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ABSTRAK 

 

DYAH PUTRI WIDIANTI, Motherhood Dalam Iklan Grabfood (Analisis Tekstual 

Terhadap Pengibuan dalam Iklan Grab Indonesia “Selalu Ada Hangatnya Perhatian Di 

Setiap Kesibukan Di Youtube 

 

Adanya iklan milik Selalu Ada Hangatnya Perhatian Disetiap Kesibukkan – 

GrabFood yang dirilis pada 21 Desember 2019 pada saluran YouTube Grab 

Indonesia, menunjukkan pesan implisit. Iklan ini diduga mengandung pesan tentang 

penggambaran pengibuan (motherhood) pada beberapa adegan yang ditampilkan. 

Peneliti menganalisis pengibuan (motherhood) menggunakan metode Analisis 

Teksual dengan logika berpikir analisis tekstual oleh Thwaites yang membedah 

makna dalam teks dalam konotasi, denotasi dan mitos   yang terdiri dari dua belas 

sequence. Peneliti menilai Penggambaran mengenai perhatian seorang ibu dalam 

pemenuhan kebutuhan makan anak sebagai bentuk partisipasinya dalam wilayah 

domestik pada iklan mengarahkan pada ideologi pengibuan (motherhood). Akan 

tetapi peneliti juga melihat adanya pengaplikasian nilai pengibuan (motherhood) 

berupa peran ibu dalam hal pengasuhan sebagai tanggung jawab dalam wilayah 

domestik maunpun perannya dalam wilayah publik.  

Kata kunci: Iklan, Pengibuan (Motherhood), Analisis Tekstual. 

 

DYAH PUTRI WIDIANTI, Motherhood in Grabfood Ads (Textual Analysis of 

Motherhood in Grab Indonesia Ads "There is Always Warm Attention in Every 

Busyness on Youtube. 

The existence of advertisements belonging to Always Warm Attention in Every 

Business - GrabFood, which was released on December 21, 2019 on the Grab 

Indonesia YouTube channel, shows an implicit message. This advertisement 

allegedly contains messages about the depiction of motherhood in some of the 

scenes shown. Researchers analyzed motherhood using the Textual Analysis 

method with the logic of thinking of textual analysis by Thwaites which dissects the 

meaning in the text in connotation, denotation and myth which consists of twelve 

sequences. Researchers assess the depiction of a mother's concern in fulfilling 

children's food needs as a form of participation in the domestic sphere in 

advertisements leading to the ideology of motherhood. However, the researchers 

also saw the application of the value of motherhood in the form of the role of the 

mother in terms of care as a responsibility in the domestic sphere as well as her 

role in the public sphere. 

Key Words: Advertisement, Motherhood, Textual Analysis.




