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Abstract 

 
Referring to the ideal concepts of masculinities in Indonesia, this article was written to open people’s minds that 

masculinities are not always related to physical appearances of males. The aim of the study is to find out any 

different perceptions, either from male students in Airlangga University and from outside of Airlangga University, 

about the construction of masculinity in “L-Men Gain Mass” commercial. In this research, the writer used a 

qualitative method by interviewing fifteen male university students to gain their perceptions about the elements of 

masculinities in the “L-Men Gain Mass” commercial. The writer interviewed them in Universitas Airlangga and 

interpreted the results by using Connell’s Hegemonic Masculinity supported by masculinity in sports. The writer 

finds that perceptions of masculinities in “L-Men Gain Mass” commercial is different among male university 

students in Surabaya because of their differences in interpreting masculinities and male’s physical appearances. 

Masculinity is understood differently based on different social group and different culture. Being muscular is not 

the only ideal concept of masculinity because masculinity is relative according to different social group, especially 

in the university environment.  

Keywords: male students, masculinity, perceptions, representation 

 

Introduction 

According to Merriam Webster dictionary, “masculinities” comes from the basic word “masculine” 

which means “ordinarily includes most of the words referring to males” (Merriam-Webster n.d.). In the 

similar dictionary, “masculinities” means “the set of qualities considered appropriate for or characteristic 

of men” (Ibid). Based on the definitions above, the writer assumes that masculinity has a strong 

relationship with anything “men-likely” or anything that refers males in society, based on each social 

conditions. Society will possibly have characteristics of masculinity because they are interpreted 

differently from one region to another.  

It is commonly known that if we are talking about masculinity, it has a strong relationship with so-

called ‘maleness’. When people are talking about males, features which differ them from females will be 

primary topic. However, it should be noted that although those two terms (“masculinity” and “maleness”) 

seem identical, each is interpreted differently. If “maleness” is biological, then “masculinity” is cultural 

(Beynon). It means that a man is considered as male since he was born, while masculinity is not with him 

because it is product of culture (Ibid). In other word, it is society who judge a man whether he is masculine 

or not.  

The discussions about masculinity have been an interesting topic lately, because various cultures in 

the world have their own traditional beliefs about masculinity. For example, to be considered an adult 

male in Nias, North Sumatra, a young man should jump through a two-meter solid rock in a tradition 

named Fahombo or Ombo Batu (detikTravel). In Brazilian Mawe tribe, there is also an extreme tradition 

in which every man should be bitten by Paraponera clavata, a species of the most dangerous ants in 

Amazon Rainforest which can cause hours of pain, to get acknowledgement as an adult man (Cultures 

and Customs). Those examples prove how traditional culture influences people’s view about masculinity.  

In modern society, to get acknowledgement as a masculine man, there are some special features which 

should differ male from female. For example, a true masculine man should be dominating, violent, 

interested in sexual conquest, and so on (Itulua-Abumere). If a man does not have features like that, he 
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cannot be considered as masculine man. Masculinity also consists of behaviors, languages and practices, 

existing in specific cultural and organizational locations, which are commonly associated with males and 

thus culturally defined as not feminine (Ibid). Shortly, a man should have those features which are not 

commonly owned by a woman. 

Masculinity and femininity are inseparable binary oppositions, just like male and female. Beynon 

defined the relationship between masculinity and femininity as “a range of culturally defined 

characteristics assignable to both men and women” (Beynon). However, in Western countries like Europe 

and America, a culture which does not treat women and men as bearers of polarized character types, at 

least in principle, does not have a sense of masculinity (Connell). Both Beynon and Connell agreed that 

in Western countries, people’s ideology of masculinity and femininity is opposites. It means masculinity 

and femininity should be understood differently each other. A man should be treat differently from a 

woman by people, and vice versa.    

Masculinity and femininity have commonly known to have strong relationship with male and female. 

One feature that differs male and female is sex. In defining this, Connell made a link between the concepts 

of traditional gender role with biological sex. He stated that the first sight of sex differences in both men 

and women is in bodies, attitude, and genetic coding (Ibid). In discussing men’s and women’s differences 

in bodies, Connell in her book noted that the main difference between male and female is in constructing 

“gendered bodies”, in which men focus more on sport exercises and women like to do facial treatment 

and use cosmetics more than men (Ibid). 

People in Indonesia tend to view men and women in traditional point-of-view. They view masculinity 

and femininity in binary oppositions. The terms like kodrat pria and kodrat wanita were popular during 

the New Order era (Nilan). Kodrat pria means every man should behave like common men do, like 

dominating, being violent, interested in sexual conquest, and so on. While kodrat wanita is the opposite 

of men’s features in kodrat pria with features like being weak and dominated. One feature that is related 

closely with kodrat pria is the existence of the term “bapakism”, which is also related with how an adult 

man should be a good leader for his environment (Ibid). A man can be called as “bapak” if he has some 

qualities like wisdom and good emotion control so that he becomes the ruler of his environment (Ibid). 

For example, President Soeharto was popular as “Bapak Pembangunan”, and was also addressed “Pak 

Harto” by people which signifies his position as the father of Indonesian people. However, since the end 

of the New Order, those two terms are not popular anymore and the issues of gender become more 

complicated (Ibid). By then, contemporary masculinity arises in Indonesian society so that the traditional 

beliefs of masculinity and femininity becomes not very clear. Ling (in Nilan) mentioned that 

contemporary masculinity in Indonesia is influenced by global media hypermasculinity.    

Nilan described hypermasculinity as the persuasive forms of masculinity which operates in the global 

popular media where male characters, either heroes or villains, have special features such as physical 

strength, cunning, bravery, sex behavior, and aggression (Nilan). Hypermasculinity then influences 

Indonesian people to perform masculinity with some different criteria from previous era. This division of 

men’s category is affected mostly by mass media, especially by television (Ibid). In her study, Nilan 

categorized Indonesian young men into three. The first one is santri, a young Muslim man wearing Islamic 

attributes such as baju koko, sarung, etc (Ibid). The example of the image santri can be seen in popular 

sinetron such as ”Pesantren & Rock n’ Roll”. In the television series, there is a character named Najib 

played by Ramzi who illustrated the image of santri well by dressing up like devoted Islamic. The second 

is the secular image of “cool” yet sensitive young man whom is recognized as cowok trendi. This image 

is also popular in television shows, for example Imam Darto and Dimas Danang, the hosts of “The 

Comment” television show. Both of them are famous with their hairstyles known as “klimis” or dandy. 

Their hairstyles are the effects of using pomade. Another Indonesian celebrity who is also well known for 

promoting pomade is I Gede Ari Astina (Jerinx), the drummer of Superman Is Dead. He produces his 

own pomade named Slickboy Deluxe which gained popularity in society. This is why recently many young 

male people in Indonesia are wearing pomade to follow the trend. The last is a preman (thug), who is 

identic with attributes such as alcoholic, gambler, fighter, and so on (Ibid). Usually, the image of preman 
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is represented in action movies and series, for example Yayan Ruhian who played as Mad Dog in “The 

Raid: Redemption” movie. In this movie, Mad Dog is illustrated as a dangerous member of a narcotics 

cartel who always likes to kill and fight the cops. Those examples prove how masculinity in Indonesian 

media is influenced by media that a man should have different features from a woman, like written above, 

such as physical strength, cunning, bravery, sex behavior, and aggression (Ibid). 

A popular commercial in Indonesia that best illustrates masculinities is “L-Men Gain Mass”. The 

commercial has presented many models, and one of them is Albern Sultan. The writer decides to take one 

of its most recently commercials where Albern Sultan is playing basketball and demonstrates his skills to 

one of the players who is thinner than him. During the commercial, Sultan is portrayed to be more 

powerful than his smaller and thinner team-mate; it is proved when his team-mate was easily defeated 

when playing basketball by another taller player. In the end of the game, he reveals the secret of his 

muscular body to him and promotes the significance of drinking L-Men. So, masculinity in this 

commercial is represented as being athletic, muscular, dan dominant in sports like basketball.  

Albern Sultan was the winner of “L-Men of The Year 2013” and was the first runner-up on “Mister 

International 2013” (L-Men). L-Men Gain Mass is also the leading of men’s health drink product in 

Indonesia (Riau 2014). L-Men Gain Mass itself is a product of Nutrifood, a company that has produced 

many health food and beverages. Nutrifood itself was founded in 1979, and became the first Indonesian 

food company to get ISO Certificate in 1994 (Nutrifood). The writer thinks L-Men Gain Mass product 

gives illustration about how a man should look alike, because it consistently demonstrates the importance 

of being muscular for men. Beside it, the elements of masculinity are represented well in this commercial 

in which Albern Sultan’s muscular body is portrayed clearly and his activity when playing basketball is 

considered as manly. Moreover, the choosing of the playing basket activity in the commercial is not 

without any reason. Basketball is included in “Top 10 Most Popular Sports In The World in 2015” 

according to Top10Zen, with the approximate number of fans 400 million people (Top10Zen). It proves 

that basketball is one of the most popular sports in the world, including Indonesia.   

The illustration of masculinity in the commercial could possibly influence audiences to perform like 

what they see in the commercial. Audiences may follow what they saw in the television, including the 

idea of masculinity in the commercial. However, they may only take some characteristics of masculinity 

presented by media. According to Stuart Hall, there are three positions of audiences. They are hegemonic 

reading, negotiated reading, and oppositional reading. If the writer uses Stuart Hall’s positions of 

audiences, the writer calls this as “Hegemonic reading” by audiences in which they share the assumptions 

and interpretations of the author and read the message in the way it was intended (The media and their 

audiences). The audiences interpret the ideas presented in the media and apply them in their daily life for 

their own necessities or because they want to. The concepts of hegemonic masculinity shown by Albern 

Sultan in the commercial should give audiences idea about how to be a masculine man that they should 

follow his way to gain muscular body.  

In this study, masculinity in the commercial is expected to trigger the reactions from male students in 

Universitas Airlangga about the idea of being masculine in this advertisement. The writer expects their 

reactions to be various because masculinity is relative according to social group, nonetheless in university 

students. The consideration is, not all male students of Universitas Airlangga may be influenced by the 

concepts of masculinity in the commercial. This study would like to examine whether male students in 

Universitas Airlangga are influenced by the masculinity in the commercial or not. There have been studies 

about audience research. One of the studies was 

“An Audience Study on Indonesian Idol Talent Show” by Nadia Seassi Roesdiono (Roesdiono, 2015). 

In her study, Roesdiono applied Ien Ang’s famous audience research “Watching Dallas” method and used 

mixed –method approach (both qualitative and quantitative). She used mixed-method approach to 

determine what audience of Indonesian Idol Talent Show think about the show, whether they agree or 

disagree. However, although Roesdiono worked on similar subject with the writer, her object of research 

was different because she analyzed the audience of Indonesian Idol, while the writer analyzed L-Men 

Gain Mass advertisement. The method of gaining respondents is also different between the writer’s and 
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Roesdiono’s, in which Roesdiono applied Ien Ang’s method of audience research while the writer uses 

random sampling with criteria according to the writer.   

Method 

This study is a qualitative research since the writer would like to find out what people think about 

masculinity in “L-Men Gain Mass” advertisement. The reason of using qualitative approach is to explain 

human behavior and attitudes, with supports of variables, constructs, and attitudes (Creswell). Qualitative 

approach is also useful in avoiding generalized hypothesis (Mason). Purposive sampling is used in this 

study to find the most appropriate samples based on the writer’s criteria, which were fifteen male students 

in Universitas Airlangga because this study focuses in masculinity in the advertisement. In addition, 

fifteen respondents were the smallest acceptable sample for all qualitative research (Bertaux). 

 The different perspectives and opinions among the respondents result an interesting finding in this 

research. The reason of choosing the students was to find out perspectives and opinions between those 

two categories of students. The students’ ages were among 19-24, which is in the phase of mental 

development. It influences their thoughts and opinions about ideal concept of masculinity which would 

differ from one to another (Arnett). Moreover, they fulfill one criterion about adultness which is making 

independent decisions (Ibid). There were students who agreed with the masculinity concepts in the 

advertisement, while some others did not. The respondents interviewed by using in-depth interview 

method. Their opinions were the primary data and object for this study.  

Discussion 

The perceptions of Universitas Airlangga’s male students about masculinity in L-Men Gain Mass 

commercial 

After the writer has done in-depth interviews in Universitas Airlangga, the writer found that the 

perceptions of male students about masculinity concepts and elements in L-Men Gain Mass commercial 

are various. The data collection was done on May 11, 2015. The writer interviewed fifteen male students 

from various majors in Universitas Airlangga. Their opinions are varied, especially when they were asked 

about their agreement or disagreement about the concepts of masculinity in the commercial. The writer 

found eight out of fifteen male students agreed that the commercial portrays an ideal concept or illustration 

about masculinity. From those students, four of them did exercise regularly so they agreed that the ideal 

masculinity should deal with ability in sports because they have experienced so. 

Here were some of their opinions about it during interview: 

“Iklan L-Men itu menurut saya menggambarkan pola hidup sehat, karena ditunjukkan gimana model 

tersebut harus latian keras dan minum L-Men supaya terlihat berotot. Saya sih setuju, asal tujuannya untuk 

kebaikan dan bukan untuk senang2 aja. Maksudnya senang2 itu buat gaya2an aja. Nah kalo udah cuman 

buat pamer2an atau gaya2an gitu, saya kurang setuju” (Ir, Social and Politics 2011).  

“Bagi saya sih, karena saya ikut nge-gym, setuju. Karena di iklan itu kan, digambarkan cowok yang sedang 

mengeluarkan kekuatannya dengan cara mengangkat beban, kalau Albern Sultan kan main basket. Akurasi 

dia masukin bola atau cara dia defense dari musuh2nya pas main basket, jadi saya setuju-setuju aja” (Br, 

Humanities 2011).  

Based on those results, the writer assumes that male students who regularly do exercise agree with the 

concepts of masculinity because they have proved the positive effects of doing exercises. The students 

above represent the agreement of masculinity in the commercial. All respondents above regularly do 

exercises and sports like bodybuilding or fitness and futsal. However, seven others rejected the 

illustrations of masculinity in the commercial that a man should be muscular and good in sports. They 

might think that being good in sports is not only a standard of masculinity. Every man can be masculine 

even if he rarely does exercises. 

“Nggak setuju. Menurutku, cowok maskulin itu bisa berpenampilan biasa2 saja, tapi tetep bisa dianggap 

maskulin. Paling gak ada 3 hal: jujur, berani, tanggung jawab” (D, Humanities 2011). 
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“Lebay, berlebihan, soalnya masak dengan minum susu aja bisa bikin perut sixpack. Aku juga pernah sih 

terpengaruh sekali, aku dulu pernah beli satu kotak pas SMA. Perutku kan, sudah agak buncit kan, nah 

terus aku pingin sixpack, makanya aku beli itu (L-Men). Tapi malah gak ada pengaruhnya apa-apa, malah 

makanku tambah banyak, perutku tambah jemblung” (Bi, Humanities 2013). 

Based on those interviews, the writer found two opposite perceptions about masculinity in the 

commercial. The students who disagree stated that doing sports or exercises are not the only standard of 

being masculine. They think the masculinity in L-Men Gain Mass commercial is not real or only a role 

model of “six pack” man. They do not think that appearances like the model in the commercial are 

associated with masculine man. A masculine man could look ordinary like them, and is not always good 

in sports. Meanwhile, the others who agree about the illustrations of masculinity in the commercial believe 

that doing sports is one way to be considered as masculine. What the two groups have in common is their 

opinions about masculinity in the commercial are influenced by their experiences in their real life, so 

when they saw the commercial, they automatically related with their experiences of having met muscular 

men or not. This is similar with Connell’s idea that masculinity is not a fixed entity embedded in the body 

or personality traits of individuals (Messerschmidt), which means masculinity is viewed from the 

perspective of society where a man lives. It is society who judge a man of being masculine or not, and 

they are influenced by their experiences. 

In relation with the findings above, the writer then concludes that the agreement or disagreement 

between the male students was caused by their experiences or daily activities. The students who agree 

about the concepts of masculinity in the commercial did more daily exercises or sports than those who 

disagree. Besides, their environment probably also affects the construction of masculinity. It is because 

they often met men with muscular bodies in their environment such as in the gym. Male students who 

disagree with masculinity in L-Men Gain Mass commercial are mostly involved in society where the 

number of muscular men are not as many as those who are not muscular so they think that being muscular 

is not an ideal standard of being masculine.    

Comparison between masculinity in real life and the illustration masculinity in the commercial 

After the writer had gathered data from male students, the writer asked them about the differences 

between the masculinity in the commercial and in their real life. The writer would like to know what 

aspects differ the masculinity in the commercial with what they see in real life. The writer gathered their 

opinions about comparison between masculinity in real life and masculinity in it. Here are some opinions: 

“Menurut saya sih beda jauh (laugh), soalnya jarang saya ketemu orang yang badannya kayak gitu. Kalo 

dalam iklan kan, image pria keren kan harus kayak gitu. Cuma kalo di real life yah, pria keren gak selalu 

definisinya kayak gitu. Itu cuma dari luarnya aja, dari image iklannya aja” (B, Humanities 2011).  

“Kalo sebagai mahasiswa biasa, ya kontras sekali. Kalo misalnya cowok berotot kayak gitu di kalangan 

menengah keatas, dia bakal diterima. Tapi kalo di kalangan menengah kebawah, seperti di kampus ini 

misalnya, dia akan dinilai sedikit nyeleneh dan kurang diterima. Jadi kalo cowok kayak di iklan L-Men 

disini malah akan jadi bahan pembicaraan, kan kalo dalam suatu komunitas ada satu yang menonjol dia 

akan dibedakan dari yang lain” (F, Humanities 2012). 

“Berdasarkan apa yang saya lihat di kehidupan sehari-hari, gak ada cowok temen-temen saya yang 

panampilannya kayak model iklan itu. Jadi ya, jauh bedanya antara maskulinitas di dunia nyata sama yang 

ada di iklan itu” (He, IIP 2013). 

“Iya, bedanya jauh, temen-temenku yang cowok walaupun maskulin tapi gak semaskulin yang di iklan, 

biasa aja” (L, Economics 2011). 

Some respondents agree that the differences between what they saw in the commercial with what they 

saw in real life are quite clear. The differences lay mainly on male’s appearance in the commercial with 

common male’s appearance in real life. The respondents agreed that none of their friends have muscular 

appearance like in the commercial. They seem agree that to be masculine in the real world, a man should 

not always have muscular body like in the commercial. Many ordinary male students with ordinary 

appearances, in this case not muscular, can be considered as masculine according to the respondents 

because many aspects of masculinity should be fulfilled. Respondent F gave a good explanation about 
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what differentiates the masculinity in the real life with the commercial. He stated that the muscular man 

like in the commercial would be ordinary if he lives among similar men like him, which means similar 

muscular men. In the other hand, if he lives among men with different appearances from him, he would 

be the center of attention and even people around him would possibly alienate him because his appearance 

is different from the others. Respondent F added that the differences of appearances can be influenced by 

the differences of social class. It seems interesting, because muscular man like in the commercial is 

considered to be man from upper class. That is why, when he is living among middle and lower class 

people, he would be eye-catching because his appearance is different from the others. As the result, he 

would be alienated by the people around him. 

Ideal concepts of masculinity according to male students of Universitas Airlangga 

 After the writer had asked the respondents about their opinions about masculinity in the L-Men 

Gain Mass commercial, the writer got some interesting results. First, the respondents’ opinions about 

masculinity in the commercial were various even contrast each other, because some students agreed with 

it, while the others did not. Second, the respondents, whether they agreed or not about masculinity in the 

commercial, stated it did not represent any kinds of male students in their daily life. It means they seem 

agree that the concepts of masculinity in the commercial only portray ideal masculinity, not real life 

masculinity because the appearance of the model is not followed by male students in real life. Male 

students in Universitas Airlangga are not influenced by the commercial, or they are not simply 

hegemonized with it. 

The writer then gathered the opinions of the respondents, either agree or disagree with the masculinity 

in the commercial, to find out the ideal concept(s) of masculinity according to the respondents. Their 

definitions about ideal masculinity show how various the concepts of masculinity among students in 

Universitas Airlangga. Their definitions are shown in Table 1 below. 

 

Respondents Ideal Concepts of Masculinity 

Ir Masculinity concept in Indonesia is different from the Western 

countries, like being muscular or not 

Br Be yourself, because definitions of masculinity is various 

S The way a man dresses up and behaves 

L Physically interesting 

B Strong and independent 

A Not look like a gay 

F Looks interesting in both appearance and attitudes 

DM Show-off that he is the best among the others 

M How a man treats a woman 

D Physically not like a woman 

H Attitude is important 

FN Appearance and attitudes 

He How a man uses his power to help the others, and how he treats a 

woman 

Bi Attitude towards women 

Ar Differ himself from a woman 

Table 1. The definitions of being masculine according to the respondents. 

Two respondents (M and He) agree that to be masculine, one should treat female very well and behave 

manly in relationship with female. Meanwhile one respondent (Ar) states that masculinity means a man 

should differ his appearance and gender role from woman. In the other word, a man should have special 
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features which differ him from female. This respondent (Ar) has similar opinions with the other two 

respondents, A and D, who also say that masculine man should differ his appearance from women to be 

recognized as a man. An almost similar idea is stated by Respondent L, who says that a masculine man 

should be good-looking. His opinion is similar with two other respondents, S and F. Their opinions only 

differ in how a masculine man differ himself from female.  

Another idea about masculinity is stated by one respondent (FN) that a masculine man could be seen 

not only from his appearance but also his attitudes. The other two respondents (Br and F) seem agree with 

his opinion that a man should not ignore of behaving well and properly to be considered as masculine. 

Respondent Ir compares the concepts of masculinity in Indonesia with those in Western countries. He 

states that in Indonesia, physical appearance is not only important to define masculinity because a 

masculine man is also viewed from his attitudes in society. If a man only pay attention to his body, he is 

considered as masculine according to Western society, which may not be considered as the same in 

Indonesia. Respondent DM proposes a term “alpha-male” in which a masculine man should always win 

in any kinds of competitions against his competitors. The writer thinks this term possibly relates with the 

masculinity in “L-Men Gain Mass” commercial because the masculinity in it also illustrates a competition 

among male basketball players in which a man becomes the winner of a basketball game.  

Based on what the writer found from in-depth interview, the ideal concepts of masculinity among male 

students in Universitas Airlangga could be listed as follows: 

1. A man should treat female very well and behave manly in relationship with female 

2. A man should have special features which differ him from female 

3. A man should be good-looking  

4. A man should pay attention on his appearance and his attitudes 

5. A man should be brave, strong, independent, honest, and responsible  

6. A man should be “alpha-male”, always showing off his ability that he is the strongest and the best 

than the others   

As we can see above, the ideal concepts of masculinity vary among one respondent to another. The 

writer could not directly choose one or two of them which are ‘the correct ones’. It also deals with how 

man should behave toward woman, not only for himself. Connell stated that masculinities can differ 

according to gender relations in a particular social setting (Messerschmidt), means no universal definitions 

about masculinity. Again, it is society who decide a man is masculine or not, according to their norms and 

values about masculinity. If a man is considered as masculine, then he should follow the norms in the 

place he lives in. 

How masculinity in the commercial influences male students  

Based on the interviews, the writer implies that some respondents of Unive who watched the 

commercial are influenced by the concepts of masculinity that a man should be good in sports and have 

muscular body. Albern Sultan, the model, seems successfully gives ideal concepts of being masculine by 

having muscular and athletic body. 

The results of the interviews illustrate that many male students of Universitas Airlangga are influenced 

with the concepts of masculinity in “L-Men Gain Mass” commercial. The way they are influenced by the 

concept of masculinity in the commercial is commonly by getting involved in sporting activities. The 

students who agree that being muscular and athletic is considered as masculine prove it by doing sports 

like fitness and futsal. They agree that Albern Sultan as the model of ”L-Men Gain Mass” commercial is 

an ideal concept of masculinity because he is involved in sporting activity, which is considered as 

masculine according to the students. It is similar like Whannel’s concept about part fantasy of sports, in 

which fantasies lay on the perfections of performance of male athletes in media (Whannel). The 

perfections of performance is related with how male athletes perform their bodies well, which is later 

followed by the male audiences. When the writer asked them if they want to have similar appearance like 

Albern Sultan, many of these respondents said “yes”, although some others “no”. It means, male students 

who want to be similar like Albern Sultan are hegemonized by the masculinity in the commercial. The 
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others, although they agree with the concept of masculinity in the commercial, they do not want to follow 

it because they do not think it is interesting at all.    

From this discussion, we can infer that not all male audiences are influenced by the masculinity in the 

commercial. Connell said that masculinity is interpreted on the culture it exists (Connell). The idea of 

masculine man is not always all about how society views the physical appearance of a man. Instead, it 

deals with how people view a masculine man based on the social norms in their areas. Like the male 

students, they view masculinity as “doing good in sports”, so they agree that being masculine means being 

competitive in sports. It will be better if a male athlete wins the competition. Because this study focuses 

on masculinity in media, it also deals with how physical body of male athletes is presented in mass media, 

and how they influence people to follow their behavior and lifestyle (Whannel). So, the reaction of male 

audiences who agree with the masculinity in “L-Men Gain Mass” commercial proves that hegemonic 

masculinity works on them. They are “hegemonized”, so they are influenced to do so. This is similar with 

the writer’s claim that masculinity in the commercial influences male students to perform similar like the 

male model in it.   

Negotiating the ideal concepts of masculinity in the commercial 

The illustration of masculinity in L-Men Gain Mass commercial has certainly influenced male students 

as the audiences. However, they do not perceive the masculinity in it directly because they certainly have 

considerations of following what they saw in the commercial. The process of negotiation among them 

influences their reactions toward masculinity in the commercial. As the writer explains above, not all male 

students agree with the concepts of masculinity in the commercial, because they compare what they see 

in real life with what they see in the commercial. This is similar with Raewyn Connell’s theory that 

hegemonic masculinity is not a universal concept of masculinity because it depends on the culture it exists 

(Connell). In her theory, Connell stated the domination of masculine men results rejection from 

subordinated groups like women and unmasculine men. In this study, “unmasculine men” are male 

students who do not agree with the idea that being masculine should be muscular like in “L-Men Gain 

Mass” commercial. The writer does not say they are unmasculine, but when they see a portrayal of 

muscular man in media, they feel different from the muscular man so they may feel “unmasculine” 

because they do not have muscular bodies.    

 The process of negotiation by male students results their definitions of masculinity. They could 

define the ideal concept of masculinity based on their own criteria because they have experienced in their 

life. At least there are three definitions by them: 

- A man should treat female very well and behave manly in building relationship with them 

- A man should be brave, strong, independent, honest, and responsible 

- A man should pay attention to his attitudes 

 

This definition or concept shows that being masculine is not always related with having muscular body 

or being competitive in sports. It is probably affected by their social environment. If having muscular 

body is seen normal or even interesting by people, they tend to follow it because they want to become 

similar like the others. However, if people around them view that being muscular is not normal or 

uncommon, they do not want to follow it because they will be treated as strangers in society. Again, 

Connell’s theory about hegemonic masculinity applies here when the male students tend to follow 

universal belief or what is perceived as normal by people around them.  

Conclusion 

The representation of Masculinities in the L-Men Gain Mass advertisement is interpreted differently 

by male students of Universitas Airlangga, because the ideology of masculinity in the advertisement is 

not accepted well by some male students. Doing sports like playing basketball is not considered as the 

only parameter of being masculine and the appearance of the male model (Albern Sultan) does not 

represent masculinity according to male students who rarely doing sports.  
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Although some male students agree that being muscular is one of the aspects of masculinity, they 

propose that being masculine means also having good attitudes in their social life.  

Finally, the writer concludes that masculinity is understood differently based on different social group 

and different culture. This proves previous writer’s claim that being muscular is not the only ideal concept 

of masculinity because masculinity is relative according to different social group, especially in the 

university environment. 
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