2]
g
7]
[ed
wi
=
z
5

UNIVERSITASISLAM INDONESIA
FAKULTASPSIKOLOGI DAN ILMU SOSIAL BUDAYA

PROGRAM STUDI: ILMU KOMUNIKASI
KONSENTRASI: JURNALISTIK, PUBLIC RELATIONS, MANAJEMEN MEDIA, BROADCASTING
Kampus Terpadu Universitas Ilam Indonesia; JI. Kaliurang Km. 14,5 Y ogyakrta 55584
Telp. (0274) 7483050; Fax 898444 Psw. 3267 http://www.uii.ac.id; email; komunikasiuii @yahoo.co.id
Website: www.communication.uii.ac.id

Jurnal Komunikas
Volume 2, Nomor 1, Oktober 2007

Kapitalisas Tubuh Perempuan dalam Iklan Televis

Muhammad |mam Zamroni?
(halaman 287-296)

Abstract
Woman body in the television advertisement becomes instrument to accumulate the capital. This

article aims to describe role of television advertisement to communicate each other, give information, define
new product, accumulate the capital and increase consumptive culture by using woman body which have
magnetic power. Gender unequality and objectivication are always presented in the advertisement desain,
become one of woman expl oitation manifestation. Advertisement establishes dominant culture which present
man as leader, powerfull, strong and heroic. Whereas, woman describes in the phisical beauty, emotional
and weak. Woman body is represented by television advertisement to promote every products and get large

advantage rapidly.
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