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Abstract 

 
In traditional gender roles, women are excluded from the decision-making and closely associated to the domestic 

sphere. However, nowadays, media has created female representation to be more complex and complicated. Female 

characters in media sometimes could perform actions showing superiority. Unfortunately, the female representation 

of superiority remains within the traits of femininity and negative depiction. Drawing upon this case, the writer 

uses one of popular e-commerce products commercials in Indonesia named OLX and chooses the “RumahTangga” 

version as the object of this study as it represents the patriarchal culture in the form of marriage life although it uses 

different concept in displaying the female models. This study aims to disclose the representation of femininity in 

OLX commercials. This study was conducted by using interpretative approach and qualitative method. The writer 

uses Simone de Beauvoir’s critical thinking of femininity construction as the main theory. The 14 pictures were 

chosen as the primary data in this study by applying Erving Goffman’s pattern of gender display in advertisements. 

The finding shows that in OLX commercials, there are changes in the pattern of gender display of femininity 

represented by the female models as married women through a false concept of women’s empowerment. The 

changes reassert the financial subordination of women to men in term of purchasing power. 
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Introduction 

Gender categories are constructed by society, which refers to people cultural programming as feminine 

or masculine (Tyson 86). Men are constructed to be more dominant and important than women (Rhode 

686) because they have male traits such as rational, strong and so forth, which are then, called as 

masculinity. The femininity is the opposite side of masculinity, and it is called as stereotypes of women 

because ‘femininity itself is described as weaker, submissive, and obedient’ (Bressler 172). In other 

words, women are associated with subordinate position because superiority is only for men. Beauvoir 

asserted her famous idea that, “One is not born but rather becomes, a woman” (273). In other words, the 

idea of femininity is not woman’s destiny, but rather as a product of people civilization, which then, is 

perpetuated continually and unconsciously. Women should follow the ideology that applies in their 

society, for example the idea of traditional gender roles in a patriarchal society. According to Tyson, if 

women accept their traditional gender roles and obey the patriarchal rules then they are “good girls”, if 

they do not, they are “bad girls” (89). They should be like what society expects them to be. 

The concept of traditional gender roles is adopted by some television products. It is then used to create 

female representation as shown in one of its products, advertisements. Commercial is a television 

advertisement and the most attractive media in advertising because ‘it displays moving pictures, sound, 

and color all at once (Widyatama 15). Moreover, Gauntlett stated that advertisement contains a picture of 

men and women and it can be the best example of how gender is actually portrayed (46). It means that 

commercial can be the most effective way to display the gender ideas and it can contribute to people’s 

perception of gender. In fact, Erving Goffman has found the pattern of gender portrayals in the 

advertisements, which gives a various pattern of advertisements (Laughey 83). The femininity and 

masculinity in advertisements can thus be disclosed by using Goffman’s pattern. 
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However, in Indonesian media such as television, the existing binary opposition between man as 

outside home and woman as at home is used as the portrayal of both sexes. As the result, the “good” 

woman will be the one who has the role as a mother or wife and does the domestic chores or keeps the 

house as comfortable as possible because that is what woman should do for her family. According to Ida 

(27), a woman in Indonesia is considered not a complete human being before she is married and all single 

women have to prepare themselves for the appropriate fulfillment of the role of wife. In other words, 

woman will be considered as “not yet a woman” if she prefers to remain single and be a professional. 

Thus, many television products in Indonesia portray female models as married women along with their 

roles as good wives and mothers. 

Recently, the issue about female representation in media has been created to be more complex by 

using false women empowerment concept. It can contribute to challenging the traditional gender roles of 

women in patriarchal society. Women in Indonesia are also commonly related to kodrat and in term of 

Indonesian language it is as ‘the unalterable nature one is born with, or predetermined’ (Arimbi 57). The 

term of kodrat supports the domestication of women by stating that it is natural for woman to serve her 

family, show her submissiveness to her husband and nurture her children or even do all of the household 

chores without getting paid since those chores are her duty in order to be acknowledged as a good wife 

and mother. When women are depicted to show superior action, they are portrayed as “bad” or 

“unattractive” women. It shows that nowadays, the producers of media agents have their own way to 

describe the femininity, in particular, referring to subordination of women. The phenomenon of false 

women empowerment, the “witch” or “unattractive” women, yet still have the domestic feminine traits 

can be found in one of the biggest and most popular e-commerce companies, OLX Indonesia as portrayed 

in its commercials “Rumah Tangga” version.  

The writer is interested in the “Rumah Tangga” version and it is chosen as an object since it represents 

the patriarchal culture within marriage life. In Indonesia, OLX was introduced in 2005 with the name 

Tokobagus.com and then in 2014 it was rebranded into OLX Indonesia by Naspers Company. As an e-

commerce company, OLX Indonesia had achieved Indonesian Top Brand Award started from 2012 until 

2015 and so forth. Moreover, OLX Indonesia gives different concept in displaying the figures or models 

in its commercials in which they use the middle-low class people or family concept. The “Rumah Tangga” 

version itself has actually been used as the concept of its commercials since 2005, but in 2014 they used 

different kind of concept in which they focused more on promoting their users’ products by using the 

buyer’s point of view in the commercial plots and the narrative of its models. 

Therefore, in OLX Indonesia commercials “Rumah Tangga” version the producers can be said to use 

different femininity in showing the representation of women which creates new image of women yet still 

reasserts the subordination of women to men in term of purchasing power. The writer uses Erving 

Goffman’s pattern of gender advertisements as the method in order to examine the female representation 

in this study. “The Second Sex” of Simone de Beauvoir will also be used as the theory for this study. This 

aims to see whether the false women empowerment concept in OLX Indonesia commercials is exactly the 

new way to display femininity that indicates the “Otherness” of women especially in decision-making. 

This study will only discuss and focus on the representation of femininity. This study was conducted by 

using qualitative research, which will involve the representative samples as the main data, detailed 

explanation and description of the study in verbal way rather than using numbers to count (Jackson 17). 

The writer will use several studies as the references for this study. Those studies are Gender 

Stereotypes and Reinforcement of Patriarchy Constructed in the Reality Show Pilih-Pilih Mantu by Tri 

Rika Ariani (2013) and The Portrayal of Male Dominance through Domestic Violence in Lovelace film 

(2013) by Adhera R. Vidasari (2015). Both studies use Simone de Beauvoir’s critical thinking of The 

Second Sex and show that the development causes the female models on each object of studies to perform 

the masculinity and superior action as well but the dominant one is still performed by male characters. It 

is clear that both studies used different texts from this study: reality show and movie while the writer uses 

commercial as the object. Vidasari’s study focuses more on woman and sex industry while Ariani’s study 

focuses on both male and female models or more specifically their femininity and masculinity. 
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Furthermore, both studies can help the writer in understanding the female representation in different kinds 

of media. Even though the main issue is similar, which is about women and marriage life, but the focus 

of the study is different and it is based on different aspects.  

Moreover, the writer also uses and selects the study that discusses about the false women 

empowerment concept of female models in media entitled Representasi Dominasi Perempuan Dalam 

Rumah Tangga: Feminisme atau Patriarki? (Sebuah Analisis Tekstual Terhadap Situasi Komedi 

(SITKOM) “Suami-Suami Takut Istri”) by Sri Kusumo H. et al (2011). In this study, Sri Kusumo H. et al 

writes an analysis about the image of women and men in patriarchal society portrayed by the models on 

this comedy drama. In this study the representation of women is portrayed as the empowering women, 

yet it is constructed in negative ways. This study showed that there is an equivalent gender role and power, 

which is showed in the form of comical ways, but it is formed by the producer in a phenomenon of 

husbands who are afraid of their wives. This phenomenon has been claimed to happen among Indonesian 

society. This study will help the writer in understanding more about false women empowerment concept 

because in OLX Indonesia commercials “Rumah Tangga” version, the female models are recognized to 

have similar characterization as the female models in Suami-Suami Takut Istri sitcom show. Thus, the 

statements from this study will be helpful to help the writer in analyzing the false women empowerment 

concept, which then, will affect the female models in OLX Indonesia commercials “Rumah Tangga” 

version 

The writer also uses study that discusses Erving Goffman’s pattern of Gender Advertisements, 

especially in television advertisement or commercial by Kartika Restu Anggara (2015) entitled The 

Representation of Masculinity in Mama Lemon Advertisement Supermarket Version. She discusses about 

the representation of masculinity in a product, which is related to the feminine act. Anggara tries to find 

the new man as the representation of male model as well as its role as hegemonic masculinity in the 

commercial by examining the male model named Choki Sitohang who does the feminine acts represented 

by washing dishes by himself. This study finds that the masculine representation in Indonesian media is 

developing because men can also participate in domestic sphere such as washing dishes or perform the 

feminine action in Mama Lemon product advertisement. Thus, it is functioned as references for the writer 

since this study uses Goffman’s theory of gender advertisement as its method. Therefore, it will help the 

writer in conducting the gender displays analysis.  

OLX Indonesia “Rumah Tangga” version presents the images of women with verbal violence, 

talkative acts, and giving command to their husbands. It is argued that those images are used as the false 

women empowerment to present the female representation. The female representation in OLX 

commercials constructs the false women empowerment. Thus the research will examine how femininity 

that reasserts financial subordination of women is represented in OLX Indonesia “Rumah Tangga” 

version. 

Method of the Study 

Qualitative research is suitable to explore social and human problem by examining the pictures, 

analyzing the words, reporting the detailed information from informants, and conducting the study with 

natural setting (Creswell 15). This study involved the analysis of narrative and non-narrative aspects 

which need a critical and an objective interpretation of meaning. As the object of this study is a 

commercial which consists of pictures and words, the qualitative method suited the best for the analysis. 

Moreover, issues presented within the commercial also represent one of social problems in Indonesian 

society.   

 This study compared female and male figures to analyze the femininity as represented in the OLX 

Indonesia commercials. Hence, because ‘an object may contain not only information or message, but it 

also constitutes the sign’ (Sobur 69), the writer decided that interpretative approach was used to seek the 

ideas, relationship, symbols, etc. Therefore, the writer used qualitative research, since it explores social 

and human problems. Thus, because femininity is a matter of social and human problems, the writer will 

explain the problem in the context of Indonesian society. 



False Women’s Empowerment: The Representation of Femininity And Financial Subordination of Women To Men In The OLX Indonesia Commercials 
“Rumah Tangga” Version (2014-2015)  

 

121 

Data is something that is related to what the researcher wants to find (Pickering 59). The primary data 

of this study are three videos of OLX Indonesian commercials “Rumah Tangga” version with 90 seconds 

duration. The secondary data is something, which supports the researchers in conducting the studies. The 

writer used some books and studies about femininity and gender advertisements. Meanwhile, journals and 

articles that provide additional information are the secondary data used in order to support the writer to 

conduct the study.  

To collect the data, the writer chose OLX Indonesia commercials “Rumah Tangga” version as the text 

because this version is considered to have different representation in depicting femininity, especially in 

e-commerce products. The writer got the full 90 seconds duration of three videos as the population of data 

after recording them from the official Youtube account of OLX Indonesia. Next, the writer reduced the 

data. The writer focused on scenes which represents the femininity by using both female and male models’ 

traits to find the hierarchy. There are 6 scenes selected, which contain 14 pictures by capturing the scenes 

related to how female models as wives or mothers are represented in e-commerce commercials. Moreover, 

those chosen pictures were then sorted and categorized by using Goffman’s “Six Conventionalized 

Portrayals of Gender Display in Ads” which consists of Relative Size, The Feminine Touch, Function 

Ranking, The Family, In the Ritualization of Subordination and Licensed Withdrawal.  

From the categorization of 14 captured pictures, the writer found 3 pictures portraying relative size 

and 5 pictures representing feminine touch. Moreover, there are 3 pictures showing the family category, 

but there is no picture showing function ranking. There are 3 pictures portraying ritualization of 

subordination and 3 pictures (similar with 3 pictures on feminine touch) showing licensed withdrawal. 

After classifying those pictures above, the writer used Goffman’s pattern of gender advertisements as the 

technique of data analysis to disclose the feminine representation in OLX commercials “Rumah Tangga” 

version. Then, this study applied Simone de Beauvoir’s of The Second Sex of women as “Other” in 

feminist point of view to analyze the findings from the pictures of 6 scenes to examine the meaning of 

feminine representation and the ideology of femininity represented in the commercials. Nevertheless, the 

writer also put the discussion in the context of Indonesian society.  

The writer applies the theory of “The Second Sex” by Simone de Beauvoir to do the analysis. Woman 

is the second sex in which her position will always be inferior to men and differentiated from men’s 

position as female is not male. Woman becomes the ‘Other’, an object whose existence is defined and 

interpreted by the dominant male (De Beauvoir in Bressler 173). Beauvoir stated that femininity is a 

woman situation and ‘it is clear that none of woman’s traits manifest an originally perverted essence or 

will: they reflect a situation’ (615). As it is not a will yet a situation, then a woman has to accept and face 

it. As a result, a woman is expected to surrender to her situation.  

Marriage, according to Beauvoir, is the next step for a woman to become the ‘other’ after her childhood 

and adolescence life. Woman as a wife is depicted as submissive, subordinate, and weak, while man as a 

husband is depicted as decision maker, breadwinner, and has highest position in domestic sphere. 

Furthermore, the privileged place held by men in economic life, their social usefulness, the prestige of 

marriage, the value of masculine baking makes women wish ardently to please men (Beauvoir 169). Thus, 

marriage is the next stage of woman to bring her into other repression related to husband and wife-

relationship. The feminine traits of women created by society limit them to be more productive in any 

public spheres especially if they decide to get married. Beauvoir states that one of stereotypes which 

stimulate man’s effort is that of the powerful and famous man whom women adore (334), which then 

implicitly shows women’s passivity in accepting their inferiority by adoring men’s power since they 

believe that women lack of or even do not have power; it does not belongs to them.  

Another theory used is Goffman’s pattern of gender advertisements. According to Goffman (1979), 

the “Six Conventionalized Portrayals of Gender Display in Ads” are Relative Size, Feminine Touch, 

Function Ranking, The Family, In the Ritualization of Subordination and Licensed Withdrawal. Relative 

Size is the concept of this category that assures a certain person who has more status by looking at the 

size, height, and the dominance of the shot, or, more specifically, women are seen in inferior relation to 

men (p. 28). Second, the feminine touch refers to the presence of the female model is important in touching 
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fragile things (p. 29). Women are normally represented as gentle and soft so that men are excluded from 

this action. Third, function ranking is to highlight the male character as the executive role, while the 

female character is only as the supporting one (p. 32). Fourth, the Family is the visual representation of 

the members as a symbolization of family relationship (p. 37). Fifth, ritualization of subordination, in 

which the acts of subordination in displaying the gender and the concept, is when the model’s head looks 

down which can be symbolized as submissive to highlight the subordination (p. 40). Last, licensed 

withdrawal is the concept to highlight that the female model still needs male’s protection, even if it is only 

the goodwill from others (p. 57). 

Goffman’s Pattern of Gender Display in Advertisements 

Relative Size 

According to Goffman, by looking at the size, or more specifically at the height and the dominance 

shot of a person, the authority of a person in a picture can be determined (28). Therefore, related to that 

explanation above, this study finds scenes representing the female relative size to male and categorizes 

them into relative size category. These scenes can determine the lower status of a person and the 

dominance of another, in this case is the female subordination toward male. The selected pictures are then 

considered as showing the inferiority of female characters toward male characters depicted in OLX 

Indonesia commercials “Rumah Tangga” version. 

 

Figure 1 

 

Figure 2 

 

Figure 3 

Before going further, the writer of the study notifies the female models’ clothes which portray a 

typically homemaker and mother of Indonesian society, especially from middle-low class family. Female 

models in figure 1 (00:05) and 3 (00:04) wear “daster” or housedress, which is commonly worn by 

mothers and homemakers from the middle-low class family when they are at home. Female models’ 

clothes support the concept of homemakers or mothers from the middle-low class family. According to 

Barnard, someone’s class of social and economy can be seen through the fashion and clothes they worn 

(61). It means that female models’ clothes signify the image of woman from middle-low class family in 

those scenes. It is closely associated with the idea of traditional gender roles in which woman is closely 

associated to domestic sphere. On the contrary, the male models in figure 1 and 3 wear a pullover sport 

shirt (a shirt with three buttons). This kind of man’s shirt can be worn at public area as well since it looks 

both formal and casual. From the clothes that the male and female models wear, it can be inferred that 

actually those scenes try to inform that women’s place is in domestic sphere, while men’s are both in 

domestic and public areas. Those pictures show how femininity and masculinity are represented as two 

oppositional sides. 

In these pictures, we can also see the height and body size differences of female and male models. In 

figure 1, 2, and 3, the height and body size of female models illustrate the inferiority of women to men 

through the lower and smaller body proportion. Females in figure 1 and 2 (00:03) have smaller body than 

the male models, while in figure 3 the female model’s height is shorter than male model’s. According to 

Goffman, he argued that the status attained by the male model is about the social situation which defines 

that men are superior to women (28). It can be argued that the male models shown on those scenes have 

higher status than female models and it is related with the idea of traditional gender roles in which men 

have more superior position than women. These scenes reassert Goffman’s pattern of gender display, 

particularly the relative size category which describes that men usually have, achieve and get more status 
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than women. In society, women are considered as lack of capability so that it is okay for them to fail for 

something they do, while men are expected to be capable in doing everything.  

The way all the female models talk to male models is eagerly looking at their face since almost all 

male models do not really pay attention to them. However, in figure 1 the female model’s head looks 

down so many times while she is talking to her husband even though her face is showing anger and 

frequently giving her husband a terrifying glare, she does not talk to her husband directly. Even in figure 

2, the female model speaks against the male model as if she is talking about her husband to other people. 

In figure 3, the female model talks directly to the male models but at first, she uses the “baby” as a bait to 

start the conversation and get an excuse. Eventually, she starts to tell what she really wants from her 

husband, again with her head repeatedly looks down.  

As in Goffman’s pattern, those figures on the scenes show a depiction of an idea that men deserve to 

get a higher position more than women. The female models indicate to have a lower or inferior position 

than male models to perpetuate their subordination. In patriarchal society, the concept of traditional 

gender roles point out about women who cannot and are not expected to get higher position than men. It 

means that when women are shown in lower position on a picture, they are implicitly depicted as inferior 

than men. As the writer of this study mentioned before, women are not expected to get higher status since 

‘women get less chance to do so because women are considered as a lack of capability (Tyson 86).  

Hence, these commercials have successfully portray the subordination of women toward men by 

performing the relative size of Goffman’s pattern even though the subordination is not shown through the 

domination of men within scenes by using close shot and placement of female models at the back of male 

models. The subordination occurs when it refers to the act of the models. It can be assumed that the 

domination is no longer presented through the shot but rather the acts, which then, causes the 

subordination to emerge. Therefore, the subordination of women still happens in this category, which 

makes male models as the dominant ones. 

The Feminine Touch 

Feminine touch needs the presence of women to commercialize the product because the hand of 

women is softer to touch something, especially fragile things rather than men (Goffman 29). The 

gentleness of women’s hands is very important to touch and handle the fragile things such as glasses, 

perfumes, even clothes and cell phones because men are closely associated with term masculinity and 

muscular body so that when men handle those things, they may break the goods. The writer will examine 

the different act first before explaining the same acts in different scenes. The first category of the feminine 

touch is the female model’s action in folding the clothes on her lap.  

 

Figure 4 

In the figure 4 (00:03), the shot defines that the female model is folding the clothes on her lap. This 

scene symbolizes feminine touch which works in the female model of this commercial. Even though the 

female model is depicted as the bad woman as she shows unhappy face but she seems to fold the clothes 

carefully on her lap then put it coarsely beside her so that it can still reinforce her disappointment toward 

her husband. We often find out the female representation as one that takes care of the domestic chores 

and it supports the traditional stereotype of them (Widyatama 137). Thus, women must do the domestic 
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chore since it is their duties as a homemakers and wives regardless their feeling or emotional condition. 

They still have to take care of their duty even though they are not in the good mood.  

The representation of gender equality can be found through the scenes in figure 5 (00:17), 6 (00:16) 

and 7 (00:18), but these scenes also portray the subordination of women which is mostly shown to 

perpetuate the idea of femininity. 

 

Figure 5 

 

Figure 6 

 
Figure 7 

The female models that hold the cell phones in OLX commercials seem showing an idea that women 

can also use technology, an object claimed to be men’s thing. Those depictions may show an example of 

gender equality and support the idea of empowered women. In doing the feminine action, the female 

models in figure 5 and 6 both use the same shape of cell phones. Their cell phones are in small and slim 

shape yet look so fragile. In figure 7 the male model’s cell phone is pretty much bigger, wide and sturdy 

than the female models’ cell phones. Again, through this category we can see that female can perform this 

action since the thing she holds is less in weight compared to the one the male model has. These scenes 

want to compare the strength of female and male models in holding cell phone as well as to promote the 

OLX application. Cell phone is a breakable thing yet it also depicts masculinity. The image of an 

independent, powerful and strong woman is an evil (demonization of powerful woman) (Rhode 692). 

Thus, the female models hold the small and slim cell phones because only the men expected to hold 

something heavy, bigger and sturdy. In another scene, there is also the representation of the feminine 

action performed by the female model. In figure 8, the feminine touch is clearly depicted. The female 

model holds a jar made from glass as if she is afraid that it might fall to the floor so that she holds it 

cautiously by looking at her hand’s gesture. 

 

 

Figure 8 

In figure 8 (00:04), the way how the female model’s hand holds the jar is a kind of feminine action. 

She looks afraid since jar is a fragile and breakable thing. As we can see through the picture above, the 

male model eats and holds a pack of snack while he is watching the TV. Both models are eating and 

holding the package of the snack. The difference is the female model holds a jar while the male model 

holds a plastic package. The way the male model holds the package is also different from the hand gesture 

of the female model while holding the jar. The shot portion of the female model supports the feminine 

action of her holding a fragile thing. The female model has bigger camera shot’s proportion rather than 

the male model so that the writer of this study assumes that this scene wants to show that only female’s 

gentleness that can hold a fragile thing carefully. As we know, the use of a jar and a plastic package may 

possibly show the binary opposition of gender. Men are lack in dealing with fragile thing so, the male 
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model in this scene is portrayed to hold a packed snack in which it does not matter if it falls down to the 

floor since it is made from plastic materials so that it will not break. On the other hand, the female model 

holds a jar made from glass material which is fragile.  

The concept of false women empowerment supports the feminine action of the female models in these 

scenes. The representation of femininity in these scenes is still dominant because only the female models 

are presented to hold the fragile objects and things related to the household chores. Hence, it can be said 

that these commercials perpetuate the idea of domesticated femininity as represented by female models 

holding fragile thing to show their gentleness as softness is associated with feminine trait. However, the 

commercials, as presented by scenes above, have presented that male and female models could hold 

fragile thing, in particular smartphone, but it is still gendered through the size. The female models are 

shown to hold smaller smartpone than the male model. Thus, these commercials still put men as more 

superior than women as men are portrayed not to have softness as their trait. Softness is used within the 

commercial as a means to weaken women’s position and situation. 

The Family 

Goffman’s pattern of the family referring to a concept of ‘the visual representation of the members as 

a symbolization of family relationship’ is the concept of the family category (37). In most advertisements, 

the hierarchy is portrayed by depicting the concept of family in society. Usually, in ads, the size and 

position of male models portrayed as a father is the term to show the dominant figure of father within the 

group (family). Father will be portrayed as the powerful figure in advertisement and the younger child, 

especially a daughter usually becomes the least noticeable even sometimes with the lowest positioned 

within the group (family) representation.  

However, in this study, the writer found another way to depict the domination of male models depicted 

as a figure of father by using the background of the place or the setting used in the commercials. There 

are two scenes, the first uses a living room and the other use the dining table, which similarly support the 

depiction of the father’s superiority in a family. 

 

Figure 9 

 

Figure 10 

In Figure 9 (00:14) and 10 (00:02), the producer of OLX commercials uses living room as its setting. 

It is to show the domination of a husband. The settings itself also support the idea of women subordination 

or their powerless. According to Passikoff dan Holman as cited in Abdullah (1997), they stated that living 

room is functioned for welcoming the guests from the outside house and a special place for father, in 

which it is often used by him to read a newspaper or give advises to his children. Living room relates to 

the public area since its place is near to the outside of the house as it contrasts with kitchen. According to 

Abdullah, a woman (homemakers or mothers) closely relates with domestic place, especially dining room 

and kitchen as a foundation for the household itself, in which that zone is within her “reins” (143).   

In figure 10, both female and male models are in a living room. The wife is busy folding the clothes 

and she does not enjoy watching the TV because her husband is watching the soccer competition. 

Furthermore, the female model in figure 4.11 sits at the dining room, while her husband spends his time 

in a living room and watches TV. It shows that man as a husband has great power in a family because 

both female models in these figures cannot watch the TV since it is dominated by their husband. TV 

represents the world or more specifically, the public figure. There is a change of Goffman’s pattern in 
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category of the family. The commercials no longer use the term size, age, and gender rituals but rather 

change it by using the place. Place can represent the authority of a figure of father in a family as seen 

through the scenes.  

 
 

Figure 11 

In figure 11 (00:08), both female and male models are taking care of their child. The child is less 

noticeable and we can only hear the sound of a child without knowing the sex. This scene supports the 

idea of family situation in which both of parents can take care of their child. Thus, it is not only a woman 

or wife’s job anymore. The image of the father relates to the idea of New Man. In general, man can 

participate in the same domestic job with women as if they are equal. This scene depicts how female 

model as a wife and mother still needs male model’s help in taking care of her child. It means that woman 

also depends on men in term of child rearing.  

Therefore, those scenes above depict the situation of family relationship, especially in Indonesian 

society. The domestication of Indonesian women still exists since Indonesia has the belief of patriarchal 

culture. According to Ida (27), a woman in Indonesia is considered not a complete human being before 

she is married and all single women have to prepare themselves for the appropriate fulfillment of the role 

of wife. Woman as a wife is depicted as submissive, subordinate, and weak, while man as a husband 

depicted as decision maker, breadwinner, and has highest position in domestic sphere. Marriage life, 

contemplates no alternative for a woman other than the role of homemaker, modeled with varying 

emphasis on ‘domesticity’, ‘glamour’, and ‘good’ companionship (Friedan 121). In the family context, 

women as wives are powerless and they cannot do anything but showing obedience toward their husbands. 

Women cannot make their own decision so that it creates the belief of dependency of women to men. The 

three-traits of women commonly believed in Indonesia (manak, masak, macak) indicate or reflect the 

main roles of women in marriage context, which are serving and doing household chores. 

Ritualization of Subordination 

“The level of the head is lowered elative to that of others including indirectly, the viewer of the picture. 

The resulting configuration can be read as an acceptance of subordination and expression of ingratiation, 

submissiveness and appeasement” (Goffman 46). 

Based on Goffman’s statement above, when the person’s head is looking down or lower than others, 

it can be considered as the action to illustrate the subordination or someone’s submissiveness. According 

to Goffman, the symbolization of submissiveness is generally performed by the female models of 

advertisements in the form of her head tends to look down (46). This study finds scenes which describe 

the ritualization of subordination. One of the scenes shows how the male model also performs this action. 
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Figure 12 

 

Figure 13 

 

In figure 12 (00:21) the female model looks away with her annoyed facial expression but her husband 

is still looking at the TV with his does-not-care facial expression. Besides, the male model looks to camera 

directly while his wife’s head continuously looks down. Even though there is a time when both of them 

look at each other but then, in figure 12 the wife turn her head away again as if she is afraid even after she 

looks directly to her husband. This scene indicates the subordination of women by using the action of the 

female model.  

Another subordination action performed by the female model is in figure 13. She looks directly at her 

child. When she talks about what she wants to get from her husband, she does not look towards her 

husband directly. In figure 13 (00:11), the female model keeps talking about what stuffs she and her child 

want to get but instead of looking at her husband, she is only looking at her child with her head down. 

This scene also supports the idea of subordination, or more specifically as symbolization of 

submissiveness. The female model expresses her expectation but she seems to be afraid to say it directly 

to her husband. She is helped by her child as a medium. 

Therefore, even though both of female models in these scenes are portrayed with their annoyed facial 

expression as if they are empowered to give impression that they can give a command to their husbands, 

the action of subordination fails the false women empowerment concept in OLX commercials. The 

submissiveness of women in these scenes is shown when they are talking to their husband. How their 

husbands do not really pay attention to their wives’ chatter supports the superiority of men as a husband. 

The female models’ head gestures also show the subordination of them. This scenes show the 

subordination of women as a wife and it can be assumed that women as female models in these scenes 

still show their inferiority since they are only a wife that actually does not have the authority. Furthermore, 

it can be assumed that the female models is consistently given lower status by the media and the higher 

status is instilled on men especially through the size and the angle, in which they get higher position and 

the authority of what he wants to do. 

 

Figure 14 

In figure 14 (00:19), the female model’s head is looking down while she eats cookies and as we can 

see through the picture, the male model is holding a TV remote as if he wants to shut off the channel. 

Along with the male’s action, the scene changes into another scene. The TV remote used by male model 
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indicates how powerful he is and the head’s look down of the female model signifies the subordination of 

women or submissiveness. Remote control or TV remote is a tool to change the TV channel and it can be 

said that this kind of the long-distance controller relates to husband as the leader in a family since this 

tool associated with “controlling something”. According to Morley, long-distance controller is a 

symbolization of someone’s authority of watching television in a family (148). Thus, it can be assumed 

that the male model wants to show his authority as a husband or father in a family in which he can control 

his household. The way the female model’s head look down when the male model start to use the TV 

remote may possibly symbolize the subordination of women as a wife. 

The way all the female models’ head look down or look away is the action to perpetuate the 

submissiveness of women as a wife. Even though they are portrayed as the powerful women at first, but 

the implicitness of men’s domination still becomes the main concept of OLX commercial. Women in 

OLX commercials are still portrayed as the subordinate group and stereotyped by using false women 

empowerment. 

Licensed Withdrawal 

“Women, (…) therefore, dependent on the protectiveness and goodwill of others who are (or might come 

to be) present” (Goffman 57). 

Since this study focuses on femininity, the study on female models gives us deeper and insightful 

meaning. The selected scenes represent women as talkative, even when they do verbal violence or are 

portrayed as empowered women from middle-lower class family. It is because all female models start to 

tease their husband and even give a command about what their husband should buy (buying the 

secondhand goods through the OLX application). Women and men in advertisements often represent 

binary opposition. The meaning of women subordination or inferiority happens when we give attention 

at the ending of eagerly conversation of the females’ monologue named as Mrs. Budi, Mirna and Nadia. 

According to Subandy, he stated that a woman who has her own principle, confidence, and has a 

courageous to declare opinion is not a good woman (27). From the description above, a strong woman 

will have bad image in society since she is expected to be a passive one. A woman must accept all her 

responsibilities or duties as her nature. Women are not permitted to speak out about their struggle and 

suffering from being women. So that, they will be seen to have strong hearts. Consequently, if they follow 

the rules, then they will be considered as ideal women. It means that the female models in OLX 

commercials “Rumah Tangga” version are shown as a bad woman since they are unable to meet the 

concept of the ideal woman.  

 The last dialogue spoken by the female models in OLX Indonesia “Rumah Tangga” version 

supports the subordination of women. The scene shows that there is a change in displaying men’s will by 

using the concept of demanding wife as an eager way of speak. In figure 5, 6, and 7 the financial 

subordination of women can be seen through the dialogue at the end of the scenes. In figure 5 (00:17–21) 

and figure 6 (00:11-16) the narrative aspect of the female models indicates the submissiveness and 

dependency of women as a wife to get their husband’s permission in order to get something. This indicates 

how women are excluded from decision-making. They can only ask or request but the decision of buying 

lies on the husband. 

 

Figure 5. Mrs. Budi: “If you want to sell your TV, use OLX and let my husband buy it”. 
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The writer focuses on the narrative aspect of the models at the end of the commercials. By using 

specific words such as, “find” and “buy”, it indicates the binary opposition of men and women in 

purchasing power. The goodwill from men to buy the gods for their wives is not directly stated through 

this dialog. In figure 5, Mrs.Budi said that she wants to watch Korean drama and if someone wants to sell 

a TV just put it on OLX application then her husband will buy it for her. In this scene, the subordination 

of women in financial aspect is portrayed by the phrase “let my husband buy it”. This scene suggest that 

the female model recognize her position as non-earner; she as a wife does not have any wage to buy 

something costly so that she asks her husband to buy it for them. 

 

 

Figure 6. Nadia: “It is okay! If there is someone, who wants to sell a treadmill or fitness cycle then put it on OLX 

and I will search it later”. 

In figure 6, OLX tries to make a clear comparison between a demanding homemaker that wants to 

watch TV with a wife that cares about her husband’s healthy. Even though both are being stereotyped, 

but the way the female model says her desire to “find” treadmill or fitness bicycle for her husband is, at 

first, considered as good intention. Unfortunately, the submissiveness or her financial subordination is 

showing up by the use of the word “find”. Since she is portrayed as a wife who spends her time in a house, 

she has to take care of her family to show herself as a good wife, for example by thinking about her 

husband’s health. According to Ida, she stated that woman in Indonesia is a person who spends most of 

her life and social activity around the house’ (24). Hence, it can be assumed from the description above 

that women in Indonesia do not have any wages or maybe they have it but lower than their husband’s so 

that to buy something costly they cannot use their own money. Besides, the female models in OLX 

commercials are depicted as those from middle-lower class family since OLX commercials use significant 

difference setting than other e-commerce commercials. 

  

 

Figure 7. Mira’s husband: “If you want to sell those things, put it on OLX then I will buy them”.  

In the last figure, 7 (00:14-18), the husband is the one who finally speaks out about her goodwill to 

buy what his wife’s needs as well as his baby’s needs. From all the three videos of OLX Indonesia “Rumah 

Tangga” version, only this figure portrays the subordination of women in term of purchasing power since 

the male model itself who says he will “buy” those things through OLX application. It indicates how at 

first, the female model (Mira) only wants to get her husband’s attention until her husband is willing to 
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buy those things. It can be assumed that actually the wife only wants to ask permission since she cannot 

buy those things so that she teases her husband whether he wants to buy those things or not. 

The use of recognizable models or stereotypes for the models facilitates the advertiser's goal of selling 

products to specific groups (Waters 91). The writer assumes that female models in these commercials are 

the suffering party of gender inequality from middle-low class family since they do not have high 

educational background; they are the victims of the gendered process. In other words, women from 

middle-low class family do not have any purchasing power because their husbands are the ones who have 

access to it although they gave command to their husbands to buy some goods. Still, there should be 

permission in order to fulfill their needs by asking to buy something, because the husbands are the ones 

who make the decision.  

From all the explanation above, OLX commercials want to show that the female models’ do not have 

any authority and well financial background in order to get or buy something for herself by using their 

own money. The presence of the male models actually can make the female models feel more protected 

or secure finacially. Even though OLX uses the concept of false women empowerment to make “superior” 

image of the female models, but at the end they are still depicted as inferior. The domination of men are 

actually strengthened by the female models themselves since they use the words “cari” and “let my 

husband buy it” to reassert their subordination in financial aspect. 

After analyzing the five categories of gender advertisement above, there are changes in the portrayal 

of gender. Nevertheless, the implicit meaning of the constant pattern of Goffman’s gender advertisements 

is still shown. Those that are considered as the changes are: 

1. The shot between male and female models looks more equal, but the female models’ subordination still 
appears through the act. 

2. Female models make another way to depict their superior image as wives by giving command or requesting 

to but some goods to their husband. However, the male superiority still dominates the commercial through 

their purchasing decision. 

The constant patterns are: 

1. The height and the size of the female models are still in lower size rather than the male models 

2. The female model looks submissive when she cannot bear to see directly towards the male models 

represented as their husbands. 

3. Both can perform the acclaimed feminine activities, but as the female models do most of these actions, so 
that women are still considered as the feminine and domesticated ones. 

 The Representation of Femininity in OLX Indonesia “Rumah Tangga” Version 

The female models look so powerful since they perform the act of “superiority”, in which they can do 

verbal violence and give a command toward their husbands. However, those acts remain in negative 

stereotypical images of women. The female models are still doing the household chores as how women 

are displayed by the common commercials in Indonesia. In addition, the female models narrations and 

appearances in OLX Indonesia commercials look as if they are empowered women because they can speak 

out their real feeling, which is related to freedom. After revealing each scene, the discussion will explain 

more about inferiority, emotion and consumption of the female models as the representation of femininity. 

Based on the explanation above, the reason why OLX Indonesia commercial “RumahTangga” version 

places female models as the main models and use house as the setting is because they represent a lot about 

domestic sphere and women as a homemakers. The action of the female models in OLX Indonesia 

commercials depicts the otherness of women and perpetuates their femininity. When women do not follow 

their stereotypes, then, they will be considered as unattractive because they are expected to be passive and 

weak (Beauvoir 334).  The situation or the place of the female models is mainly in a house, which is a 

living room and it is a place related to the domination of men, or the head of the family. It is because 

women usually spend most of their time in the kitchen, for cooking, washing, and many other household 

activities. Hence, to create different meaning, the powerful images of women in domestic sphere are 

created, through  to the action of domination such as doing the verbal violence, being talkative, and so on. 

However, the female models are still subordinate compared to their husbands because of the false 
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women’s empowerment idea that supports their feminine traits. There are three ways to reassert women’s 

subordination to men in a household, which are inferiority, emotion and consumption. 

We can see the inferiority of the female models through the eye contact of them with the male models. 

They cannot bear to see directly toward the male models represented as their husbands. It refers to 

inferiority of the female models, while the male models can look at their wives directly. The male models 

disparage their spouses by using a mocking facial expression and one of them even uses television remote 

to show their superiority to their spouses. Even though the female models are brave to speak out their 

feeling or command to their husband, it cannot make them feel “superior” enough since it still indicates 

the dependency of women in deciding something. Besides, they cannot look directly at the male models’ 

eyes because they continuously look down. The issue of inferiority can be clearly seen in the portrayal of 

the female models when it is compared to the male models and mainly the scenes have a similar portrayal 

relates to female models’ inferiority. 

The emotion is the second issue of women subordination of the female models in OLX Indonesia 

commercials. Women always use their emotion, hence, they are considered as irrational people compare 

to men (Tyson 85). Emotion can determine women subordination since it is related to feeling. Crying, 

angry, sensitive, and many else are the form of the emotion. Men are not permitted to cry, but women are 

because when men crying, they will be called as a sissy. Thus, women will always be depicted as weak 

because in society they think with their feeling or irrational. 

There is also an action of the female and model models operate the cell phone to commercialize the 

OLX application. The inferiority of the female model comes implicitly as the part of subordination. It 

makes the equality between both female and male models will never happen until the end of the 

commercials. The emotion in the female models also shows their inferiority through their talkative and 

verbal violence to their husband in asking their husbands to buy something for them.  In other words, the 

female models want their husbands to solve their problems and calm them by buying things from OLX. 

Thus, the wives’ anger toward their husbands is a dependency of them in financial aspect. According to 

Beauvoir, the privileged place held by men in economic life, their social usefulness, the prestige of 

marriage, the value of masculine baking, all of these makes women wish ardently to please men (169). 

Thus, emotion works as must-femininity for women and it becomes the false women’s empowerment of 

the female models in the commercials. Women’s emotion depicted through verbal violence or talkative 

acts are seemingly used to perpetuate the idea of women’s empowerment. However, as men are privileged 

superior status within marriage due to their economic access and capability, women as the spouse have to 

regognize their position as subordinate and thus taking their dependency for granted.   

Emotion of the female models in OLX Indonesia commercials is performed through the narrative of 

conversation they make. They can make the male models hear them; hence, the male models start to react 

about the conversation made by their spouses. The command or things that are needed by the wives signify 

that they just want to make their husbands realize what they want to get from their husbands. At first, the 

image shows that the wives are the superior and dominant ones since they can give command to their 

husbands. It also signifies that they are emotional people because the wives actually accept their 

subordination in financial aspect, in particular lacking in purchasing power and decision-making. The 

husbands’ superiority or domination in money matters is portrayed. In other words, he is the right person 

in dealing with purchasing action. The wives become the subordinate ones because they are in fact, 

showing their femininity, which reasserts the financial subordination of women.  

The content of the female models’ narrations or conversations indicate the last issue, which is 

consumption. The subordination of women is not about the sensual of the body, the repression, and many 

else to show the femininity. Mostly, those kinds of subordination are performed by the women. 

Consumption is one of many actions that is related to the subordination of women. At the beginning of 

the commercials, the wives look so different, in which they start to show their annoyed and tricky facial 

expression.  They are not portrayed as the weak or passive ones. Instead of that, they are portrayed as the 

powerful ones, but unfortunately, their images remain subordinated when it comes to their consumption 

culture. 
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Beauvoir argues that women may be defined as human beings in search of goals, embedded in a goal-

seeking world, a world in which it is absolutely imperative to be acquainted with its economic and social 

structure (95). In other words, women should earn money for their own living and they are not supposed 

to depend on men; they will become equal to men because Beauvoir believes in women’s liberation. 

Furthermore, the consumptive culture of women can also be the issue related to gender economy, in which 

the high financial position in a family context held by a father or husband. It means when the economics 

responsibility is on men’s hand, they do have more purchasing power than women do. Hence, the 

dependency of women is shown through the consumptive culture of women. In other words, consumption 

is the part of femininity or women’s trait and it creates false women’s empowerment as in the end they 

are required to exercise their nature, consumption. 

The major issues of subordination in the female models of OLX Indonesia commercials have been 

explained above. Inferiority can be seen through the gestures and facial expression of the female models 

to the male models portrayed as their husbands. Nevertheless, emotion and consumption are related and 

they may deliver implicit meanings on the femininity or women’s subordination. The viewers of these 

commercials may not be aware of this representation since it is relayed implicitly. Hence, the 

subordination of women or the issue of the femininity will not be seen since OLX Indonesia commercials 

use the concept of powerful homemakers or false women’s empowerment. 

Conclusion 

Based on the finding and discussion about the representation of femininity in OLX Indonesia 

commercial “RumahTangga” version, the writer concludes that the female models portrayed as wives or 

mothers have lower wages or even do not have any kind of incomes or salaries. Therefore, they depend 

only on their husband’s salary. Consequently, socially, educationally, economically and culturally, 

women are still in the lower position than men are. The writer finds that the powerful homemakers in OLX 

Indonesia commercial “RumahTangga” version is used as the way to create false women’s empowerment 

concept. Even though it is not clearly showing the oppression of women as a wife or men’s superiority, 

but it implicitly shows the culture of consumption of women. 

Besides, the writer concludes that people may assume that consumption is the powerful action of 

women in consuming something, which then, it is believed as an action relates to empower themselves. 

Nevertheless, media or men as well as their domination will always find another way to create women’s 

subordination. Women will think that in order to be empowered, women just have to show their 

consumptive culture. In fact, it only reasserts their subordination in financial aspect since women in the 

family context, women as homemaker, especially from middle-lower class do not have purchasing power. 
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