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ABSTRAK 

Cindy Margaretha. 2024 Citra Perempuan Dalam Iklan Di Indonesia Kajian Semiologi 

Roland Barthes. Program Studi Sastra Indonesia, Fakultas Adab dan Humaniora, 

UIN Sunan Ampel Surabaya. Pembimbing: (I) Haris Shofiyuddin, M.FIL.I (II) 

Guntur Sekti Wijaya, M. A. 

Penelitian ini mengidentifikasi perbedaan dalam aspek feminitas 

berdasarkan jenis kelamin di dalam iklan Indofood, Counterpain, Yakult, dan 

Obida. Penelitian ini dikaji melalui teori semiotika Roland Barthes yakni 

menganalisis bentuk feminitas yang terwujud dalam iklan tersebut. Adanya 

pengaruh iklan terhadap persepsi individu mengenai peran dan fungsi gender. 

Dalam iklan-ikalan di Indonesia, terdapat resistensi terhadap norma budaya 

patriarki yang tercermin melalui dialog antar tokoh yang dimainkan. Penelitian ini 

juga mencoba memahami makna denotasi, konotasi dan sistem penggunaan tanda 

tekstual lima kode leksia. Oleh karena itu, rumusan masalah dari penelitian ini 

meliputi: (1) Bagaimana pemaparan makna teori denotasi dan konotasi dalam iklan 

Indofood versi Cuma Ibu yang Bisa, iklan Counterpain versi Ibu Rumah Tangga, 

iklan Yakult versi Cintai Ususmu dengan Cinta Ibu, iklan Obida versi Sejak Lama 

di percaya Ibu di Indonesia? (2) Bagaimana pemaparan kode-kode leksia yang 

ditemukan dalam iklan-iklan bertema gender di Indonesia dalam iklan gender di 

Indonesia dalam iklan Indofood versi Cuma Ibu yang Bisa, iklan Counterpain versi 

Ibu Rumah Tangga, iklan Yakult versi Cintai Ususmu dengan Cinta Ibu, iklan 

Obida versi Sejak Lama di percaya Ibu di Indonesia?, dan tujuan dari penelitian ini 

memaparkan mengenai kode-kode leksia dan makna denotasi dan konotasi. 

Kemudian, penelitian ini akan menggunakan pendekatan deskriptif 

kualitatif untuk menganalisis interpretasi konsep feminitas dalam konteks makna 

denotasi, makna konotasi. Kemudian data dikumpulkan dengan mengambil scene- 

scene yang sesuai dengan semiotika Roland Barthes dari iklan Indofood, 

Counterpain, Yakult, Obida di youtube serta pesan, adegan-adegan yang dijelaskan 

secara deskriptif yaitu dengan menggambarkan fakta yang diperoleh. Setelah data 

di dikelompokkan sesuai dengan rumusan masalah yang sedang diteliti, kemudian 

menguraikan dan menjelaskan data mengenai tanda-tanda berdasarkan teori 

semiotika Roland Barthes. 

Hasil dari penelitian menunjukkan adanya variasi dalam bentuk feminitas 

antara gender laki-laki dan perempuan dalam iklan Indofood, Counterpain, dan 

Yakult, Obida yang dianalisis menggunakan teori semiotika Roland Barthes. 
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Selama beberapa tahun terakhir, tren periklanan terus berubah dan berkembang. 

Iklan sekarang dapat dengan mudah diakses melalui berbagai media berbasis 

internet seperti YouTube. Figur manusia, baik perempuan maupun laki-laki, sering 

muncul dalam iklan-iklan tersebut. Perempuan dalam iklan Indonesia cenderung 

lebih banyak direpresentasikan dalam peran tradisional, seperti peran domestik atau 

sebagai subordinat laki-laki. 

Kata Kunci: Semiotika, Feminitas, Roland Barthes, Iklan, Indofood, Yakult, 

Counterpain, Obida 
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ABSTRACT 

 

Cindy Margaretha. 2024 The Image of Women in Advertising IN Indonesia Roland Barthes' 

Semiological Study. Indonesian Literature Study Program, Faculty of Adab and 

Humanities, UIN Sunan Ampel Surabaya. Supervisors: (I) Haris Shofiyuddin, M.FIL.I 

(II) Guntur Sekti Wijaya, M. A. 

This research aims to identify differences in aspects of femininity based on 

gender in Indofood, Counterpain, Yakult and Obida advertisements. This research 

is studied through Roland Barthes' semiotic theory, namely analyzing the form of 

femininity that is manifested in the advertisement. The influence of advertising on 

individual perceptions regarding gender roles and functions. In advertisements in 

Indonesia, there is resistance to patriarchal cultural norms which is reflected in the 

dialogue between the characters played. This research also tries to understand the 

meaning of denotation, connotation and the system of using textual signs for the 

five lexia codes. Therefore, the problem formulation of this research includes: (1) 

How is the explanation of the meaning of denotation and connotation theory in the 

Only Mothers Can version of the Indofood advertisement, the Housewife version 

of the Counterpain advertisement, the Cintai Ususmu with Ibu Cinta version of the 

Yakult advertisement, the Since version of the Obida advertisement How long have 

you believed in Indonesia? (2) What is the presentation of the lexia codes found in 

gender-themed advertisements in Indonesia in gender advertisements in Indonesia 

in the Indofood advertisement version Only Mothers Can, the Counterpain 

advertisement version Housewife version, the Yakult advertisement version Love 

Your Usus with Mother's Love, advertisement Mothers in Indonesia have believed 

in the Obida version for a long time?, and the aim of this research is to explain the 

lexia codes and the meaning of denotation and connotation. 
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Then, this research will adopt a qualitative descriptive approach to analyzethe 

interpretation of the concept of femininity in the context of denotation and 

connotation meaning. Then data was collected by taking scenes that were in 

accordance with Roland Barthes' semiotics from Indofood, Counterpain, Yakult, 

Obida advertisements on YouTube as well as messages, scenes that were explained 

descriptively, namely by describing the facts obtained. After the data has been 

grouped according to the formulation of the problem being researched, then describe 

and explain the data regarding signs based on Roland Barthes' semiotic theory. 

The results of the research show that there are variations in the form of 

femininity between male and female genders in Indofood, Counterpain and Yakult, 

Obida advertisements which were analyzed using Roland Barthes' semiotic theory. 

Over the past few years, advertising trends have continued to change and develop. 

Advertisements can now be easily accessed via various internet-based media such 

as YouTube. Human figures, both female and male, often appear in these 

advertisements. Women in Indonesian advertising tend to be represented more in 

traditional roles, such as domestic roles or as subordinates to men. 

Keywords: Semiotics, Femininity, Roland Barthes, Advertising, Indofood, Yakult, 

Counterpain, Obida 
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