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INTISARI

Gerakan feminisme adalah gerakan untuk mengakhiri bentuk ketimpangan gender
di masyarakat dan menuntut kesetaraan gender dalam semua lingkup kehidupan
bermasyarakat. Isu tersebut kemudian diangkat oleh perusahaan olahraga Nike
dalam salah satu kampanye iklannya. Penelitian ini bertujuan untuk mengetahui
representasi feminisme _dalam iklan Nike: “What are girls made of?”. Metode
penelitian menggunakan kualitatif deskriptif dan paradigma konstruktivisme.
Penelitian ini menggunakan teori representasi Stuart Hall dan Feminisme
Rosemarie Tong. Teknik analisis data dalam penelitian ini yaitu Semiotika Charles
Sanders Peirce melalui representament, objek dan interpretan. Hasil penelitian
menampilkan nilai feminisme dalam iklan Nike: “What are girls made of?”
digambarkan melalui perempuan yang melawan stereotip konservatif masyarakat.
Terdapat dua aliran feminisme dalam penelitian ini, yaitu feminisme liberal dan
feminisme eksistensialis yang ditunjukkan dengan perempuan lebih dari stereotip,
perempuan bukan kaum marginal, perempuan yang bekerja dan perempuan
menentukan eksistensinya sendiri. Aliran feminisme liberal ditampilkan lebih

dominan dalam iklan dibandingkan dengan feminisme eksistensialis.

Kata kunci: Feminisme, Iklan, Perempuan, Semiotika, Representasi
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ABSTRACT

The feminism movement is a movement to end gender inequality in society and
demand gender equality in all spheres of social life. The issue was later raised by
the sports company Nike in one of its advertising campaigns. This study aims to
determine the representation of feminism in Nike advertisements: "What are girls
made of?". The research method uses descriptive qualitative and constructivism
paradigm. This research uses Stuart Hall's representation theory and Rosemarie
Tong's Feminism. The data analysis technique in this research is Charles Sanders
Peirce's Semiotics through representament, object and interpretant. The results of
the study show the value of feminism in Nike advertisements: "What are girls made
of?" portrayed through women who are against the conservative stereotypes of
society. There are two streams of feminism in this study, namely liberal feminism
and existentialist feminism which are shown by women being more than
stereotypes, women are not marginalized, women who work and women determine
their own existence. Liberal feminism is shown more dominantly in advertisements

than existentialist feminism.

Keywords: Feminism, Advertising, Women, Semiotics, Representation
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