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ABSTRAK 

 

Phelia Nayumi NRP.1423015098. (Penerimaan Penonton Mengenai 

Kecantikan Perempuan Pada Corporate Advertising Clean & Clear Versi 

“1000 Suku Indonesia, Warna Kulit Berbeda”) 

 

Penelitian ini bertujuan untuk melihat bagaimana penerimaan 

penonton mengenai kecantikan perempuan pada corporate advertising Clean 

& Clear versi “1000 Suku Indonesia, Warna Kulit Berbeda”. Peneliti 

menggunakan metode reception analysis dengan paradigma encoding-

decoding milik Stuart Hall untuk melihat bagaimana penerimaan mengenai 

kecantikan khususnya warna kulit pada penonton. 

Melalui metode reception analysis dengan paradigma encoding-

decoding, peneliti menemukan letak penerimaan pada penonton berada 

dalam posisi oppositional code, karena penerimaan yang dilihat tidak hanya 

sekedar diatas permukaan saja yakni berdasarkan kata-kata yang disampaikan 

namun berdasarkan frame of reference dan field of experience yaitu setiap 

tindakan atau perilaku yang dilakukan oleh informan sehari-hari salah 

satunya dalam penggunaan produk kecantikan. Pada penelitian ini, latar 

belakang etnis juga mempengaruhi penerimaan mengenai kecantikan 

khususnya warna kulit. Bagaimana penonton menerima pesan kecantikan 

yang disampaikan oleh Clean & Clear melalui iklan korporat versi “1000 

Suku Indonesia, Warna Kulit Berbeda” dibahas secara detil didalam 

penelitian ini. 

    

 

 

 

 

 

 

Kata Kunci : Reception Analysis, Kecantikan, Warna Kulit, Iklan Korporat 
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ABSTRACT 

 

Phelia Nayumi NRP.1423015098. The Audience Reception About Woman’s 

Beatiness in Clean & Clear Corporate Advertising in “1000 Indonesian 

Ethnic, Different Skin Color” Version 

 

The focus of this research is to know the form of audience reception 

about beautiness in Clean & Clear Corporate Advertising in “1000 

Indonesian Ethnic, Different Skin Color”. The researcher uses the reception 

analysis method with Stuart Hall’s encoding-decoding to see how the 

audience reception about woman’s beautiness especially audience’s skin 

color.  

 Through the reception analysis method with enconding-decoding 

paradigm, the researcher has found that the audience reception is in 

oppositional code status, because the reception that seen isn’t just the surface 

which based on the words that delivered but based on the frame of reference 

and the field of experience which in one of every action or behavior that the 

informant does is using the beauty product. In this research, the ethnic 

background is also affecting the reception about the beauty especially the skin 

color. How the audience recept the beauty message that delivered by Clean 

& Clear through Corporate Advertising in “1000 Indonesian Ethnic, Different 

Skin Color” is discussed in detail in this research. 

 

 

 

 

Key words: Reception Analysis, Beautiness, Skin Color, Corporate 

Advertising 

 
 

 

 


