MYTH INTERPRETATION ABOUT MASCULINITY
IN GILLETTE’S SHORT FILM “WE BELIEVE: THE
BEST MEN CAN BE”, A SEMIOTIC STUDY

TERM PAPER

By

SALMAN RIZKI ALFANSYURI
2016130032

STRATA ONE (S-1) OF ENGLISH LANGUAGE AND CULTURE DEPARTMENT
FACULTY OF LANGUAGE AND CULTURE
DARMA PERSADA UNIVERSITY
2020



MYTH INTERPREATION ABOUT MASCULINITY IN
GILLETTE’S SHORT FILM “WE BELIEVE: THE
BEST MEN CAN BE”, A SEMIOTIC STUDY

TERM PAPER

Submitted in part-fulfillment of the requirements for obtaining

Sarjana Linguistik (S.Li.) degree

By

SALMAN RIZKI ALFANSYURI
2016130032

STRATA ONE (S-1) OF ENGLISH LANGUAGE AND CULTURE DEPARTMENT
FACULTY OF LANGUAGE AND CULTURE
DARMA PERSADA UNIVERSITY
2020



INTELLECTUAL PROPERTY STATEMENT

I hereby declare that this term paper is the result of my own academic
research under the supervision of Dra. Kurnia Idawati M.Si. and Nurul Fitriani,
S.S., M.hum,, not a plagiarism of someone else’s in whole or in part. The contents
have become my responsibility and all of the sources quoted from or referred to

have been stated correctly based on the actual date and time.

Name . Salman Rizki Alfansyuri
Reg. No. . 2016130032

Signature

Date 29 July 2020

University of Darma Persada | i



TEST FEASIBILITY VALIDATION

The term paper submitted by:

Name :  Salman Rizki Alfansyuri
Reg. No. : 2016130032
Study Program . Strata One (8-1) of English Language and Culture

Title of the term paper : Myth Interpretation about Masculinity in Gillette’s
Short Film “We Believe: The Best Men Can Be”, a
Semiotic Study

has been approved by Advisor, Reader, and Head Department of English
Language and Culture to be tested in front of Board of Examiners on July 29,
2020 at English Language and Culture Department, Faculty of Language and
Culture, University of Darma Persada Uniyersity, Jakarta.

Advisor

Dra. Kurnia Idawati, M.

Reader

Head Board of Examiners

University of Darma Persada | it



TERM PAPER VALIDATION

The Term Paper on 29 July 2020 has been academically tested and defended in front
of

THE BOARD OF EXAMINERS

Ones of whom gtt as follow

Advisor

Reader

Head Board of Examiners

Juliansyal, M.Pd. ]

Legally validated in Jakarta on August 14, 2020

Head Department of
English Language and Culture

‘ ,L/.\Q@\Faculty of

// FAKULTAS SASTAA
Tommy Andrian, $.5., M. Hum. Dr. Eko Cahyono

University of Darma Persada | iii



ACKNOWLEDGEMENT

Praise be to the Almighty Allah SWT, who always gives me His guidance,
ways, mercy, strength and power to complete this term paper entitled Myth
Interpretation about Masculinity in Gillette’s Short Film “We Believe: The Best
Men Can Be”, a Semiotic Study. This term- paper is submitted in part-fulfilling
for obtaining Strata One (S-1) degree in English Department, Darma Persada
University.

The writer is so grateful to all my lecturers in English Language and
Culture who have taught and guided me thoroughly since my first semester.
Especially, in finishing this term-paper, the writer would like to give my best
regards and many thanks to people who have helped me.

1. Dra. Kurnia Idawati, M.Si. as the advisor of this term paper who has guided
and help the writer patiently. You are the best advisor the writer could ever
hope for.

2. Nurul Fitriani, S.S., M.hum. for your thorough reading. A person who always
gives the new knowledge throughout the writer’s time in college.

3. Tommy Andrian, S.S., M.Hum as the Head of English Language and Culture
Department. You are the most unpredictable person that the writer ever knows.

4. Alia Afiyati, S.S., M.Pd. as my lovely academic counselor, who always
guided me when the writer was a student majoring in English Language and
Culture at the University of Darma Persada from the very first day until
present time.

5. My siblings, Valen, Zahra, Vacha, and Queena. The writer main source of
motivation for this term paper.

6. My parents. to whom the writer at loss for words.

7. Dra. Irna Nirwani Djajadiningrat, M.Hum. For all the knowledge you have
given the writer so that the writer can get to this point.

8. My bestfriend in the world, Farah and Adel. For always reminding me, no
matter how hard life is, the writer always have you two.

9. My girls, Kintan, Irene, Kiana, and Nita. My support system and moodbooster

in college.

University of Darma Persada | iv



10. The Munafix, Dinda, Lina, Syarif, Abdi, Puce, Finka, Desty, April, and
Fathiyyah. My moodbooster in life.

11. My Lambe group, Bude Gilang, Kae Wina, Mba Ica, Mba Opi, Mba Namira,
and Jukius. My support system in life.

12. My lovely choir, PSM TARADHIKA. For always reminding me, no matter
how hard college is, the writer always have our little family and little
sanctuary called UKM. For Dr. Firsan Nova, as our “father” figurc who never
hesitate to help us. To Asep Aryanto, as our coach and mentor who has given
me new skill and knowledge in music.

13. English Language and Culture class of 2016, especially linguistic class.

This term-paper is far from perfection. Suggestions and constructive criticism are

welcome.

Jakarta, August 14, 2020

Writer

i

Salman Rizki Alfansyuri

University of Darma Persada | v



ABSTRACT

Name :  Salman Rizki Alfansyuri
Reg. No. : 2016130032
Study Program : Strata One (S-1) of English Language and Culture

Title of the term paper : Myth Interpretation about Masculinity in Gillette’s
Short Film “We Believe: The Best Men Can Be”, a
Semiotic Study

This term paper discusses myth interpretation and its relation to
masculinity in Gillette’s “We Believe: The Best Men Can Be” advertisement
using semiotic theories from Roland Barthes which is the denotation, connotation,
and myth. This research focuses on answering two formulations of problems as
follows: 1) the interpretation of the myths found in the “We Believe: The Best
Men Can Be” short film and 2) the interpretation of the myths found in the “We
Believe: The Best Men Can Be” short film. Different studies on theory are used in
the research. First, Barthes’ theory deals with connotation, denotation, and myths.
Second, Raewyn Connell’s theory about hegemonic masculinity. Furthermore,
this research uses a qualitative approach through analyzing the myth that appears
in Gillette's advertisement. The results of the analysis show the myth that appears
in Gillette’s “We Believe: The Best Men Can Be” advertisement have a relation to
masculinity in American culture.

Keywords: Gillette, advertisement, semiotic, sign, myth, connotation, denotation
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ABSTRAK

Nama :  Salman Rizki Alfansyuri

NIM : 2016130032

Program Studi : Strata One (S-1) of English Language and Culture
Judul Skripsi : Myth Interpreation about Masculinity in Gillette’s

Short Film “We Belive: The Best Men Can Be”, a
Semiotic Study

Skripsi ini membahas interpretasi mitos dan hubungannya dengan
maskulinitas dalam iklan “We Believe: The Best Men Can Be” oleh Gillette
menggunakan teori semiotika dari Roland Barthes yang merupakan denotasi,
konotasi, dan mitos. Penelitian ini berfokus pada menjawab dua rumusan masalah
sebagai berikut: 1) interpretasi mitos yang ditemukan dalam film pendek "We
Believe: The Best Men Can Be" dan 2) interpretasi mitos yang ditemukan dalam
"We Believe: The Film pendek Best Men Can Be . Berbagai studi tentang teori
digunakan dalam penelitian ini. Pertama, teori Barthes berkaitan dengan konotasi,
denotasi, dan mitos. Kedua, teori Raewyn Connell tentang hegemoni maskulinitas.
Selanjutnya, penelitian ini menggunakan pendekatan kualitatif melalui analisis
mitos yang muncul dalam iklan Gillette. Hasil analisis menunjukkan mitos yang
muncul dalam iklan “We Believe: The Best Men Can Be” milik Gillette memiliki
kaitan dengan maskulinitas dalam budaya Amerika.

Kata kunci: Gillette, iklan, semiotik, tanda, mitos, konotasi, denotasi
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