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BENEFITS
This research is beneficial for those
who want to perceive the semiotic
study of myth interpretation. Myth
interpretation can be different for
every person since it is highly
dependent on what culture it
represents.

BACKGROUND OF THE
PROBLEM
In a sophisticated era like today,
marketing a product no longer needs to
use the services of billboards, posters, or
even advertising on television.
Advertising is one way for a company or
brand to market and promotes their
products. In January 2019, Gillette
published an advertisement with a title
“We Believe: The Best Men Can Be” in
the form of a short film with a duration of
01:48 (one minute and forty-eight
seconds). This advertisement is very
controversial, especially in America
where Gillette brand is originated.
Mythologies theory from Roland Barthes
will the main theory used for this research
for interpreting the myth. In which,
theories regarding masculinity will also
be used to complement this research. The
theory is the hegemonic masculinity by
Raewyn Connel.

FRAMEWORK OF THEORIES:
Semiotic Theory:
Barthes’s
 Connotative
 Denotative
 Myth

Connel’s
 Hegemonic masculinity

CONCLUSION
According to the analysis of Gillette’s
“We Believe: The Best Men Can Be”
advertisement that writer conducts,
Gillette’s “We Believe: The Best Men
Can Be” advertisement that is published
in youtube as the main source of data
for the analysis. The writer breakdown
the advertisement into 11 scene with a
myth that the writer identify in each of
it. In the advertisement there are some
indicators that bring people to make
their own assumption of the meaning in
the advertisement. The most important
indicator in this advertisement that show
it is about masculinity is from the
characters and the stereotyping act in
the video.

OBJECTIVE
1. To find out the myths
interpretation found in the “We
Believe: The Best Men Can Be”
short film.

2.To find out the relation between
myth interpretation and
masculinity.

METHODS
Qualitative approach is used to
analyzes the myth interpretation in
Gillette’s Advertisement. The use of
it is more appropriate for the writer
because the source of the data is
only from the video on YouTube by
collecting the data and analyze it.
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