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SOSOK PEREMPUAN PRIBUMI DALAM
IKLAN ERA HINDIA-BELANDA
IWAN GUNAWAN

ABSTRACT

To comprehend commercial advertorial messages, one has to look at the historical context, explicitly and
implicitly as they reflected the cultural values and attitudes of their times. By understanding the cultural
context we could also see how the process of ‘stereotyping’ developed. Stereotyping is used in advertising
so that the viewers could relate to the message, by simplifying and manipulating the reality. It was done
purposively as a communication strategy to get the commercial message across. The idea of “A Good
Housewife” was constructed as the social position of the the native women in the Dutch Netherland’s Indie
during the 1930’s. The relationship of husband and wife in a household being visualized and promoted

as ‘natural’ or ‘expected’ was: women always stayed in the domestic space as men moved more in the
public space. Hence the values such as caring, loving, warm and nurturing were constructed as always
ingrained within a woman . Commercial advertorials are part of social institutions that preserve as well as
construct values in a society.
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LATAR BELAKANG lain. Mengikuti proses dan produk

industri yang dibawa dari Belanda
Industri iklan yang penulis amati

pada era tahun 1930-an di Hindia-
Belanda merupakan bagian dari suatu

mengakibatkan digunakannya sistem
perdagangan yang berbeda dengan

’ 4 s sebelumnya. Produk dibuat dalam
sistem perdagangan yang melibatkan
. ieE e e jumlah yang banyak agar mendapatkan
berbagai komponen industri yang
) harga satuan yang rendah. Dorongan
saling terkait satu sama lainnya. Jenis- . R,
| tersebut merupakan akibat dari nilai
jenis produk yang dihasilkan saat ) . : IR
' investasi yang juga tinggi. Untuk
itu sudah sangat bervariasi misalnya i )
melajukan proses penjualan dan
sabun, lampu, rokok, teh, peralatan o
distribusi produk massal tersebut
rumah tangga, kendaraan, dan lain-
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