Tujuan penelitian ini adalah mengeksplorasi peran pria
digambarkan dan dikontruksikan pada iklan. Menjadi menarik ketika adanya
penggambaran peran pria pada iklan yang berbeda dengan realitas sosial yang
dikontruksikan oleh budaya. Peneliti menggunakan metode analisis semiotik John
Fiske untuk mengupas pesan yang tersembunyi didalam iklan. Dari hasil analisis
berdasarkan rumusan masalah, ditemukan gambaran peran pria pada iklan,
menampilkan pesan bahwa peran pria digambarkan mendominasi dalam kegiatan
domestik pada kegiatan mengasuh anak dan merawat orangtua. Domestik
merupakan wilayah peran ibu.

Tiap status memiliki peran yang berbeda di tengah masyarakat. Pembagian
peran tersebut diatur secara tidak tertulis dalam sistem nilai yang dianut oleh
masyarakat itu sendiri. Oleh karena itu, maka setiap etnis budaya dapat memiliki
perbedaan dalam pembagian peran berdasar jenis kelamin. Namun secara umum,
pembagian peran antara jenis kelamin laki-laki dan perempuan itu cenderung bias
gender, dan banyak direpresentasikan dalam iklan televisi.

Kata kunci : Budaya, Gender, Maskulinitas

ABSTRACT

IKA KURNIAWATI, 1443010232, REPRESENTATION OF THE GENDER
ROLE OF MEN IN ADVERTISTS (Semiotic Study About Representation of
Gender Male Roles In Gillete Blue Simple 3 Ads Version of ""Seamlessly
Create' and Handle With Care: Gillete New Assisted Shaving Razor)

The focus of this research is to analyze the representation of the gender
roles of men described in the Gillete advertisement version of "Seamless Bikin
Iri" and Gillete New Assisted Shaving Razor. The purpose of this study is to
explore the role of men described and dikontruksikan on advertising. It becomes
interesting when there is a portrayal of a man's role in advertising that is different
from the social reality that is culturally constructed. Researchers used John Fiske's
semiotic method of analysis to peel away hidden messages within the ad. From
the analysis results based on the formulation of the problem, found a description
of the role of men in advertising, displaying the message that the role of men
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portrayed dominated in domestic activities on parenting activities and caring for
parents. Domestic is the mother's role area.

Each status has a different role in society. The division of roles is arranged
in an unwritten manner in the value system held by the community itself.
Therefore, any ethnic culture can have differences in the division of roles by sex.
But in general, the division of roles between the sexes of men and women tends to
be gender biased, and many are represented in television commercials.

Keywords: Culture, Gender, Masculinity
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