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ABSTRACT 

Muslim Women Representation in Hijab Shampoo Advertisements 

Meisa Alifia Utami (1501423) 

 

Main Supervisor: Eri Kurniawan, M.A., Ph.D. 

Second Supervisor: Dr. Ruswan Dallyono, S.Sos., M.Pd. 

 

This study entitled Muslim Women Representation in Hijab Shampoo Advertisements aims to 
reveal the representation of Muslim women in hijab shampoo advertisements focuses on the 

visual elements. The data are on the form of ten hijab shampoo advertisements, namely 
Wardah, Rejoice, Sunsilk, Emeron, Safi, Sariayu, Dove, Clear, Pantene and Lifebuoy which 

are taken from the website of each advertisement. The study applies a descriptive qualitative 
method and used a theory of three orders of signification proposed by Barthes (1987) to analyse 
the representation of Muslim women in the advertisements. The result of this research shows 

that Muslim women in hijab shampoo advertisements is represented as pure, beautiful, healthy, 
and modern. The representation constructed in the hijab shampoo advertisements is influenced 

by the use of fashion and its color, physical appearances, camera angle, and frame size.   
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vii 
 

vii 
 

 

TABLE OF CONTENTS 

 

Muslim Women Representation in Hijab Shampoo Advertisements........................i 

A Research Paper ......................................................................................................i 

PAGE OF APPROVAL ........................................................................................... ii 

STATEMENT OF AUTHORIZATION ................................................................. iii 

PREFACE…… ....................................................................................................... iv 

ACKNOWLEDGEMENTS .....................................................................................v 

ABSTRACT ............................................................................................................ vi 

TABLE OF CONTENTS ....................................................................................... vii 

LIST OF TABLES .................................................................................................. ix 

LIST OF FIGURES................................................................................................. xi 

CHAPTER I INTRODUCTION ............................................................................. 1 

1.1 Background.......................................................................................................1 

1.2 The Scope of the Research .................................................................................3 

1.3 Research Question .............................................................................................3 

1.4 Aims of Study ...................................................................................................3 

1.5 Scope of Study ..................................................................................................4 

1.6 Significance of the study ....................................................................................4 

1.7 Classification of related terms.............................................................................4 

1.8 Organization of the paper ...................................................................................5 

CHAPTER II THEORETICAL FRAMEWORK ................................................... 7 

2.1 Semiotics ..........................................................................................................7 

2.1.1 Saussure’s Models .......................................................................................8 

2.1.2 Peirce’s Model ............................................................................................9 

2.2 Representation................................................................................................. 12 

2.3 Advertisement ................................................................................................. 13 

2.3.1 Printed Advertisement ............................................................................... 14 

2.4 Connotation in Fashion and Physical Appearance .............................................. 15 



viii 
 

viii 
 

2.5 Connotation in Facial Expressions and Emotions  ............................................... 16 

2.6 Connotation in Color ....................................................................................... 17 

2.7 Size of Frame and Social Distance .................................................................... 18 

2.8 Previous Studies .............................................................................................. 19 

2.9 Concluding Remarks........................................................................................ 21 

CHAPTER III RESEARCH METHODOLOGY.................................................. 22 

3.1 Research Method ............................................................................................. 22 

3.2 Research Questions.......................................................................................... 22 

3.3 Research Design .............................................................................................. 22 

3.4 Research Procedure ......................................................................................... 23 

3.5 Data Collection ............................................................................................... 23 

3.6 Data Analysis .................................................................................................. 24 

3.7 Data Presentation............................................................................................. 25 

3.8 Concluding Remarks........................................................................................ 27 

CHAPTER IV FINDINGS AND DISCUSSIONS ............................................... 28 

4.1 Findings .......................................................................................................... 28 

4.1.1 Visual Representation of Muslim Women in The Selected Printed Shampoo 
Advertisements.................................................................................................. 29 

4.2 Discussions ..................................................................................................... 54 

4.2.1 Visual Representation of Muslim women in The Selected Printed Hijab 
Shampoo Advertisement .................................................................................... 55 

4.3 Concluding Remarks........................................................................................ 57 

CHAPTER V CONCLUSIONS AND RECOMMENDATIONS ........................ 58 

5.1 Conclusions .................................................................................................... 58 

5.2 Recommendations ........................................................................................... 59 

References…. ........................................................................................................ 60 

 

  



ix 
 

ix 
 

LIST OF TABLES 

Table 2.1 Fashion codes (Bannard, 2006)............................................................. 15 

Table 2.2 Connotation in Physical Appearance (Bannard, 2006) ......................... 16 

Table 2.3 Connotation in facial expressions and emotions (Ekman, 2003)  .......... 16 

Table 2.4 Eleven facial colors symbolism (Fisher, 2004)..................................... 17 

Table 2.5 Type of size frame and the social relationships .................................... 18 

Table 4.1 The results of background or setting in the selected printed shampoo 

advertisements .................................................................................... 30 

Table 4.2 Three orders of signification of the artistic design of colors  ................ 31 

Table 4.3Three orders of signification of the artistic design of colors  ................. 32 

Table 4.4 The results of the color of fashion in the selected printed shampoo 

advertisement ..................................................................................... 33 

Table 4.5 Three order of signification of white colors.......................................... 34 

Table 4.6 Three orders of signification of green color.......................................... 35 

Table 4.7 Three orders of signification of stylish modern hijab  ........................... 36 

Table 4.8 The results of facial expressions in the selected printed shampoo 

advertisements .................................................................................... 38 

Table 4.9 The meaning of enjoyable facial expression in three stages: ................ 39 

Table 4.10 Three orders of signification of surprise expression ........................... 40 

Table 4.10 Three orders of signification of serious facial expression .................. 41 

Table 4. 11 Types of Frame Size........................................................................... 41 

Table 4.12 The first, second, and third orders of signification of close-up frame 

size...................................................................................................... 42 

Table 4.13 The first, second, and third orders of signification of medium shot 

frame size ........................................................................................... 44 

Table 4. 14 Third Order of Signification of medium long shot ............................ 45 



x 
 

x 
 

Table 4.15 The first, second, and third orders of signification of big close-up 

frame size ........................................................................................... 46 

Table 4.16 The meaning of eye level camera angle in three stages  ...................... 48 

Table 4.17 The results of types of color saturations in the selected printed 

shampoo advertisements .................................................................... 48 

Table 4.18 The meaning of color saturations in three stages ................................ 49 

Table 4.19 The three order of signification of bright color saturation .................. 50 

 

  



xi 
 

xi 
 

LIST OF FIGURES 

 

Figure 2.1 Saussure’s model of sign ....................................................................... 8 

Figure 2.2 Peirce’s model of sign. ........................................................................... 9 

Figure 2.3 Barthes’ Orders of Signification .......................................................... 11 

Figure 4.1 Printed Clear shampoo ........................................................................ 30 

Figure 4.3 Printed Pantene advertisement shows Muslim woman........................ 34 

Figure 4.4 Printed Sariayu shampoo advertisement.............................................. 35 

Figure 4.5 Dove printed shampoo advertisement.................................................. 36 

Figure 4.6 Lifebuoy printed shampoo advertisement ............................................ 38 

Figure 4.7 Wardah shampoo advertisement.......................................................... 40 

Figure 4.8 Clear shampoo advertisement ............................................................. 40 

Figure 4.9 Safi shampoo advertisement ................................................................ 42 

Figure 4.10 Emeron shampoo advertisement ........................................................ 43 

Figure 4.11 Rejoice Shampoo Advertisement....................................................... 44 

Figure 4. 12 Sariayu Shampoo Advertisement ..................................................... 45 

Figure 4.13 Printed Sunsilk shampoo advertisement ............................................ 47 

Figure 4.14 The picture consists of three Muslim women who are singing and  

playing musical instruments with black-and-white color saturation.. 49 

Figure 4.15 Printed Wardah advertisement........................................................... 50 

 

 



60 
 

 
 

References 

Aaker, D, Batra, R., & Myers, J. (1992). Advertising management (4th ed). New  

 Jersey: Prentice Hall. 

Abbott, H, P. (2009). The Cambridge Introduction to Narrative. Cambridge:  

 Cambridge University Press.  

Altsiel, T., &Grow, J. (2007). Advertising strategy: creative, tactics from the  

 outside/in. 

Barnard, M. (2006). Fashion sebagai komunikasi. Yogyakarta: Jalasutra. 

Barthes, R. (1957). Mythologies. New York: Hill & Wang.  

Bignell, J. (2002). Media Semiotics. 2nd ed. Manchester. Manchester University  

 Press.  

Bressler, C, E. (2007). Literary Critism : An Introduction to Theory and Practice.  

 New Jersey: Pearson Prentice Hall. 

Bull. (2014). Oxford advance learner’s. New York: Oxford University Press. 

Chandler, D. (2007). Semiotics: The basics second edition. London:Routledge. 

Chowduri, S.A. (2008). Representation of Women in Advertisements. Retrieved from 
file:///C:/Users/via/Downloads/Documents/Representation%20of%20women%20in%20a
dvertisement.PDF. 

Collins Cobuild (n.d). Representation. Retrieved from 
https://www.collinsdictionary.com/dictionary/english/representation. 

Color Symbolism and Culture. (n.d.). Retrieved from 
https://www.incredibleart.org/lessons/middle/color2.htm  

Danesi, M. (2010). The quest for meaning: a guide to semiotics theory and practice.  

 Canada: University of Toronto Press. 

Daniels, J.D., Radebaugh, L.H., & Sullivan, D. P. (2004). International Business:  

Environments and Operations. New Jersey: Pearson Educational International. 

Daters, C., M. (1990). Importance of clothing and self-esteems among adolescents.  

 Clothing and Textiles Research Journal. 8(3).  

David, M., L. (1985). Visual Design in Dress. USA. Printed in The USA.  

Dewi, M., C. (2013). Representasi pakaian muslimah dalam iklan (Analisis Semiotika Charles 
Sanders Peirce pada iklan kosemetik wardah di tabloid nova), 6(2).  

Denzin, N.K., & Lincoln, Y.S. (1994). Handbook of qualitative research. Sage Publications. 

Inc.   

Ekman, P. (2003). Emotions revealed: recognizing faces and feelings to improve  

file:///C:/Users/via/Downloads/Documents/Representation%20of%20women%20in%20advertisement.PDF
file:///C:/Users/via/Downloads/Documents/Representation%20of%20women%20in%20advertisement.PDF
https://www.collinsdictionary.com/dictionary/english/representation
https://www.incredibleart.org/lessons/middle/color2.htm


61 
 

 
 

 communication and emotional life. New York: Times Book. 

Fairclough, N. (209). Critical discourse analysis. London: Longman.  

Fifiana, F. (2010). Representasi citra perempuan dalam iklan Clear soft and shiny versi Sanda 

Dewi (Studi semiotic tentang representasi cira perempuan dalam iklan shampoo Clear soft 
and shiny versi Sandra Dewi di majalah Femina).  

Fisher, J. (2004). Colors: Their connotations and perceived meanings. Retrieved from 
http://ezinearticles.com/?Colors:-Their-Connotations-and-Perceived-Meanings&id=4510  

Gerot, L., & Wignell, P. (1995). Making sense of functional grammar: An introductory 

workbook. Australia: Gerd Stabler. 

Goddard, M. (1998). The language of advertising. New York: Routledge. 

Grant, M. (1987). Advertising: Meaning or information?. Advances in consumer  

 research. 14(1).   

Graves, M. E. (1941). The Art of Color and Design . McGraw-Hill Book  

 Company, Incorporated 

Hall, S.(1997). The work of representation in Semiotic. Hall (Eds.), Representation: Cultural 

representation and signifying practices (culture, media, and identities series) (pp. 13-74). 
London: Sage Publications. 

Harsanto, P., W. (2016). Retorika Visual Fotografis dalam Iklan Koran. Yogyakarta.  

Hasyim, M. (2015). Konotasi green business dan green technology‟ sebagai simbol ramah 

lingkungan. International Conference on Language,Society and Culture (ICLCS) (pp. 
724-731). Jakarta: ICLCSLIPI. 

Hidayat, H. (2015). Simbolisasi warna dalam al-quran (kajian tafsir tematik).  

Istiani. A., N. (2015). Konstruksi makna hijab fashion bagi moslem fashion blogger. Jurnal 
Kajian Komunikasi. 3(1).  

Jusmaliani. (2008). Bisnis Berbasis Syariah. Jakarta. Bumi Aksara.  

Kasali, R. (1995). Manajemen Periklanan; konsep dan aplikasinya di Indonesia. 
Jakarta:Grafiti.  

Keltner, D., & Ekman, P. (2000). Facial Expression of Emotion. In M. Lewis, & J. Haviland-
Jones (Eds.), Handbook of Emotions (2nd ed., pp. 236-249). New York: Guilford 

Publications, Inc. 

Kress, G., & Van Leeuwen, T. (2002). Colour as a semiotic mode: Notes for a grammar of 
colour. Visual communication, 1(3), 343-368. 

Kress, G., & Leeuwen, T. (2006). Reading images: The grammar of visual design. USA and 

Canada: Routledge. 

Larassati, T., D. (2018). The women’s representation in “Pantene pro v-daily moisture 
renewal” aids Selena Gomez version through Roland Barthes’s “Sign” theory a semiotic 

study.  

Lee, W., V. (1964). "Dark Glasses After Dark: For the Eyes or Ego". New York Times.  

http://ezinearticles.com/?Colors:-Their-Connotations-and-Perceived-Meanings&id=4510


62 
 

 
 

Manshur, A., A. (2009). Buku Pintar Fkih Wanita: Segala hal yang ingin anda ketahui tentang 
perempuan dalam hukum Islam. Jakarta. 

Mareta, A. (2013).Perkembangan Hijab di Indonesia. Retrieved from 

https://andhinimaretacika.wordpress.com/2013/05/19/perlembangan-hijab-di-Indonesia/ 

Mayasari, N. (2015). Semiotic analysis of youth representation in silver queen television 

advertisement. 

Meidiati, (2016). Analisis semiotik kecantikan wanita muslimah pada iklan shampoo sunsilk 

clean & fresh.  

Melliana S, Annastasia. 2006. Menjelajah Tubuh Perempuan dan Mitos Kecantikan. LkiS. 
Yogyakarta.  

Mufid, M. (2009). Etika dan filsafat komunikasi. Jakarta:Prenada Media Group.  

Muhammad, H. (2014). Konstruksi realitas sosial budaya dalam iklan komersial televisi. 

Journal Communication, 5(2), 60. 

Mulyana, D. (1996) . Konteks Komunikasi, Bandung: Remaja Rosda Karya 

Mulyati. (2011). Hijab jadi simbol keagamaan, namun juga sebagai budaya & gaya hidup.  

Naratama. (2004). Menjadi sutradara televisi. Jakarta: PT. Gramedia Widiasarana Indonesia. 

Natadjaja, et al. (2005). Analisis sudut pandang kamera (Studi kasus: Film Jelangkung dan film 

The Ring 1). Nirmana.7(2).  

Noeryani, F.A. (2009). The representation of beauty in Indonesia vs. USA Dove shamphoo 
advertisements: A Semiotic study. Indonesian Journal of Social Sciences, 1(4), 6-7. 

Novitri, P. (2013). The representation of beautiful women in skin-whitening cosmetics tv 
commercials.  

Oktaviani, A. (2016). Makna cantik iklan wardah exclusive series versi Dewi Sandra in Paris.  

Ospina, S. (2004). Qualitative Research. Retrieved from 
https://ualr.edu/interdisciplinary/files/2010/03/Qualitative_Research.pdf 

Pandey, S. (2016). Introduction to Advertising and Marketing Communication. Retrieved from 
https://www.slideshare.net/shalinipandey77985/advertisment-practical-file  

Panofsky, E. (1970). Meaning in the visual arts. Harmondsworth: Penguin 

Peirce, C.S. (1931). Collected writings (8vols) (ed.Charles Harshorhne, Paul Weiss, and Arthur 
W. Burks). Cambridge, MA: Harvard University Press.  

 Pelangi, D. (2014). Brain Beauty Belief. Jakarta: PT Gramedia Pustaka Utama 

Putri, C., & Arimbi, D. A. (2014).  Semiotic analysis of the representation of Indonesian muslim 
women on ANNISA magazine’s front covers. Allusion. 4(1). 

Quran.com (2016). Retrieved from https://quran.com/33/35 

Rahmawati. (2017). Citra perempuan berhijab dalam iklan televisi (Analisa semiotika iklan 
shampo sunsilk hijab refresh versi Carla Rizki).  

https://andhinimaretacika.wordpress.com/2013/05/19/perlembangan-hijab-di-Indonesia/
https://ualr.edu/interdisciplinary/files/2010/03/Qualitative_Research.pdf
https://www.slideshare.net/shalinipandey77985/advertisment-practical-file
https://quran.com/33/35


63 
 

 
 

Rania, L. (2018). Pengaruh trend busana muslimah terhdap gaya busana kuliah muslimah 
mahasiswa jurusan manajemen fakultas ekonomi Universitas Negeri Yogyakarta. 

Safitri, R., J. (2016). Definition advertisement and advertising from the expert. Retrieved from 

http://ratnajuwitasafitri.blogspot.com/2016/10/the-following- is-some-sense-of.html.  

Sari, P. (2009). Kekuatan pesona wanita dalam iklan (Analisa semiotika terhadap kekuatan 
pesona wanita dalam iklan cetak shampo Dove anti-dandruff dan shampoo Sunsilk hair 

fall solution versi Shanty.  

Saussure,F., In Bally, C., & Sechehaye, A. (1987). Course in General Linguistics. New York: 
McGraw-Hill.  

Selby, K., & Coedery, R. (1995). How to Study Television. London: Me Millisan. 

Shadiqi, A. (2015). Semiotic analysis of south park cartoon comedy season I. Vivid Journal Of 

Language and Literature, 3(1). Retrieved from 
http://jurnalvivid.fib.unand.ac.id/index.php/vivid/article/view/14 

Sobur, A. 2001. Analisis Teks Media; Suatu Pengantar untuk Analisis wacana, Analisis 

Semiotik, dan Analisis Framing. Bandung: Remaja Rosdakarya.  

Sobur, A. 2003. Semiotika Komunikasi, Bandung: Remaja Rosdakarya. 

Solihatun, N. (2018). A semiotic analysis in Clear shampoo commercial advertisements. 

Suminar, J., R & Prihandini, P. (2017). Fashionable hijab as social transformation. Accomac. 
60-63.  

Supriyanti, E. (2016). Representasi identitas perempuan muslim dalam media (Analisis 

semiotika terhadap tayangan grand final sunsilk hijab hunt 2015 di trans 7.  

Syafi’i, A. G. (2017). Warna dalam islam. Jurnal Pemikiran Islam, 41(01). 

Syamsinar. (2017). Makna pesan iklan shampoo rejoice ‘Wanita Berhijab’ di media televisi 
(Analisis semiotika Roland Barthes).  

Weluker, R., & Harichandan, D. (2011). Advertising. India: University of  

 Mumbai. 

Wilfred, T. (1931). Color Organ. In Compton’s Pictured Encyclopedia. Chicago: F.E. 

Compton & Company.  

Zuhirah. (2018). Makna warna dalam tradisi budaya: studi kontrastif antara budaya Indonesia 
dan budaya asing.   

 

 

 

 

 

 

 

http://ratnajuwitasafitri.blogspot.com/2016/10/the-following-is-some-sense-of.html
http://jurnalvivid.fib.unand.ac.id/index.php/vivid/article/view/14

	452a9948f9524c4d35254f2594de1c29e41e7ce3da231cdc0b1a9e0195e9dd00.pdf
	7b2f654fd8e8aa1ef31c1c4d722e1b65a4c91be71df405c3fc4b4457293ee236.pdf
	cc789784b630b72ca0349710c15196a2e207142cb328d463a72be12f97845214.pdf

	7b2f654fd8e8aa1ef31c1c4d722e1b65a4c91be71df405c3fc4b4457293ee236.pdf

	5021217d8a3868825ea01c24d19a43bbbd56757f9f35f95e0091f0e4678c895f.pdf
	452a9948f9524c4d35254f2594de1c29e41e7ce3da231cdc0b1a9e0195e9dd00.pdf
	7b2f654fd8e8aa1ef31c1c4d722e1b65a4c91be71df405c3fc4b4457293ee236.pdf
	cc789784b630b72ca0349710c15196a2e207142cb328d463a72be12f97845214.pdf
	cc789784b630b72ca0349710c15196a2e207142cb328d463a72be12f97845214.pdf



