APPENDIX

Complete Excerpts from Data

Excerpts from “gwiauglna nInsinraa, A need breed of men, Metrosexual” in
Thansetthakij on 1 Apr 2004, page 17, 22
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The growth of the market has caused the changing behavior of male consumers who
know how to take care of their skin and want to be good looking all the time. This
behavior has not happened with only Thai men who are not homosexual but well-
educated metropolitan straight men around the world. This group of men thinks that
having good personality and appearance is an appropriate thing, not a shame. Although
they do not definitely express themselves similar to women, they do not hide
themselves like the past.
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The changing behavior of male consumers in this generation has interested marketers
and advertisers; especially the behavior of straight men for producing goods and

services to serves their demand. Consequently, communicating to this group must be
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clear enough. The targeted group will feel free to use products even questions may arise

whether they are straight or not.

Excerpts from “Metrosexual: é’mm%ﬁmn, Metrosexual: Foppish Man” by
Akekalak Yimwilai in Matichon on 15 August 2004, page 20
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Nowadays, the trend of metrosexuals who have good taste and similar lifestyle to
women is increasingly popular.
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This can be noticed in shopping arcades, department stores or bars. The first question
that comes to our mind is “is he gay?” because of his smooth and fair skin which young
women could not compete and could not avoid being jealous.
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Their clothes are so perfect. Moreover, their personality is so gentle.
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Believe it or not! They are not gay. Instead, they like women. They are probably
womanizers.
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You can see in men’s magazines and you will find that there are rarely macho and
muscular models in advertisements of perfume or clothes. Today, male models must
have feminine face. Their styling and posing must reflect beauty and gentleness.
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Their muscles must be firm and not too big. It should look good. This is a trend of

metrosexual has a tendency of expanding in the future.
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Excerpts from “é’mmﬁmngﬁlﬂaﬂuﬂﬂ, Metropolitan men have changed” by Rati
Panthawi in Thansetthakij on 28 Nov 2004, page 22
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What is Metrosexual? How does this involve branding? As we know, Metrosexual is a
group of metropolitan men who pay attention to themselves aged 25-35 years old. They
are interested in taking care of their personality to perfection and give importance to
own health more than ordinary men. However, their delicate face and body appearance
can cause questions on their feminine behavior but still they consider themselves
straight.
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Due to their feminine behavior, metrosexuals are not willing to accept that they are
metrosexuals.
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Producers who aim to target this group must start clearly specifying the targeted group
and study their behavior thoroughly. For Thai metrosexuals, it should not be too urgent
to conclude that all their characteristics are the same as Western ones because Thais are

still being shy to tell that they are metrosexual.

Excerpts from “Metrosexual nuaamesdyagalvial, Metrosexual and the view
towards new-generation men” by Woraphan Moongwicha and Narong
Phopreuksanan in Manager Weekly on 10 Jan 2005, page B8
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As for the meaning of “metro” and “sexual”, metro means metropolitan or people who
live in a big city whereas “sexual” has the meaning which relates to gay men. Thus, the
meaning of metrosexual is “a man who pay attention to taking care of their physical
appearance, grooming and romance.” Most of people see this as gay men. The term
“metrosexual” was coined by Mark Simpson in 1994 and it has later been used in mass
media. He published a story of metrosexual on Salon.com, an online magazine which
spread popular use of the term to various fields. According to the website, metrosexual
is a young man who has purchasing power. He lives in a big city where he can be
surrounded by bars, clubs and gyms. He may be gay but he cannot be easily figured out
as a gay man by his appearance. He is as gentle as an ordinary straight man. These

characteristics do not include transsexual or transvestitism.

Excerpts from “Gumuwannsziih «aulnsidnyaa’, Products parade to tear
Metrosexual’s wallets apart” in Thansetthakij 4 Sep 2005, page 17
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The behavior of Thai men is noticeable that they like to dress up more. Smart

manufacturers have launched products to serve them.
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Due to buying behavior of new-generation men who pay more attention to their
grooming and improvement of their personalities to gain confidence, they have become
a new segment which producers of various products are taking with much interest and

continuously sourcing products which serve their demand.
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Excerpts from “fing’ ﬂ";’MHLﬁﬁWﬁNLﬁN&Hm’me 1, ‘Becks’ voted as metrosexual !”
in Bangkok Today on 20 Oct 2005, page 20
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“David Beckham”, a captain of British soccer team and a beloved husband of “Victoria
Beckham”, got voted to be a man who has a lifestyle of Metrosexual according to the
Sun.
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Apart from being a sexy man and a dream man of many women around the world,

“David Beckham” has been honored as “metrosexual” which is a trend of city men who

like paying special attention to themselves.

Excerpts from “uannuauwiyumInsinsia, Uncover the secret of metrosexual” in

Bangkok Today on 15 Dec 2005, page 17

Aurvum Inadnsa Audidludneiauis uadlumiu lussindraulanszualu 9 lu

@ = I ] Y o Aa 4 19 1 4 1 9 A

daay Jenateiluniudidiens deuvesusuamusinung Wuselilsang uatluganenve
T W a A A @ A a I 4 9 [

AR souTIRINENWANEAINgA tazsztlumsuavesdmelugane 1)

Metrosexuals have disclosed that they are actually straight. They are energetic guys

who are interested in up-to-date trends in society. That is why they pay attention to

their appearance and like expensive stuffs with designer brands. It can be guaranteed

that they are not actually gay but they can spend money easily for their good image.

This will be a trend of men in this new age.
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Most metrosexuals prefer going to modern salons and most of them like using
perfumes. More than that, they take special care of their skin similar to or more than
women do.
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However, Dr. Anchalee confirmed that metrosexual is not a gay man or a man because
they also want to have a good life partner who is well-dressed and a good personality.
They are not interested in a kind of woman who is a good housewife and a wealthy
woman. The clear example of metrosexual is David Beckham. For metrosexuals in

Thailand, she did not want to give any examples.
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Excerpts from “«alnsidnyia” srewilalagumn msuadail 49, “Metrosexual”,
straight men who pay attention to their health, is the trend of 2006” in Manager
Weekly on 26 Dec 2005, page B1
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However, Ogilvy did a research on the behavior of this group, especially “metrosexual”
for studying deeply in their behavior in every dimension. The population was a group
of metropolitan straight men aged 25-55 years old and earned more than 40,000 a
month. It is found that they pay much attention on their health and beauty from head to
toe. They also have high purchasing power, take an interest in technology, like learning
and changing. The most important thing is that they have a stable career with high

income.
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Excerpts from “&uiInsifnyaa ‘Wuns’ shwuging, Criticize Metrosexual ‘Pankorn’,
a leader of gayness” in Thai Post on 11 Jan 2006, page 1 and 3
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A group of gay activists called a political gay group was not satisfied with Pankorn or
Dang’s album called Metro-sexual. They thought that he made people misunderstood
about metrosexuals and he did not dare to reveal his truth. They also worried that
people in society would be confused. The cultural control group cautioned that he had
to be responsible for society although it was his personal rights to do so.
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Dang or Pankorn has been blamed that he has caused misunderstanding that
metrosexual is queer or gay. His music video “Jeb Mak Mak...” portrayed two men
sleeping together on a bed. This revealed his real sexual identity so he should not hide
the truth. They asked any involved sections to keep an eye on this issue which they
were afraid that it would make people confused. Meanwhile, the director of Cultural
control group also kept an eye on it. She warned that he had to be responsible for
society although it was his individual rights.
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After having many critiques about the new representation of Pankorn Boonyachinda or
Dang in his album which he is presented as metrosexual who has independent thinking
and pay too much attention to their appearance, people in society has judged him from

his look as a person in a sexual diversity group or a third sex. Many social organizations
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have criticized how he presented himself and his works in media inappropriately.
Especially, his music video “Jeb Mak Mak”, which has been on air since December
2005, can be interpreted as a group of chai-rak-chai (homosexuals).
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Nathee Theerarochanapong, a leader of political gay group, mentioned, “This problem
has existed for a long time. In the past, people understood that gentle, neat and tidy men
are queer or gay. Similar to these days, people see metrosexuals as gay men and queers.
This is because there is a group of gay men using this word to hide their sexual
identity.”
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“Dang or Pankorn has represented Metrosexual too extremely on his own way. Viewers
have already known what he is. He is using the term to hide his sexual identity. This
makes people misunderstand about metrosexual. As an artist, he should be responsible
for society as well as his fans. He should accept and present what he is. He should not
be closeted and lie to society. There is a love scene of arguing men in his music video
“Jeb Mak Mak™. It’s so obvious. What would he like to tell then? As an artist, he is very
influential to society that Metrosexual will be judged as gay men. The most important

thing is that women will not feel confident with metrosexuals because they will be
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misunderstood as gay men. Moreover, metrosexuals are probably confused with their

sexual identity and turned out to be gay at the end”.

Excerpts from “33nminsidnyoa...gueiuglna suuiama..(li) wevif3da’, Get to
know Metrosexual...A new breed of men: They are straight men and (not)
‘closeted gay men’” in Matichon Weekly on 13 Jan 2006, page 30
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It is shocking that the number of metrosexuals who prefer going to hair salons instead of
barber shops is twice times that of ordinary men.
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It is shocking that metrosexuals also doing hair coloring, streaming, highlighting, hair
treatment, and having manicure like women
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From their lifestyles which are indifferent from women, people may have questions in
their mind about them being straight or not, even if they swear to god that they are
straight (par 29).
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However, Pannee told that metrosexuals are men who pay much their attention to their
physical appearance. They are not faggots or gay men. James Bond can be used as a
role model to describe metrosexuality,
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Another side of metrosexual is that they are family men. When they have their own
children, they help their wives in looking after them.
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They can change diapers or make milk as well as women do.
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Metrosexuals are straight men and not closeted gay men. Kong or Piya Sawetthakul
clarified that some straight men does not know they are gay themselves until they learn
a lesson and could prove that they are closeted gay men.
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“If you found his foundation power no. 4, please realize that he is actually your gay

friend who has the same gender as you,” described Kong about closeted gay men in his

book “Stab Kathoey’s back.”

Excerpts from “gsenaul5dulala-minsidnyaa, Fair condom targets Homo-

Metrosexua” in Manager Daily on 26 Mar 2006, page 28
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As for the recent trend of market, a number of men who have lifestyle as Metrosexual

have continuously increased. This can be seen through product lines which are

targeting metrosexuals more. The behavior of most Metrosexuals is that they are paying

attention to taking care of their appearance and being independent. Their first concern

is about practicality and safety of products
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Therefore, “Fair Smart Condom” has been launched to serve the demand of

metrosexuals by repackaging the product to earth-tone color which aims to symbolize
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smartness, warmth, strength. Moreover, a series of facial pictures have been added as a
small gimmick of the product.
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In addition, the company has actively targeted a new generation market, which is
mainly homosexual since the end of last year by launching Xten series distributed at 50

THB per 3-piece pack.

Excerpts from “@ufuulnsidnyranion nnAaauaaialanil 20%, Metrosexual
products are hot. Every company is pushing the market to grow more than 20%
of market growth” in Thansetthakij on 1 Jun 2006, page 17
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Parades of men’s products are stronger. Product lines apart from cosmetic products
should be monitored. It has become a trend and growing at 20% per year. The reason is
that Thai men pay more attention to their appearance and the need for more social

acceptance.
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Apart from paying more attention to taking care of their appearance, a new generation

of teenagers to working adults aged 15-49 years old need to look perfect among friends

and colleagues. As a result, there are more products made especially for men in the

market. The majority of products belong to a group of facial cosmetic products.

Excerpts from “gmegamanaudiiniaulnsidnyia 212, Men in the iron age as the
legend of metrosexual ?!?” in Manager Daily on 3 Aug 2006, page 34
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The research found a new trace showing that men in the iron age thousand years ago

were also beauty-concious similar to women. They can also be called as metrosexual.

Excerpts from «“ind-mInsidnyaa anuse, Gay-Metrosexual is popular” in

Thansettakij on 14 Sep 2006, page 24
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A group of consumers which has been observed for a few years is called the
metrosexual, a group of men possessing very admirable personalities. They know how
to put on makeup and use cosmetics like women. Currently, there have been more
products or services launched to serve the demand of this group. Most products or
services are used to improve their appearance and personality like cosmetics, trendy and
fashionable clothes, food supplements and fitness centers.
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In the view of Phusit Pensiri, an executive director of Nano Search Co. Ltd. and a
marketing researcher, who is interested in the market of male consumers, he thought
that a group of metrosexual consumers is a big market with high purchasing power
including chai-rak-chai (literally men who love men) consisting of gay men and
kathoey in the same group of straight men who pay special attention to improving their
personality by wearing makeup and being conscious on good grooming
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...Due to the high purchasing power of metrosexuals, which is 2 times higher than

ordinary people, many products have been recently launched to target this group of

105



customers. Even insurance companies, which did not welcome gay clients in the past,
are providing a specific service for kon rak phet diew kan (literally men who love the

same sex) such as Finansa Life Assurance Co., Ltd.
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Apart from products and services, a group of homosexuals called the Committee of
Pride Parade has recently announced a party of kon rak phet diew kan (literally men
who love the same sex) under the name “Bangkok Reconciliation 2006” on 28th

October — 5th November...
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The market potential for products and services catering to gay men or metrosexuals is
big and interesting. A study shows that 1/3 of Thai men are gay, meaning more than 10
million Thai men are either openly gay or closeted. More acceptance of phet-thi-sam
(literally third sex) in Thai society has made this group of consumers a prime target of

products and services.

Excerpts from «lule« ynafuua3 ifu “«CTRL” ehifadsn «fi3e”, Bio attacks the
market of skincare products with the brand “CTRL” to shake “Nivea’s” throne”

in Manager Weekly on 9 Oct 2006, page B7
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The sales rate of metrosexual market is continuously growing. Men’s products,

especially skincare products, have grown more than 100%. This clearly shows that a

market of metrosexual is not just a fashion but it has actually caught straight men’s
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interest similar to women’s products. As mentioned, there have been more new players

jumping into this market...

¢ ‘ NT .
Excerpts from “laila’laa + msnaa adramsuannlFugdmnanin cadnsdnsa, Lifestyle
+ Marketing sets trend of men’s fashion, ‘Metrosexual’” in Thansetthakij on 22 Oct
2006, page 25
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“Men who overdress will be judged as gay men. So, the marketing strategy for this
group is difficult. Product segmentation is a crucial way to do marketing. After
grouping the products and planning the direction, marketing will be easier. Today,
people get used to the term “metrosexual” which is a representation of men of the new
generation who know how to dress up and live their lives. “Metrosexual” is a
segmentation which marketers categorize or do grouping for marketing clearly and

easily.”

Excerpts from “Uber Sexual msuagmiagulyal naeiis.. andudy, Uber Sexual: A new
trend of new generation men who are more perfectly attractive” in Manager
Weekly on 9 Aug 2006, page B1 and B2
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Men in this era are extraordinary! While the trend of metrosexual is still hot, men are
setting a new trend called “Uber Sexual” who are straight and not closeted gay. Many
market analysts are urgently doing the behavior research to attract and catch this group

of men because their behavior is definitely opposite to metrosexuals.
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Marketers have seen that metrosexual is a group of men who use their female hormones
to outshine their prominent appearance and spend most of their time in grooming,
taking care of their skin and staying indoor to avoid sunlight that could damage their
skin
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Some marketers argued that metrosexual is probably a group of modern men who
successfully adjusted themselves to match the change of modern world instead of being
just beauty-concious men as people usually understand. Marketers have then coined a
new word for this modern men’s style as Uber-sexual.
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Compared with metrosexuals, men of new trend as Uber sexual are expected to be seen
more in public. They will be more interesting to women and people in society. It is not
only their outstanding physical appearance but their ability to adjust themselves to new
environments, their confidence in every move and activities they do, their ability to
maintain their masculinity without being mistaken as which closeted gay men because
of perfection every move they make.
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For Metro Sexual which has been trend in last few years, its popularity has not declined
yet but has still increased. This can be seen that the various kinds of products launched
to catch this market segment including clothes, hairdo products, cosmetics, spas and
salons.
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The way these men are spending time and money to improve their attractiveness is not
the same way as gay men including the use of makeup.
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A group of straight men helps make salon business for men a profitable business in the
long run because of having lifestyles and grooming as Metrosexual. They can probably
be called in Thai as beauty-loving man or Domon man (A name of male model contest
or brand of men’s clothes).
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At the end of 2005, Ogilvy did a research on the behavior of this group of men or
metrosexuals to study their behavior in more details and in all dimensions. The studied
group was a group of straight men aged 25-55 years old with their income being worth
more than 40,000 baht per month. It was found that metrosexuals pay much attention to

their health and physical appearance from head to toe. They have purchasing power, an
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interest in technology, desire to learn new things, and have stable career with high

income.

Excerpts from “Metrosexual “ﬁfj‘lﬂﬂ ﬁ1ﬂﬁuﬁ:1ﬁﬂj”, Metrosexual, “a new breed of
man”” in Manager Daily on 31 Oct 2006, page 33 and 34
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For many decades, the Thai word “phoo chai oak sam sok™ (literally means board-
chested) has depicted the image of masculine men which draw the line to separate men
and women. The standard of masculine man who women dream of is that he is dark, tall
and handsome. This image is being dissolved nowadays because of a new complicated
image of men or “a new breed of men” who pay attention to their clothes, face, hair and
skin. Some people think that they are too foppish or fashionable. They spend too much
time in front of the mirror similar to women. They are not gay men but metrosexuals, a

trend spreading throughout the world.
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In 2003, the term “Metrosexual” was selected to be the word of the year by the
American Dialect Society. It defines men who are interested in adjusting themselves in
new environments, following fashion trend, and concerning their attractiveness and
appearance similar to women or gay men.
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For those who wonder how metrosexuals look like, Mark used David Beckham, a well-
known soccer player, as the example. After marrying Victoria, an ex-member of a girl
group Spice Girls, he started having a deviant behavior by changing his hair styles,
painting his nails and wearing earrings.
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Of course, Beckham is not gay. He is not only a married man with children but also a

lover who is usually involved in gossips about his relationship with other women.
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In Thailand, people have been familiar with the term “Metrosexual” since Dang or
Pankorn Boonyachinda, a pop rock singer, used this word to name his album a few
years ago. For the background of his album’s name, he told that this word would be
strange to Thai people but it was used in Western fashion to call men who are sensitive,
well educated, trendy and careful with their look from head to toe.
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Apart from changing song genre, Dang or Pankorn also totally changed his look to be
more extreme with blond hair, mixes and matches clothes, and having a big Hermes
bag. These made him look like a woman. Although he attempted to represent himself as
metrosexual, his fans and other people were shocked with what happened with this rock
star. Most people did not see him as a new breed of man but somehow queer.
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Thus, the fist launching of the term Metrosexual in Thailand by Dang’s album was not a
clear picture of metrosexual.
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Tit and Mint are probably clear examples of Metrosexuals.
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Bandit Atchanamethee or Tit, a designer of brand name boutique, told that most of his
colleagues are masculine and gay men but he is very confident that he is 100% straight
man who is falling in love with a woman. However, people around him have kept
questioning whether he is gay. It is because he is beauty-conscious and extremely
careful about his look which is quite strange for a man.
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Prachaya Raumyothin or Mint, a base guitarist of the brand Hybrid, is a man who
people usually see as a gay man because he pays much attention to his looks. Every
time he appears in public, he always powders his face and wears glossy lipstick.
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“When I was a teenager, | started to moisturize and take care of my skin. I have been
mostly influenced by my girlfriend who is interested in beauty tips..”

P4 . 2 2 A2
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...In the past, he had to use eyebrow pencils and lipsticks but he is now trying to reduce
it.
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He would rush to buy any cosmetics which were recommended for their good benefits.
He had to stand for judgmental eyes questioning whether he is gay when shopping at
cosmetics counters.
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The behavior of men who pay attention to his attractiveness has influenced the world
market of many products. Marketers in the US, the UK, France, Korea, and Japan
welcome the group of metrosexuals because of their purchasing behavior similar to
women’s.. It means they can afford to spend without limitation if that makes them look

more attractive.

Fluead, B la, aeasa, aawsed, selay Fudu

20 years ago, men who paid much attention to themselves and went to cosmetics
counters for women’s products were always gay. It is unbelievable that every cosmetics
brand from low to premium brands is fast launching their own product lines for men,
for example, Elca, Shiseido, L’oreal, Clarins, Lancome etc.
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For women’s feelings about these men, result showed that they like their men to dress
up and take care of themselves. Moreover, women like to give their men lotion, cream
and toner as presents. If their men do anything more than moisturizing their skin or
wearing makeup, then they cannot stand that.
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...Everyone can do anything. It’s not strange. If my boyfriend has women’s cosmetics,
I don’t blame on him. I just want he is straight....
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Another interviewee who cannot stand for men who pay much attention to their
attractiveness is Kornkanok Yongsakul or Nhoolek. “I don’t think that he is straight
and I can’t stand for it. It’s too much for me. If he uses cosmetics to conceal his dark

circles for party, it is probably ok. If he uses every day, it is frightening,” said she.

Excerpts from “ayn®’ Tnunsznaninsidiniia denandunansaaiingswagsie, ‘Smooth
E’ follows metrosexual trend and queues up to launch men’s skincare products.”
in Siamthurakij on 11 Nov 2006, page 27
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Siam Health Group Co., Ltd. is being an active market player who has launched Smooth
E Therapie body lotion after the market trend of advanced benefit products has taken
over whitening products. It has been promoted as cosmeceuticals in order to answer the
actual demand of customers. 50 million-baht budget has been used for promotional

activities and in launching men’s products to catch up with the metrosexual trend.

Excerpts from Pinyasap, Phatcharin. “«dunqu ‘43¢ a3, Targets Beautiful ‘Men’.”
in Lokwannee on 20 Nov 2006, page 5
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...The new targeted group which marketers have to pay more attention to is
“Metrosexuals”, especially in the last few years. It can be counted as “the new
marketing trend”.
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“Metrosexuals” is a group of men who pay attention to their health, personality and
physical appearance. They pay more attention to those issues more 3-4 times more than
ordinary people and spend their money in maintaining and improving their look costing
around 250,000 — 300,000 Baht. Nowadays, the growth of this group is increasing. Itis
an opportunity for anyone who can serve these consumers’ demand which enable the

growth of income and sales.
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Excerpts from “Gumwdialan-Jianuss sinsinsiadelaiou-yunSndvyaad () o,
Products for single women, senior citizens, metrosexuals are growing non-stop.
The treasure for creative producers.” in Dokbiathurakij on 8 Jan 2007, page 9-10
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According to the research “Meet the Bangkok Metrosexuals” by Ogilvy & Mather
Advertising Co., Ltd, the result is interesting for producers to deliberately consider.
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It is found that a group of metrosexuals or straight men, who pay attention to their
health and attractiveness, has spent more than 250,000 — 350,000 baht a year which is 3-

4 times more than what ordinary people spend.
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“From the result of this research, we found that this specific group has high purchasing

power and sets a new trend for advertising and marketing business. They are the ideal
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which new generation women are interested in. We believe that metrosexual is a group
of potential consumers which the marketer cannot neglect. They are trend setters and
consumers with high purchasing power” said Phannee Chaiyakul, a managing director

of Ogilvy & Mather Advertising Co., Ltd.

Excerpts from ««&alay aox” S1ndFuts 910003 19n33ag Real Man, “Lancome
Homme” is repositioning from Metrosexual to Real Man” in Manager Weekly on
16 July 2007, page 37
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Lancome has just re-launched men’s cosmetics in the past 4 years. It has been
repositioned from metrosexuals to Real man after it is found that real men pay attention
to their appearance more. Recently, they have launched the campaign “Lancome Loves
Men” by using Clive Owen, a Hollywood actor as a presenter in order to represent the
image of real men. In addition, the basic set of skincare products will be launched to
serve men’s lifestyles. Based on this strategy, they expected 100% of sales growth.
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Actually, the term “Metro Sexual” is used to call metropolitan straight men who pay
attention to their physical appearance from head to toe including clothes, facial and
body skin for all-time perfect look. From the past, men who pay attention to this matter
are usually gay men. As a result, some customers understand and seek for products

made for straight men.
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Excerpts from “idns idin¥y3a gtyﬁ’uﬁ! , Metrosexual is being extinct!” in Manager
Weekly on 21 Jan 2008, page B1 and B2
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In 1994, the term Metro Sexual was first used.
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In 2004, this trend was blown to Thailand and publically mentioned about.
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In 2005, most of products picked up the concept of “metrosexual” for marketing and
sales growth of the products was interesting.
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At the end of 2005, Pankorn Boonyachinda or Dang released his album “Metro-sexual”
and music video which changed the notion of metrosexual.
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At the beginning of 2007, Dang released his album “Hi soul” with his look which
totally changed from the last album but it could not change the image of metrosexual
better. “The feedback of Dang’s album “Metro-Sexual” was so extreme that people
think that metrosexual is gay. From that album until now, no products dare to use
metrosexual trend for marketing. For products promoted for metrosexuals, they all have
changed their strategies,” said Thatree Taiphaphul, a researcher on marketing

communication of Thammasart University.
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A column of the Siam Rat on 29th November 2005 was reported that Dang’s new look
IS so strange that he was transformed to be a blond hair man wearing eye glasses, white
shirts, black leather jacket and black and white stripe pants. It was a good look as
metrosexual. It was funny that he will turn out be Dang in a spaghetti strap if he took of

his leather jacket.

Excerpts from «lasn salnsignraa’ lailwae 100%, Who says ‘Metrosexual’ is not
100% straight?” in Khom Chad Laeuk on 15 Nov 2008, page 27
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When talking about men who pay much attention to their appearance, people tend to
think that they are not straight. Women do not actually want to rely on them. With that
reason, an online magazine for metrosexual Groomingnews.com held the event
“Metrosexual Male of the Year 2008 in order to reveal the clear image and view of
metrosexual’s lifestyle. It aimed to change people’s attitudes toward metrosexuals to
understand that they are straight men.
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In the selection process, it was surprising that one of contestants asked to quit in the day
of taking photos for promotion. He misunderstood that this event are held for violet
people (metaphorically homosexuals).
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“I told him clearly via phone that day that this event is for finding real metrosexuals, not
for gay men. Our content of magazine in our website does not focus on gay men but

men who pay their special attention on clothes, face, hair and daily lifestyles...”

Excerpts from «fieila’ e1laniInsidnraa ynsviimas-ainuzaaia, “Tops’® attracts
metrosexuals with red-violet new year’s basket” in Manager Daily on 19 Nov 2008,
page 6
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The Manager Daily-Central Food Retail has moved forward attracting the market of
new year’s baskets with hopes to share 40% of the market. Various strategies and
gimmicks have been launched to break into this niche market. Violet-red basket is
hoped to target metrosexuals with confidence that alcohol drinks can be used in the
baskets but it will not be promoted.

U

Excerpts from “fioid’ ledeida aenszinaaine-vuy Sugnfuminsignyaa, “Tops’ with
a creative idea is sending Violet-pink baskets to target metrosexual customers” in
Thansetthakij on 20 Nov 2008, page 28
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“Central Food Retail” has jumped into the fight of new year’s basket market with their
customer centric strategy. Violet-pink baskets aim to target metrosexuals while reusable
baskets target customers who are environment-conscious. In the catalogue, there are
more than 100 styles with various promotions such as 0% interest of installment and

25% discount.
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Excerpts from “ag3satfuanuuns Aaa’ dingy yuaumilszinmuunsidnyia, L oreal
extremely promotes skincare ‘Kiehl’s’ to serve Metrosexuals” in

Prachachartthurakij 8 Jan 2009, page 17
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L’oreal has promoted the well-known brand “Kiehl’s” by launching 2 branches this year
and moving forward with Word-of-mouth strategy to expand customer base.
Metrosexual is targeted more to reach 70% of sales growth. They revealed that sales
volume at Paragon shopping mall is highest in Asian. Furthermore, economic and

political conflict issues have not affected the sales.

Excerpts from “auInstdnyianio 222, Metrosexual ???” by Sakda Pannengphet in
Post Today on 11 Feb 2009, page C5
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A social psychologist criticized that how to completely distinguish the difference
between metrosexuals and homosexuals is like attempting to cut through a single hair
into half . People in mass media field proposed a metaphor to find the difference
between them which is similar to the question whether Alien or Predator is more
frightening, and whether Freddy or Jason is more insane or brutal.
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Men, who carry the “It” Tote bag whether it is made from cloth or leather, wear

pointed-tip or glossy shoes, trim their eyebrows, wear unnatural contact lens to show
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their sense of fashion, choose unusable and unpractical accessories, do not follow the

way of metrosexuals.

Excerpts from «@uie aaunszua §3n03u91zAa0, ‘Violet” market is growing
against economic recession. Many business sections are trying to break in” in Thai
Post on 22 Feb 2009, page 7
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KTC-I am Titanium Master Card, a credit card by KTC, became a talk of the town
because it was launched for a specific group of men in a strange and controversial way.
It can be interpreted in various ways, especially its TV advertisement, which can be
questioned whether it targeted men of new generation or men who loves men
(homosexual). Although the director of KTC insisted that this credit card aimed at
responding to the demand of metropolitan modern men who had unique lifestyles
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The benefits of KTC at that time was not only benefits for a specific group of customers
but also other benefits such as various discounts from fitness centers, spas, bars,
luxurious hotels, treatments for gorgeous appearance, clothes and accessories from
various brand-name products. That was to serve and with the heart of violet people
(homosexuals).
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After that, Central Food Retail Co., Ltd., a retail business running supermarkets under
the brand Central Food Hall, Tops Market, Tops Super and Top Daily, surprised retail
business by launching violet-pink baskets to especially target violet people at the end of
2008.
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While a group of products is being launched more to Violet people (metaphorically
homosexuals), another group of new products are trying to break in metrosexual market.
With marketing strategies, it is not only getting a market of straight customers but
extending to a market of violet people (homosexuals). The behavior of both targeted
groups can be hardly separated. L’oreal (Thailand) Co., Ltd. is a company which is
paying more attention to those markets in order to cover more customers.
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As for the issue that producers are now launching new products or running their
business to catch up a group of metrosexuals and gay men, | personally think that it just
a gimmick of marketing for new targeted groups. However, products are not actually
different from existing products in the market. They are only promoting to these
specific groups. In the past, some producers used to do something like this such as

promoting a gay village. When launching, it immediately caught an interest from that

group.
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Moreover, the growth of products targeting metrosexuals and gay men has grown
satisfyingly because of the trend of K-Pop which is popular. Consequently, dressing
fashionably and taking care of physical appearance is crucial...
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The important and interesting factors for the group of metrosexuals and gay men are the
potential in terms of purchasing power, lifestyles and financial behavior. This has
caused marketers to adjust their business strategy to seize the targeted group by creating
gimmicks to catch their attention after seeing the success of many entrepreneurs who
dared to publically launch products for a group of violet people (metaphorically

homosexuals).

Excerpts from “gianes snthwanevenarsnusnarednan, Unilever actively targets
middle-aged men who are beauty-conscious” in Manager Weekly on 8 Jun 2009,
page B6
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Studies done by many leading companies including Unilever, P & G and Dial, found
that buying of the daily use products, which used to be women’s duty, has been changed
to men who are called Metrosexuals by marketers. As for their behavior, they decide to
buy those products by themselves because they are confident that chosen products will
definitely serve their need to look good.
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Marketers of leading companies have targeted a new market segment called
Metrosexual, a term was coined by Mark Simpson, British journalist in 1990, as an
inspiration to launch a new market segment of personal care products separate from
female customers.
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In the view of Unilever marketing team, there has been a group of men who are beauty
loving like metrosexuals...
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Actually, it is not only Unilever interested in the market of metrosexuals but also other
leading companies such as P&G which has been interested and done research and

development about this market for many years.

Excerpts from “upuguiu (vreenaiin) weugme (3zndn), Dare for a Look” in Bangkok
Today on 7 July 2009, page 23
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Living as women today is difficult because we have to always be concerned about our
beauty in every move. However, living as men nowadays is also difficult because of the
recent trend of gay men.
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This has caused the fear for straight men who would like to have attractive appearance.
They are afraid that they will be judged as queers. Who cares? Everyone would like to
be attractive.
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So, | proudly serve the demand of men who love paying attention to their appearance

from head to toe under the concept of metrosexual.

Excerpts from «wainsma: fuiia Metro Man, Metro Guy: The Origin of Metro
Man” by Sakda Pannengpet in Post Today on 2 Sep 2009, page C5
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WHugnMEUANINNNINNMI FBUINNTAVBIAAIAMIAWHINAITIHY Metrosexual man. The
Single Young Man with a High Disposable income, Living or Working in the city
(Because that’s Where all the Best Shops are), is Perhaps the most Promising consumer
Market of the Decade”.

As for the definition of this word, Mark Simpson described, “Metrosexual man is the
single young man with a high disposable income, living or working in the city (Because
that’s where all the best shops are), is perhaps the most promising consumer market of

the decade.

Excerpts from «aidnsme: tnyas mlnsidnyia, Metro Guy: Metrosexual Angles” in
Post Today on18 Nov 2009, page C5
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As the leader of new image of sport players, David Beckham has showed that sport
players who are seen by public as men without styles can improve their personality and
appearance to have outstanding styles. Beckham has not only demonstrated how to have
soccer skills and take care of his physical appearance in the fashion trend to men but

also maintained the characteristics of masculinity.
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Excerpts from “mlnsme: g, Metro Guy: Becks” in Post Today on 13 Jan 2010,
page C5
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...The competence of playing soccer makes us be interested in David Beckham but it is
not his major attraction. According to the survey, it is found that more than half of the
people who take n interest and follow up his update do not care for his soccer skills. His
fans are attracted by his outstanding looks (Simpson, M. 2003). He also realized this
point so he paid much attention to his physical appearance. He confessed that he likes
to interest people regardless of age or sexes who could admirably look at him. This is
the ideology of the metro guys with the ideal look meeting the standard of metrosexual.
Therefore, it is not surprising that the power of super brand can be seen in various

products and business sections.

Excerpts from “aiInsme: mlnsiiia I, Metro Guy: Metro, act now!” by Sakda
Pannengphet, Post Today on 3 Feb 2010, page C5
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The routine exercise is very crucial for metro guys because of their passion in

maintaining long lasting beauty of their body. Moreover, all metro guys realize the
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importance of good health. They usually live in metropolitan area and work in the heart
of the cities. Thus, it is quite difficult for them to find open-air space with fresh natural
air

¢d o o

Excerpts from «ge1amelitnsslonds aannae Hide as3oa gHanes mnwuivaeavy,
Men Cosmetics do not compromise with women’s. Nevia, L’oreal and Unilever
parade to increase the sales growth” by Wetee Phoorojsawat in Siamrath on 23
Mar 2010, page 37-40
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The word “Metrosexual Guy”, which is used to call a perfect guy or a man who pay
attention to their appearance, has turned out to be a popular word and has set up as a
trend for a while. The characteristics of Metrosexual Guy is that they like taking special
care of their physical appearance from head to toe, moisturizing their skin, trying to be
healthy, going shopping and having an interest in technology. From their head-to-toe
perfection, they are sometimes seen that they are not straight but they are actually
straight based on the definition of the word.
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In the past few years, men’s products reached a turning point. Metrosexual guys or men
who pay attention to their appearance have driven the market to a rapid pace because
the market base has been extended to a group called real men.
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To extend to the larger market, men’s outdoor lifestyles have been used as a selling
point. Products have been launched to serve adventurous lifestyles of active and sporty
men which are different from men who focus on attractive appearance like
metrosexuals.
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The definition of the term “Metrosexual Guy” has been extended because its definition
at the beginning of the trend is limited to only a group of people in the A or B list living
in the city as a niche market. To catch a bigger target group, the trend of metrosexual
has to be changed to carter to a mass market. To extend its definition to Real Men, the
limited market for a specific group has become a mass market. Their characteristics,
paying too much attention to their appearance, can be sometimes seen that they are not
straight. This has affected some men who may feel embarrassed to pick up products on
the shelf.
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The term “Real Men” were coined in the market for men’s products to cater the group
which they do not want to be misunderstood as being not straight when using cosmetics
and skincare products for men.
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The characteristics of Real Men are different from Metrosexual Guy. Real men can be

illustrated as sports men who prefer playing extreme and outdoor sports.
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Excerpts from “syasins 4 ¥ing...uvianhanviiig, Adorable metrosexuals of the
Q U

match” in Thai Post on 29 Mar 2010, page 13
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The person who first used the word “Metrosexual” is Mark Simpson, British journalist
and columnist, who wrote the article “Here come the mirror men” published in the
Independent on 19 September 1994.
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The word has turned out to be popular after publishing his article “Meet the
metrosexual” in Simpson’s 2002 Salon.com which mentioned David Beckham as
metrosexual poster boy.
3zt 2003 AWHiA191 “Metrosexual” gndal¥iflu Word of the Year vin The American
Dialect Society FalinnunmensgmenaulaluGesmaliudmlidinudunadonln 9
l v Y
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In 2003, the term “Metrosexual” was considered as the word of the year by the
American Dialect Society which means a man who is interested in adjusting himself
into new environments and fashion. They are beauty loving and take care of their
personality.
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The father of metrosexual in the match cannot be anyone but David Beckham. Let’s see

other metrosexuals as shown below.

Excerpts from “@ufgmenans 4 imzmsuavealan uwawajansia 16%, Metrosexual
products are catching the FIFA World Cup’s trend and increasing more 16% of
sales than women’s” in Thansetthakij on 11 July 2010, page 2
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Mrs. Manee Eiewb, a managing director of Magna Global Co., Ltd. under Initiative,
revealed with the Thansettakij that cosmetics for men, who pay attention to their
physical appearance or metrosexuals, have been increasingly promoted in mass media
because men’s products have been categorized in various segments. In addition, the
trend of FIFA World Cup broadcasted in prime time is very remarkable. Therefore,
spending on advertising budget in this occasion with high frequency and marketing

activities could reach targeted consumers and help consumers remember products.

Excerpts from “wisudid1e19’ 9339 !, ‘Metrosexual’ Really?” by Chai-Klang in
Lokwannee on 11 Sep 2010, page 39
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Metrosexual is a new image of men who pay attention to grooming and their health
from head to toe similar to women. With this change of social perception, some gay
men have taken advantage of this term (metrosexual) by using it to hide their sexual
identity.
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The world celebrities as the examples of metrosexuals are David Beckham, Brad Pitt
etc. In Thailand, 10 celebrities selected by the website men.menthai.com as metrosexual
eligible men are as follows.
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From the list, let’s guess who are metrosexuals and who are just closeted gay

men..haha!

Excerpts from “ailnsidnyralalaids: inezmeadaniion 100 a. STunalsududme-im
Suiindeil, The non-stop growth of Metrosexual: the Mall Group throws in almost
100 million baht to renovate the shopping zones of men’s products and sport
facilities for shoppers” in Thansetthakij on 23 Sep 2010, page 17-18
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The trend of Metrosexuals is developing rapidly not only in Bangkok but has spread to
other cities with advance communication technology. This contributed to the market
expansion of men’s grooming products which continue to increase in parallel to the
number of metrosexuals. This group pays rigid attention to physical appearance from
head to toe, their clothes and skin have to look perfect. The Thansettakij surveyed
metrosexuals and found out that the men’s clothing apparel is worth more than 10,000
million baht, The segment of sport facilities is valued at 700 million baht whereas the
segment of men’s shoes is valued at 1,000 million baht. The average growth in each
segment has been approximately 10%.
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Excerpts from “Are you Metrosexual 1i1ggadyie ‘ussd’, Are your Metrosexual ?
Reaching the age of men who need to “dress up”” by Treeracha
Treephetsamakhun in Krungthepthurakij on 28 Sep 2010, page Chor 8
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“He must be gay. No straight men dress too perfectly like this” I was about to choke
corn soup which I was trying to swallow! If that man heard what those women were
talking about him, he would not dare to go out with his really creative looks for many
days.
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What | am trying to say is the recent world of fashion has not focused on clothes and
cosmetics which are made to serve female customers anymore. Today, formal or casual
clothes, jewelry, perfume and skincare products are being made to serve straight men,
who pay attention to their appearance, or Metrosexual. They represent new-age men
who live in the city and catch up with the latest fashion. They would like to be attractive
similar to women (This can be guaranteed by fashion shows and skincare products

labeled as “For Men”).

Excerpts from “aa. inlnsibnaaa, Metrosexual MPs” by Twitty in Matichon on 25
Mar 2011, page 13
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(par 4)

When it comes to perfection, members of parliament from Democrat Party deserve a
thumb up for making a metrosexual group. Their perfection is competing with each
other when they are in and outside media.
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Siriwat Khachornprasart, an ex-member of Democrat Party, is still maintaining his
metrosexuality for a long time. He can be grouped in a young MP group wearing a suit

and skinny pants similar to Cheanchob Khongudom, Bangkok MP.
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Sergeant Prasit in a red suit can be saluted as a fearless champion but the champions of
metrosexuals who are forever perfect in the parliament are Peerapan Saleeratthawipak, a
MP from party list, and Juthi Krairiksh, Phitsanulok, a MP. Both Democrat Party MPs

are turning out to be “stylists” for other colleagues in their party.

Excerpts from “gmzwqﬁnsswfﬁa “alnstdn¥ia’, Investigate behavior of
‘Metrosexual’” in Krungthepthurakij on 25 Dec 2011, page 7
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The tendency of men being conscious about good looks or Metrosexual has become
popular in the 20" century and has since then spread to many big cities around the
world. Market analysts forecasted that the growth rate of this group will continue on
increasing in the near future. Aside from being well-groomed and fashion savvy, this
group is well-educated and has good financial standing. Aside from paying attention to
their appearance, Metrosexuals are usually passionate about fashion and are leading
similar lifestyles as women.
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Metrosexuals usually belong to middle to upper class. They pay more attention in being
physically attractive all the time, being conscious of face, body, hair and their whole
personality. Therefore, to be attractive, they spend more money and time than ordinary

men do especially in buying clothes and skin care products.
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M
... Thai metrosexuals are motivated by the need to look good and project better image
than everyone else. which is due to Thai culture of collectivism, Thais are often
conscious of other people’s comments. The decision of metrosexuals in buying clothes
is also dependent on other people’s opinions including family, close friends (girl

friends) and colleagues.

Excerpts from “unfu-nnuane whdanuiing wizmadsredmanug, ‘Fahsion-
Beauy’ takes over sales areas and breaks in purchasing power of gen-Y male
consumers” by Saranya Chansawang in Bangkokthurakij on 20 Dec 2012, page 30
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The extension of “men’s” grooming products has continuously increased. It is not just
limited to a group of “Metrosexual” but to men who live in metropolitan areas and are
able to spend money and time for taking care of their appearance. They have been
targeted by marketing of men’s products...
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“A few years ago, a group of metrosexuals was probably the biggest spenders who are
full of confidence with the way they dress up. Nowadays, it is becoming normal for
ordinary men to dress up and pay much attention to fashion. The market for fashion
follows the same trend. There is increasing demand from customers so market size also

increases.
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Excerpts from “yiadiorsgnlna aulnsiinyia’ wug Ine 91edudoride, New-generation
Thai ‘Metrosexual’ spends for buying attractiveness” in Prachachartthurakij on 26
Jan 2012, page 33
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However, gentlemen in this era have paid more attention to their clothes, facial skin and
hair. They use skincare products too much that women need to surrender to fairer, more
flawless and more perfect skin of men in this revolution age of masculinity called
“Metrosexual”.
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This group of people has positive images and needs to have good personality to be
trusted and accepted by others. They are confident and dependent on themselves alone.
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The word Metrosexual frequently heard in Thai society was coined to call men in this

new era who pay attention to perfectly attractive appearance
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The definition of this group is a group of men who has lifestyles similar to women and
gay men but they are not into the same sex. They know how to take care of themselves
and their identity. Also, they pay attention to their appearance more than ordinary men.
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A group of metrosexuals found in Thailand is mostly a group of actors and people in
show business who need to take care of their facial skin to be fair and smooth and dress

up perfectly.
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Finding metrosexuals from different careers is to present the clear picture of a new
breed of men which is growing and expanding in Thai society and to understand their
lifestyle clearly. Let’s find out they are different from ordinary men.

& A A qY Y Y 1 ¥ A g ~ ES
“Nwamaﬂaﬂmmmgﬂmmmmﬂ LW@1N1WLLWQﬂ§1H muwummumnmﬂuiﬁﬁaeﬂnamu

=

@ Aaa a (% 4 o

puthAes avanth wianthiaatnvesnues uaz l¥naasuaivesisdarininnuazen

) o a ) v A Y 2 o ' vy o A2y v
wiazihysmmihmniv’ Audindaduanuannszanlavesrjudridrenauiinla

= = 9y a
m3wuesaudIIeINYAAHINT Tl
“I like using my child’s skin lotion to avoid dry skin. For my fair smooth facial skin, I
take a face therapy at my grand mom’s clinic and use her facial skincare products to
wash and moisturize my face every day,” said he. The real beauty tip of his fair skin is
revealed that he actually has his own expertise.
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He washes his face, showers and changes clothes frequently. It’s because he does not
like sweat on his body, especially when playing with his son. It can cause much sweat
every time they are fighting in the match. This has become his habit since he was
young.
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Moreover, the fair facial and body skin of this young MP is taken care of by well-
known skincare product “La Mer”. He has used it since he was in the university. In
addition, he never thinks of changing his mind of trying other products except skin
lotion which is regularly changed.

D) TR
“nssenuldosls wunleouiiuz

“I use whatever my wife uses.”
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Excerpts from “nynaawuglny, A New Breed of Man” in Thairath on 30 July
2013, page 20
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The definition of metrosexual is a new breed of men, who like fashion and concern
about their physical appearance more than normal men but they actually have the heart
of straight man. Metrosexuals usually use brand-name products, love shopping and
going to gym. They are interested in health and new trend of technology. Their life is
devoted to their work for their success and progress of their career. Celebrities who are

the trend setters of metrosexual are David Beckham and Christaino Ronaldo.

Excerpts from “<JgnIou” é’mm “mimscﬁnma”, “Jo Kwan”, a “Metrosexual”” in
Manager Weekly on 3 Aug 2013, page 39
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Similar to other actors in South Korea, many male idols have been gossiped about their
“unmanliness”. Among gossiped ones, no one is criticized more than Jo Kwan, an
outstanding member of 2 AM, Korean boy band. His fans, especially in South Korea,
has insisted that he is straight although he is gossiped that he usually spends his leisure
time partying at gay bars in Thailand.
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However, his fans, especially in South Korea, have been very confident that their idol of
boy brand 2 AM is 100% straight. With his muscular body and acting as a role-play
husband of Ka-in, a member of the girl group “Brown Eyed Girls” in the reality show
“We Got Married” which pair up celebrities to live as a married couples, there is no clue
for his fan that he is gay. Most of his fans insisted that he is actually metrosexual or a
straight man who only pay attention to his appearance.
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As for the case of Jo-Kwan whether he went to gay bars or not, he does not look like a
straight man.
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Using his muscular body or flirting with Ka-in in the reality show to eliminate his
“unmanliness” is unbelievable because how he treated a young beautiful girl of Brown
Eyed Girls is like women did among friends instead of lovers.
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It is not surprising that South Korean people cannot figure out whether Jo-Kwan is gay

or not because their skill to “scan gay (ness)” is not as expert as Thais. It can be noticed

from Korean statement, “There’s no gay man in Korea.”
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