CHAPTER 4

Data Analysis

Although the term “metrosexual” has been borrowed from the West and spread
through the influence of the world economy, specific meanings and implications of the
term in Thailand have been shaped by local social and cultural factors. The construction
of a “metrosexual” identity in the Thai mass media is related to ideology and hegemony.
In order to analyze the production and reproduction of ideology and hegemony involved
in the term “metrosexual” within a Thai context, critical discourse analysis (CDA) is
crucial. In addition, Fairclough’s three-dimensional framework can help to analyze
“communicative events” including texts, discursive practices and social practices. The
term metrosexual in the Thai mass media has not been constructed only through a
specific text or a specific communication, but through various communicative events.
As a result, the construction of the “metrosexual” identity is the result of news articles,
advertisements and film. The producer of each multimodal text has used verbal and

visual elements to convey their intended definitions and implications of “metrosexual”.

When Thai mass media first used the term “metrosexual” in newspapers, it
aimed to describe it as a global social phenomenon and a business opportunity for
entrepreneurs. Later, it was used to sell products targeting a group of customer
including both straight and gay men, mostly through print and TV advertisements.
Alongside these marketing practices, social criticism towards the representation of
metrosexuals has emerged through news articles and film. The development of meaning
of the term “metrosexual” in the Thai mass media can be seen through the construction
of verbal and visual texts in the stage of introduction, marketing practices and social
criticism. The following section analyzes how verbal and visual texts are used to
construct meanings and implications of metrosexual in each stage. The verbal and visual

construction of the term “metrosexual” can be categorized as:
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4.1 The original definition as defined and used in the West;

4.2 The implications as used in a Thai context
4.2.1 The introduction of a borrowed term into Thai mass media;
4.2.2The positive connotation for marketing purposes; and,
4.2.3 The negative connotation as through social criticism.

This data analysis will clarify the term “metrosexual” as constructed on the
relation of verbal and visual texts as the term underwent a semantic and semiotic shift
from positive connotations (potential consumers/customers) to negative ones reflecting
a problematic sexual identity. However, it is crucial to note that chronological stages
are not clear-cut. The term “metrosexual” was introduced in the Thai press in 2004 as a
global social phenomenon. At the introductory stage, there was an attempt to translate
the term into Thai but the translated Thai term and description implied femininity.
However, there were emphatic and marked statements about metrosexuals being straight
men. In 2004 to 2005, there was only one article implying that metrosexuals were gay
men. The turning point was Pankorn Boonyachinda, or Dang’s album “Metrosexual”,
released at the end of 2005. In 2006, there was social criticism in the press towards his
new appearance and metrosexual style in which the press and social activists
condemned him as a closeted gay man who used the term “metrosexual” to hide his real
sexual identity. Following social criticism towards Dang’s appearance, the film
“Metrosexual”, a story about a group of women trying to find out whether a man who
was engaged to their friend was gay or not, was released on 13 July 2006. Since then,
the term “metrosexual” has been verbally and visually constructed with varied identity
implications including straight men, as a synonym for gay men and also as a synonym
for closeted gay men. Therefore, the ambiguous meaning of the term is the result of the
battle between marketing, which has attempted to keep the positive connotation of the
term for business purposes, and social criticism, which has emphasized that
metrosexuals are actually closeted gay men and which included a negative connotation

and stigma.

The following section reveals the analysis of meaning making through the

relation of verbal and visual texts as used to construct the original implication of the
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term “metrosexual”. This section aims to demonstrate the construction of the term in

the West in order to compare it when constructed in the Thai context.
4.1 The original implication as defined and used in the West

“Metrosexual” is an example of a word coinage that defines a changing social
phenomenon, and reflects semantic limitation. While the term “heterosexual” contains
social expectation towards gender roles of men and women, the term “metrosexual” was
first introduced by verbal and visual construction to show men who some have feminine
traits. To introduce a new term different than the usual social perception towards gender
roles and societal expectations, behavior and concerns, verbal and visual texts were
constructed by Simpson who coined the term “metrosexual” to make sense of a new

form of masculinity term to the readers.

The term “metrosexual” first appeared in the article “Here Come the Mirror
Men: Why the Future is Metrosexual” in the British national newspaper The
Independent, published on 15 November 1994. However, this study analyzes re-
publication of the article on the website Marksimpson. In this article, Simpson reported
on the first style exhibition for men called “Man’s World”, which was organized by a
well known men’s magazine GQ in London. He stated that this event was the reflection
of a social phenomenon in which the term “metrosexual” was used to describe men
whose shopping habits were becoming more similar to women’s. He reported that the
exhibition, sponsored by brand-name men’s products, was a means to promote
“metrosexuality” which appeared in men’s style magazines and implied a sense of
narcissism.  In verbal texts, the term “metrosexual” was constructed as a term for a
new market segment defined as “the single young man with a high disposable income,
living or working in the city (because that’s where all the best shops are)...perhaps the
most promising consumer market of the decade” (Simpson, pars. 5). The sexual identity
was described as “man who might prefer women or he might prefer men” (pars. 17).
Other texts also implied that metrosexuals could be straight men who are similar to gay
men or they could be gay. The slang terms used for gay men such as “coming out of the
closet” were used to describe the exhibition for heterosexual men, for examples, “This
exhibition shows that male vanity’s finally coming out of the closet” (pars. 2) and “The

New Lad Bible Loaded magazine, for all its features on sport, babes and sport,
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is (closeted) metrosexual” (pars. 20). Although Simpson mentioned a straight man, a
participant in the exhibition who agreed with his girlfriend that men had the right to
shop and dress up similar to women, he ended this article with the quotation of a gay
participant who was concerned that he should not be interviewed because he did not
want to frighten straight men who would think that this exhibition was only for gay
men. This may imply that metrosexulity, which mimics the lifestyles of gay men, is

actually a homosexual identity that cannot be expressed publicly.

As for visual texts in this article, the print advertisements of Calvin Klein and
Davidoff, portrayed shirtless and muscular male models revealing their sexual
attractiveness. These were used to depict how metrosexuality included “the images of
narcissistic young men” in male lifestyle magazines aimed at heterosexuals. In figure 1
and 2, Simpson used the print advertisements of men’s products to portray the pictures
of metrosexuals targeted by marketers. Although both figures may be role models of
metrosexuals for male heterosexuals, sexually attractive gestures in both figures have
left ambiguity to viewers whether the advertisements targeted heterosexuals or gay
customers. It is therefore possible that verbal and visual texts used in the article “Here
Come the Mirror Men: Why the Future is Metrosexual” were constructed to imply
metrosexuals could be straight or gay, as long as they were potentially valuable

customers in consumer culture.

Figure 1 Print advertisements of Calvin Klein
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In the article “Meet the Metrosexual” published on the website Salon on 23 July
2002, Simpson attempted to draw a clearer picture of metrosexuality by tying the term
to a straight role model, a technique which would later become a worldwide practice.
David Beckham is a British soccer player who has been verbally and visually
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Figure 2 Print advertisement of Davidoff

constructed as the ideal metrosexual, and who is also infamous for his womanizing.
Simpson proposed to the readers that the image of Beckham could not be described as a
heterosexual man but as a metrosexual one. He claimed that the image and behavior of
men had been so dramatically changed in consumer culture that men had recently taken
over the role of women who used to shop for them and paid as much attention to their
physical appearance. Although the article focused on straight men who adopt lifestyles
of gay men as single men living in metropolitan areas and having purchasing power, the
definition of the term is still ambiguous. The definition of the term “metrosexual” is
verbally and visually constructed on the stereotypical gay men who need “coming out of
the closet” and social acceptance. Simpson headed the article with the strap line “He’s
well dressed, narcissistic and obsessed with butts. But don’t call him gay” while he

defined the term in the body of the article:

The typical metrosexual is a young man with money to spend, living in or within

easy reach of a metropolis — because that’s where all the best shops, clubs,
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gyms and hairdressers are. He might be officially gay, straight or bisexual, but
this is utterly immaterial because he has clearly taken himself as his own love

object and pleasure as his sexual preference (pars. 8)

It is noticeable that the definition of the term is the combination of lifestyle,
social status and sexual identity. Although Simpson attempted to define the term as a
lifestyle which can be shared by gay, straight or bisexual men, the verbal texts as “don’t
call him gay” and the use of Beckham’s portrait could be implied that the term
“metrosexual” interpreted and portrayed as a heterosexual man was more positive in
terms of a sexual identity. It is ironic that a gay lifestyle as a prototype of metrosexual
was positively portrayed but heterosexual men did not want to be misunderstood as gay

men in term of a sexual identity or sexuality.

The only picture used in this article was a portrait of Beckham, portrayed as a
fashion icon with a stylish haircut and wearing fashionable sunglasses, an earring and a
leather jacket. The picture of Beckham was used to emphasize the implication of the
term “metrosexual” that straight men can reflect their femininity through fashion but
still maintain their straightness. In figure 3, Simpson made use of social perception
towards Beckham as a male heterosexual and soccer player to portray metrosexuals who
are straight whereas symbolic elements such as an earring and fashionable accessories
implied femininity and a look derived from gay men. Later, Beckham has been verbally

and visually used as a representation of metrosexuality worldwide.

Figure 3 David Beckham
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Although Simpson defined the term as including gay men, the definition later
included assurances that metrosexuals are not gay men. For example, the book “The
Metrosexual Guide to Style: a Handbook for the Modern Man” written by Michael
Flocker in 2003 defined the term “metrosexual” in the preface of the book as a “twenty-
first century male trendsetter”, “straight, urban man with heightened aesthetic sense”, a
“man who spends time and money on appearance and shopping” and a “man willing to
embrace his feminine side”. The US TV program “Queer Eye for the Straight Guy”
which first broadcast in July 2003, is an example of mainstream media which dealt with
the concept of metrosexuality. This makeover program showed how gay fashion and
lifestyle experts could help straight men to look better (in the sense of metrosexuality)
while reassuring them that they could maintain their masculinity and straightness. This
assurance that metrosexuals are straight men has been also used in the marketing
practices of men’s products worldwide. Although gay men have ultimately been
excluded from the definition of the term “metrosexual” in the West, they were
acknowledged as having a positive contribution in the construction of the term
“metrosexual”, as gays were a group of men who had a lifestyle which straight men
wanted to mimic in order to improve their personal taste and physical appearance;

thereby amplifying their social status as ideal men.

The following section will reveals how the term “metrosexual” was constructed
in the Thai context and influenced by economic, social and cultural factors leading to

different implications when compared to the West.
4.2 The implications as used in a Thai context

The construction of the term “metrosexual’ in Thai context can be categorized
chronologically because the construction of the term in each chronological stage is
caused by the different purposes of producers. As a result, techniques used to construct

some verbal and visual texts in each stage are different.
4.2.1 The introduction of a borrowed term into Thai mass media

When the term “metrosexual” was first introduced, Thai press attempted to
translate it into a Thai word reflecting femininity but assuring straightness. However, it
is not clearly as transparent as the original. As Thai was too limited to directly translate

from English, a noun phrase “faeWig 11~ or “A new breed of man™ was juxtaposed
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with the term “metrosexual” as a loan word to make it understandable for Thai readers.
This was found in the name of article “@aeviug lvj mInsi¥nwaa” or “A new breed of
men, Metrosexual” published in Thansetthakij on 1 April 2004. Sometimes, the term
“metrosexual” was used with the word “Aa18us” which means “mutation”. The noun
phrase “a new breed of man” implies that the characteristics of metrosexuals are strange
or different from stereotypical men. In the same year, the term “metrosexual” was
coined as “ﬁ%wﬁﬁimﬂ”, which literally means ‘““a foppish man” or “a man who pay
much attention to his appearance.” This translated term was used as the name of article
“Metrosexual: Iﬁ"ﬂﬂl%ﬁﬁmw, Metrosexual: Foppish Man” in Matichon on 15 August.
Later, the word “@1919” was frequently used to translate the term “metrosexual” into
Thai such as “wﬁm%ﬁ’c"hma” which literally means “a young man who pays much
attention to his appearance” and “ﬂ’cjuwfmﬂf?mmﬁmﬂgﬁ” which literally means “a group
of urban men who pay much to their appearance”. Actually, the word “&1919” in Thai
means “pay much attention’s to one’s appearance” and implies femininity. This word is
usually used for and related to women such as the word “ifi30961919” Which literally

means “cosmetics’.

Another noun phrase used to translate the term metrosexual is “§aneinaiein
91>, This also implies feminine traits as it is normally used to describe characteristics
of women. The use of the noun phrase “JanaSneaas5ne1u” can be found in the article
“Metrosexual “f1o a10Wug mi”, Metrosexual, “a new breed of man” published in
Manager Daily on 31 Oct 2006 as quoted:

Y '
WOANIINVBIR IS N5 N weEINguiions nasneaandudma laniiifed. . Sen

Y a dal A Yy a
1A mnanssumsseaziilouduas. ..(34).

The behavior of men who pay attention to their attractiveness has influenced the

world market of many products...their purchasing behaviour similar to

women’s...(34).

Although the phrase “fae5na2e5n91u” can be translated as “men who pay
attention to their attractiveness”, the sense of femininity cannot be transparent through
this translation from Thai into English. The phrase “Snagina1u” in Thai is usually

used to describe women. In addition, the words “&2g” and “313” which literally means
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“beautiful” are normally used to describe the physical appearance of women. This can
be implied that to beautify or to pay much attention to one’s physical appearance has
been perceived to be women’s behavior in Thai culture. Men are not socially expected
to pay much attention to their appearance or have concerns similar to women. As a
result, the word “f10” or “men” with the phrase “Sna183na1” reflect strangeness and

femininity which contrasts to Thai stereotypical men’s characteristics.

It is not only the Thai translated noun phrase of the term “metrosexual” implying
femininity but also the way authors attempted to verbally clarify characteristics of
metrosexuals by comparing them directly with women. However, the authors also
reassured within the same article that metrosexuals were straight. The example can be
found in the article “Metrosexual: Ni}mmﬂyw? 19, Metrosexual: Foppish Man” by

Akekalak Yimwilai in Matichon 15 August 200 as quoted:
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Nowadays, the trend of metrosexuals who have good taste and a lifestyle similar
to women is increasingly popular...because of his smooth and fair skin which young
women could not compete with and could not avoid being jealous...Believe it or not!
They are not gay...Instead, they like women. They are probably womanizers ... male
models must have feminine faces. Their styling and posing must reflect beauty and
gentleness (20).

It is clear in the above excerpt that Thai clarification and description of
metrosexuals’ characteristics were compared to women whereas the original one was
constructed on the lifestyle of gay men which was desired by heterosexual men. This
reflects how the construction of metrosexuality in Thai context has been localized to
meet Thai social values and expectation by avoiding associating the term “metrosexual”

to gay male-sexual identity which has not been widely accepted in Thai society.
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Although verbal texts such as “they like women” or “they are probably womanizers”
were used to assure straightness, the phrase “similar lifestyle to women” contrasts with

men’s gender role and societal expectation.

At the introductory stage, some visual texts also created ambiguity because of
the contradiction between the pictures and words. Although the verbal texts implied that
metrosexuals were straight men, the pictures sent a contradictory message. For
example, in Figure 4, the most important thing is the symbolic element in this image
which creates the sense of femininity and contradicts male stereotypes. The mascara,
which a man is using, can be seen as a salient symbolic element in this image. Images of
men using an eyebrow pencil, mascara, masking and powder puff, can be found in
several articles to illustrate pictures of metrosexuals as men who pay as much attention
to their appearance as women do. Usually, the above symbolic elements, cosmetics, are
placed with female models. These images imitate traditional cosmetic advertisements
modeled by women. In the Thai people’s perception, a man who mimics women’s
behavior or would like to be like a woman has been perceived as kathoey which is a
sexual identity opposed to expectations of men. In Figure 4, using a male model creates
strangeness and otherness although the verbal text discusses a group of potential
customers called “metrosexuals” and the role model of metrosexuals is David Beckham
who is heterosexual. As a result, visual texts have left the sexual ambiguity of
metrosexuality as implicit to the reader. This contradiction is an underlying cause of
social criticism towards metrosexual as a threat which will be discussed in the later

section.

Apart from feminine characteristics, the economic and social status of
metrosexuals were also emphasized in the early descriptions of metrosexual. The
positive portrayal of metrosexuals as potentially valuable customers or consumers was
constructed to highlight the positive connotation of metrosexuals and to overlook their
sexual ambiguity. The verbal texts of this point can be found in the article “<uIns
nyna” woutlalaguaw miudanil 49, “Metrosexual”, straight men who pay attention

to their health, is the trend of 2006 as quoted:
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The subject population was a group of metropolitan straight men aged 25-55
years old who earned more than 40,000 baht a month... They also have high
purchasing power...The most important thing is that they have a stable career

with high income (B1).

Symbolic Attribute

Figure 4 A man using mascara (Krungthep Thurakij, 7 Nov 2005)

2

The phrases “high purchasing power” and “have stable career with high income’
show that the economic and social status of metrosexuals makes them valuable as a
niche market for business sections. The prefix “metro” also describes characteristics of

metrosexual as “metropolitan straight men”. This also reflects social and economic
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change, especially in Thailand where an agricultural society has changed to an industrial
society, causing expanding of the metropolitan areas. People tend to move, live and seek

their opportunities in the big cities.

The description of the social and financial status of metrosexuals adopted from
Simpson’s definition was translated into Thai. The translation of “metrosexual” in the
term of a sexual identity or sexuality is ambiguous due to Thai linguistic limitation, in
which the words used to translate the term “metrosexual” or to describe metrosexual’s
behaviour imply girlishness or femininity. In addition, the Thai term is usually
compared to women instead of the gay men claimed in Simpson’s article to be the
prototypes of metrosexuals. This reflects the negative connotation of gay men in Thai
culture. However, comparing men to women challenges societal expectations of men’s

gender role.

From the stage of introduction into Thai mass media, the term “metrosexual” has
been used in marketing fields in order to promote and sell products for men.
Consequently, the construction of the term “metrosexual” has been accrued the positive

connotation of ideal men and valuably potential consumers.
4.2.2 The positive connotation for marketing purposes

The notion of metrosexuals as potential customers or consumers has been
constructed for marketing purposes to target a group of men including only straight
men, only gay men or a group including both straight and gay men. As mentioned, the
word “metrosexual” was first constructed in Thailand to emphasize and reassure that the
term included only straight men. Marketers were influenced by the release of Dang’s
album in 2005, the social criticism towards his new look, and the release of the film
“Metrosexual” in 2006. They started to interpret the term “metrosexual” as a
euphemism for “gay” and later extended the term to cover both straight and gay men as
a group of potential customers in the same market segment. However, the implication
that metrosexuals are straight men has been dominant in the majority of marketing
practices. The verbal and visual texts which construct metrosexuals as straight men are
based on the stereotypical straight man and the use of offensive slang terms calling gay
men as the “other” in order to establish positive connotations towards the term, whereas

euphemisms are used to mention gay men when constructing the positive connotation of
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gay men as potential customers. The use of slang and euphemisms to refer to gay men

also reflects lack of acceptance of homosexuality in Thai society.
1) The visual and verbal construction of metrosexuals as straight men

Although the term “metrosexual” as first introduced in Thailand referred to
straight men, verbal and visual texts emphasizing straightness, reassuring people and
changing negative perception and attitudes of people towards the term have continued
producing femininity and ambiguity in the definition of the term; and social criticisms
claiming Metrosexuals are closeted gay men. The first techniques used in this
construction are emphasis and reassurance that metrosexuals are not gay. This is
accomplished through verbal texts including selected words, noun phrases, phrases and
sentences and by creating straight role models of metrosexuals based on stereotypical

masculinity.

As for the first technique, verbal texts used in news articles to emphasize
“metrosexuals” as straight men are constructed with a binary opposition between
heterosexuals and homosexuals by assuring that they are not gay men. Stating that
metrosexuals are not gay implies a negative connotation of the word “1né” or “gay”, and
exclusion or othering. In addition, the offensive slang terms such as “a” or “tto11” were
used to reassure the reader that metrosexuality is definitely not involved in any kinds of
homosexuality. In Thai gay subculture, the term “ind” is used to identify “masculine
identified gay men” whereas “ig]jﬂ” or “uA7” are used to identify “feminine identified gay
men”. The slang term “uoy” is a shortened form of the term “uevuda”, which literally
means “closeted mind”. Among gay men, the term is used to discriminate against
closeted gay men. Although the term “iné” as an English loan word “gay” is now used
as in the formal way, the word “é’fﬂ” or “uf7” are rarely used in the formal way and
considered offensive among gay men when used by outsiders who are not close friends.
The word “@a” or “ud2” has the same level of offensiveness as the English word
“faggot”. An example of slang term usage can be found in the article “;%: s Insdnyia
- Aaesiug 1wl was...(ls) ‘upvfida> or “Get to know Metrosexuals. .. A new
breed of men: They are straight men and (not) ‘closeted gay men ™ in Matichon Weekly
on 13 Jan 2006 as quoted:
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However, Pannee claimed that metrosexuals are men who pay much attention to

their physical appearance. They are not faggots or gay men (30).

The article ““memﬁ'umimuimﬁmma” or “Uncover the secret of
metrosexual” in Bangkok Today on 15 Dec 2005 includes another example of a

reassurance that metrosexuals were straight and not gay men:

] ] < { 3 ) 1 13 ] { [l
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Metrosexuals have been 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 ...(17).

The use of offensive slang terms and the negative connotation of the term “gay”
in Thai shows that being gay is negative and socially unaccepted. This is different from
the West where the construction of the term “metrosexual” had some positive
connotations and referred to gay men in a positive way distinguishing between gay and

straight men in the original definition of the term does not really matter.

As for the second technique, role models of metrosexuals as heterosexuals and
stereotypical straight men are constructed in both visual and verbal texts. To reassure
readers of the straightness of metrosexuals, verbal texts are selected to depict the
representation of metrosexuals based on stereotypical masculinity and heterosexuality.
At the word level, the example words are “G}f@ué’wﬁjq” which literally means “they like

Yy Aa

women”, “i@ouaje” which literally means they are womanizers or “umiidunn which is
borrowed from the English word “family man”. Some words are also used in verbal
texts as symbols or metaphors to depict heterosexuality and masculinity of the term
“metrosexual” such as “a3381” which literally means “a wife” or “1inyavea” which
literally means “a soccer player”. Furthermore, well-known soccer players such as

David Beckham and Christiano Ronaldo are mentioned to depict ideal metrosexuals
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who are straight men. In the article ““Metrosexual: §eis1d1019, Metrosexual:
Foppish Man” in Matichon on 15 August 2004, it not only reassures the reader that
metrosexuals are not gay men but the phrase “they like women” and “womanizer”, are
terms that connote stereotypical straight men, and are used to further reassure people
about the straightness of metrosexuals :

A2 [ ] 1 dy n Y 3 4 o v 9y Aa A3 A Y A
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Believe it or not! They are not gay. Instead, they like women. They are probably

womanizers (20).

The article “Metrosexual “f¥1e eeWig 11mai”, Metrosexual, “a new breed of
man””” published in Manager Daily on 31 Oct 2006 is an example of news articles using
David Beckham as a role model of straight metrosexuals. People’s perception toward
Beckham as a soccer player is used to construct stereotypical masculinity in the term.
Apart from depicting metrosexuals based on the stereotype of straight men as athletes,
Beckham reflects heterosexuality which can be noticed through the use of words such as
“marrying”, “a married man with children” and “his relationship with other women” as
quoted:

dulasiidaaeduag iy Metrosexual fiflowasnianihugulsiu usn 14

snAI8814 13A Iwanaw inlaveatededlaniindinnudsnuiuinaeie 1inde

anluealdiasauds... wiveuinuaneylilsnng msizuenvinwinzuasauiignil

g e ld¥euilusindndesiitiinduai q liidennthsndao (34)

For those who wonder what 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... 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 (34).

In the visual texts, the image act, the gaze and the size of the frame, which
establish the imaginary relationship between the represented participant and the viewer,
are applied in the use of images of David Beckham as the ideal metrosexual who is

heterosexual. In figure 5, Beckham is depicted by the medium shot which cuts off the
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subject approximately at the knees and gazes at the viewer. The medium shot can be
interpreted as “far personal distance” which creates “subjects of personal interest” or
involvement. Based on the grammar of visual design, this kind of image, which
Beckham is a represented participant who looks at the viewer, is called “demand”. The
gaze of the represented participant demands that viewer be engaged in an imaginary
relationship or demands something from the viewer. The picture of David Beckham
demands the viewer look at him as a fashion icon instead of a soccer player. As for the
information value of left and right, the image of Beckham is placed on the left as
“Given”, information the viewer already knows, whereas the verbal text on the right
side is “New”, describing him as a metrosexual icon awarded by a British press. In
addition, the verbal texts described him as “a captain of the British soccer team” and “a
husband” of a celebrity. At the first glance, the viewer may already know who he is but
the pictures of Beckham in Figure 5 is a demand for the viewer to closely examine his
grooming, including perfect stylish suits, hair cut, etc. With the combination of visual
and verbal text, Beckham is redefined from a well known soccer player to a metrosexual
man. With the previous perception of Beckham, the term “metrosexual” is also visually
and verbally constructed to relate to his masculinity and his position as a stereotypical
straight man, a soccer player and a husband. This technique has been also applied in
other articles when using Beckham or other athlete celebrities as role models of

metrosexuals.

In a Thai context, the ideal metrosexual portrayed in news articles is not only
David Beckham, athletes or global celebrities but also Thai celebrities such as
politicians and actors. The following excerpt from the article “¥1gd1913gn 113 1w Ins
inyaa’ Wug Ine Sr0iiudevde” or “New-generation Thai ‘Metrosexual’ spends for
buying attractiveness” in Prachachartthurakij on 26 Jan 2012 can reflect this point, in
which metrosexuals are straight, constructed on the notions of stereotypical masculinity

and heteronormativity:
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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...“I use

whatever my wife uses” (34).
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Figure 5 David Beckham (Bangkok Today, 20 October 2005)

In the above article, visual texts are also used to depict the implication of
metrosexuals as straight men. Figure 6 illustrates how visual texts are localized in Thai
context to illustrate ideal metrosexuals. In this feature article, metrosexuals are verbally
introduced as straight men. It is divided into 2 parts, including the description of
metrosexuals and interviews with celebrities about their metrosexual lifestyles. The

picture is used to depict metrosexuals in different occupations such as Thai politicians
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or an actor as straight. In addition, public figures like politicians refer to the stereotype
that politicians are definitely straight men who possess power. As for visual analysis,
the diagram in Figure 6 is added to describe the classificational process in which the
Superordinate of represented participants is the ideal metrosexual who is heterosexual,
whereas the subordinates are male celebrities as in the picture those who are called

metrosexuals. As a result, this reassurance that metrosexuals are heterosexual is crucial.

Superordinate
I

Heterosexual man

Ideal metrosexual

Subordinates

Metrosexual Metrosexual Metrosexual Metrosexual

Y
>
i s B i

-
~
——

s

/A

J
[
|

Figure 6 Politicians and an actor as metrosexuals

(Prachachartthurakij, 26 January 2012)

In advertisements dominated by visual texts, both print and TV ads apply the
same technique. In these ads, the use of symbolic elements ensures the masculinity of
male presenters who use men’s products, although they fit the concept of metrosexuals
who pay a lot of attention to their physical appearance. Based on stereotypical
masculinity and heteronormativity, marketers apply symbolic elements. For example, a

woman, a football, beards and boxing gloves are shown in Figures 7, 8 and 9 to
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emphasize that the represented participants are straight, and their products are for
metrosexuals who are straight men. The symbolic elements are constructed on the
stereotype of straight men relating to women and extreme sports. Verbal texts in
business news usually specify that the products target metrosexuals, whereas verbal
texts in print advertisements are constructed by words or phrases visually used to
describe the characteristics or appearance of metrosexuals who pay attention to their
appearance. For example, phrases such as “#2ga” which literally means good looking
skin, “w111laisiu” which literally means “removed oily face”, “ansz1131la which
literally means bright fair skin and “wthlavi131na@7” which literally means “a fair skin
face without acne” are used, as shown in figure 7. The products displayed in the
advertisements also use black and the word “MEN” to symbolize the manliness of the
products. Products not only provide the promise of a better appearance but also allow
users to maintain their masculinity. In TV advertisements, skills such as martial arts are
also used to depict the masculinity of the presenter even though he pays as much
attention to his face as women do. For examples, fighting skill was shown in Figure 8
whereas heteronormativity is portrayed by male participants in both Figures 8 and 9.
Although the promise of the product to men is that they will have a better physical
appearance and maintain their masculinity, the way the represented participants use the
products such as a facial foam or deodorant in TV ads as shown in Figure 8 and 9 is

similar to women depicted in the same genre of TV advertisement.

The construction of the term “metrosexual” as straight men reproduces
hegemonic masculinity in Thai society. Based on Trujillo, the characteristics of
hegemonic masculinity are physical force and control, occupational achievement,
familial patriarchy, frontiersmanship, and heterosexuality. In Thai society, the Thai
word Chai chatri is normally used to define a real man or a hyper-masculine
heterosexual who possesses bravery, womanizing and weapon skills. Therefore,
homosexual identities in mass media are identified as negative “other”, while the
reassuring straightness of the term “metrosexual” is verbally and visually constructed on

characteristics of hegemonic masculinity.
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Figure 8 “Fighting” Garnier Men TV advertisement (Adintrend, 2011)
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Figure 9 “Bluff” Nevia Men TV advertisement (Adintrend, 10 May 2013)

The identity construction of “metrosexual” as a straight man in Thai mass media
can be viewed through five distinguishing characteristics of hegemonic masculinity and
the notion of Chai chatri (¥1931¢15). The verbal and visual texts are constructed through
sports to reflect the first characteristic of hegemonic masculinity, physical force and
control. Words or visual artifacts about sports and competition are used to depict
physical strength of real men. In print media, the identity construction of “metrosexual”
is represented through soccer stars such as David Beckham and Christiano Ronaldo.
The verbal texts reassure that they are straight men by mentioning heterosexual code
words around heterosexual norms such as “wife” and “family man”. In the visual texts,
the soccer stars are not represented as players in sport news, but presented as
fashionable male models with looks similar to those in fashion magazines. The viewer
is presupposed to have background knowledge of their careers as soccer players, and
take for granted their physical strength, competitiveness and manhood. In broadcast
media, especially in TV advertisements of men’s products, extreme sports are used to
reassure masculinity and straightness. For example, the TV ad of Garnier Men portrays
the presenter as a skilled boxer who impresses a young woman in the final scene of the
advertisement.

Occupations can also reflect masculine power. The social status of recognized
occupations and the financial status of metrosexuals are verbally and visually presented
in Thai media. According to the identity construction of metrosexual as straight, straight
celebrities including Thai politicians and an actor are used as the presentation of ideal
metrosexuals who are straight and successful men. Politicians especially symbolize men
who both have and exercise their social, political and financial power. In the press, the

international recognition of soccer players depicted as metrosexuals reflect their career
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achievements. In addition, the ability to afford a metrosexual lifestyle can also reflect
the level of occupational achievement of represented participants. Politician celebrities
in pseudo interviews explain how they maintain their look as metrosexuals promoting

expensive facial cream, tailor-made suits and brand name shoes.

The third characteristic of hegemonic masculinity is “having patriarchal control
over one’s family”. Ideal Thai men are expected to be breadwinners or leaders of their
families as seen in the phrase ‘chang tao nah’, literally meaning the front feet of an
elephant. Although the original description of the term “metrosexual”, as defined by
Mark Simpsons, specifies a group of urban single young men, the portrayal of a
breadwinner, leader of family and husband, is used in the identity construction of the
term in a Thai context in order to reassure straightness. David Beckham, or mentioned
politicians, are not only presented as persons who pay a lot of attention to their personal
appearance but also as paternal figures. Verbal texts are used to construct this identity,

using phrases such as for example, “a family man” and “playing soccer with my son”.

The fourth characteristic of hegemonic masculinity is frontiersmanship, in which
a man can do everything by himself without any assistance or any women. This
characteristic is visually and verbally constructed through homosociety. Straightness
and the real men ideal are constructed within the men-only territory. Both verbal and
visual texts of the identity construction of metrosexual as a straight man are related to
political and sport arenas which are kept for men only. Homosociety in the political and
sport arenas reflects frontiermanship and the ideas that men can be independent from
women and be successful without women. Instead, women are portrayed as helpless
objects which need protection from real men who have physical, financial and social
power. Consequently, the ideal metrosexuals as straight men are portrayed through sport

players and recognized politicians.

The last characteristic of hegemonic masculinity is heterosexuality which is
confirmed by sexual interest only directed towards women. Through the construction of
metrosexuals as straight men, heterosexuality reassures masculinity and straightness.
Words or phrases used to relate “metrosexuals” to heterosexuals include (Fogw,

literally womanizer, and uwiiduan, borrowed from the English word “family man”. In
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TV advertisements, women are used as objects or as props in a short length shot. This

signifies the existence of women is dependent upon men.

Although the construction of the term “metrosexual” as straight is based on the
notion of hegemonic masculinity, being metrosexual does include an element of
feminization. When the implication and definition of the term is related to fashion as a
means to improve appearance and personality, it is undeniable that the term
“metrosexual” is related to femininity and the stereotype of gay men. Although verbal
texts are used to anchor and reassure straightness, symbolic elements appearing in
visual texts provide a strong sense of femininity. Ironically, men’s products are
advertised as tools to make them sexually attractive and reassure their masculinity but
they have to lose some physical elements of masculinity through the process of
feminization. For example in Figure 9, a represented participant has to lose his armpit
hair in order to make it hairless, fair and as smooth a women’s. The shot of a man
washing his face or using a deodorant with his hairless armpit is related to the same
genre of TV ad of women’s products. It shows that the ideal metrosexual has to be

feminized.

The verbal and visual construction of the term “metrosexual” as an identity of
straight men has been constructed on the discourse of hegemonic masculinity and the
discourse of negative representations of homosexuals in Thai society. Throughout the
construction of this term as referring to straight men, it can be implied that the terms
involved homosexuality and homosexual identities contain negative connotations,
whereas straightness and heterosexuality contain positive connotations. As a result, the
implication of metrosexuals as straight has been repeated by marketers to change or

eliminate any negative perception of the term.

In marketing practices, the term “metrosexual” has not been only constructed as
straight men but also gay men as potentially valuable customers. However, meaning
making through the relation of verbal and visual texts is different from the construction

of the term as stereotypical straight men.
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2) The visual and verbal construction of metrosexuals as gay men

The positive connotation of metrosexuals as gay men has been constructed in an
implicit or indirect way by referring to Simpson’s original definition, using the term
“metrosexual” as a synonym calling “gay market” and by using euphemisms or
metaphors to imply that metrosexuals are gay potential customers categorized in the

same market segment as straight men.

In 2005, the article “Metrosexual fuyunaeRasynlws- which literally means
“Metrosexual and the view towards new-generation men” published in Manager Weekly
on 10 Jan 2005, described the term “metrosexual” as the combination of the word
“metro” and “homosexual”. This reveals that Thai people are connect the term “sexual”
with the term “homosexual” because Thai academics and gay people also adopt the
word “homosexual” as a loan word to use in their field. Furthermore, the author of this
article connected the term with Simpson’s statement that “metrosexuals may be gay”.
Texts are also constructed by introducing the term “metrosexual”, and relating it to
lifestyle of gay men. Both verbal texts and visual texts describe the biological and social
conditions causing someone to be homosexual and showing the survey results about the
acceptance of gay men in Thai society including group identity, the acceptance within
family and workplace, public expression, social values and same-sex marriage.
Actually, the visual and verbal texts resulting from the survey are different from those
describing what a metrosexual is. Showing the result of the poll on whether Thai society
accepts homosexuals implies that metrosexuals are actually gay men. The verbal and

visual texts are quoted as the follows:
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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 pays attention to
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taking care of their physical appearance, grooming and romance.” Most people

see this as gay men (B8).

The verbal texts implying that the term “metrosexual” is a synonym for the “gay
market” can be found in the news article “in8-13In31EnY¥Ia VI or “Gay-Metrosexual
is popular” in Thansettakij on 14 Sep 2006. The title of the article itself shows the
relation between metrosexuals and gay men. At the word level, the term “metrosexual”
is juxtaposed with terms related to gay men in order to imply that metrosexuals and gay
men can be put in the same category or the same market segment. In addition, the news
article explicitly states that gay men are included in the group of metrosexuals as the
following shows:
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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 (24)

Furthermore, the above mentioned article relates the term “metrosexual” and the
changing acceptance of homosexuals among business sectors. This can imply that

metrosexuals are gay customers as quoted:
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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 customers. Even insurance companies, which did not welcome gay
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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.
(24).
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Figure 10 A man powdering his face and pie charts (Manager Weekly, 10 Jan 2005)

In the same article, the conjunction “W30-0r" is used to imply that the term
“metrosexual” can be used as a synonym of “gay market.” At a sentence level, news
articles describe “metrosexual” as gay men in a positive way, stating that they can
enhance the sales growth of men’s products and services. The business opportunity
resulting from the fact that they pay much attention to their physical appearance is

usually emphasized:
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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 (24).

In addition to using “metrosexual” as a synonym for the “gay market”, the word
“violet”, a euphemism and metaphoric word symbolizing gay people in Thai, is used to
relate “metrosexuals” with gay customers instead of directly using the term “gay
customers”. Normally, the slang term “violet people” or “¥127124” is a euphemism for
gay people in Thailand. It is believed that violet or purple colors symbolize an
unsuccessful life or the combination of 2 gender colors, blue and red. This is different
from the West, where rainbow colors symbolize gay men. An example of using the
term “violet” to symbolize gay customers can be found in the news article “fip1ld
loiduiia danszindaiae-suy Jugnduu Insdnaa~ or ““Tops’, describing a creative idea
to send Violet-pink baskets to target metrosexual customers.” by Thansetthakij on 20
Nov 2008 as quoted:
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“Central Food Retail” has jumped into the fight of the 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 and 25% discount (28).

Although the article did not explicitly mention that they targeted gay customers,
other press described using violet and pink baskets as a marketing practice to target gay

customers or “violet people.” In the article ““@119’ @runszLa F3NIFNDIZAAIN OF
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““Violet’ market is growing against economic recession. Many business sections are

trying to break in.” by Thai Post on 22 Feb 2009 is quoted:
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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 the retail sector by launching violet-pink baskets to especially target

violet people at the end of 2008 (7).

In addition, the conjunction “and-ttaz” is used to imply a similarity between
metrosexuals and gay men in terms of lifestyles, social and financial status which are
valuable for the business sector. According to the above mentioned news article, the

example can be quoted as:
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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) (7).

The metrosexual identity in consumer culture provides the opportunity for gay
men to blend into the mainstream market. Because the term “gay market” or “gay

customer” has not been widely used in mass media, the verbal and visual construction
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of them as potential male consumers is implied by the euphemisms used to describe the
“gay market”. The identity construction of the term “metrosexual” can reflect a Thali
gay niche market influenced by consumerism and capitalism, which can facilitate
individual needs and construct individual identities. Verbal texts used to describe the
qualifications and characteristics of metrosexual are similar to the stereotype of gay men
as marketer’s dream consumers. The words and phrases, for example, are “yuainan”
literally ‘middle-class persons’, <lig1uz- literally above standard financial status’, <3l
msAn1A” literally ‘well-educated’, “m3a1uaiunasie’ldge- literally “stable occupation
with high incomes’, “auiiios- literally ‘urban men’, and ﬁ’uﬁmﬁﬁﬁﬁqcﬁaqq” literally
‘consumers with high purchasing power’. The referened texts suggest that wage labor
and professional work are crucial for metrosexuals to construct their identity in
consumer culture through their purchasing power. Consumerism promises the liberty of
individuals who can pursue a better financial and social status through wage labor and
high education. As a result, metrosexual is an identity which individuals can project and
express through their commodity consumption. However, commodity consumption
does not actually guarantee the visibility or positive representation of gay men in Thai
consumer culture or in Thai society. Because of the financial and social status of
metrosexuals as middle class urban men who have purchasing power, this identity
cannot be claimed by every gay man. Gay men with lower income, especially working

class, are totally left behind and unrecognized in this implication.

When the term “metrosexual” can be implied or related to a sexual identity,
social norms, values and expectations are used to construct the implications of the term
which leads to negative connotation of the term. The following section will reveal the
influence of social and cultural factors toward the construction of the term apart from

the economic factor constructing gay men as potentially valuable customers.
4.2.3 A negative connotation as through social criticism

While metrosexuals may be perceived as potentially valuable customers, a
negative connotation is constructed through the implication that metrosexuals are

closeted gay men, who are portrayed as a threat to heterosexuals. Social criticism
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towards closeted gay men who use the term “metrosexual” to hide their real sexual
identity can be found in news articles, a film and an advertisement. Verbal and visual
texts have been constructed on this negative stereotype of gay men. Social criticism
towards gay men who claimed themselves to be “metrosexuals” has subsequently

caused a negative perception of people towards the term.

The release of Pankorn Boonyachinda’s album “Metro-Sexual” in 2006 began
the negative connotation of the term “metrosexual”. This album is usually mentioned in
the press as the failure to introduce the term “metrosexual” into mass media. The image
of a pop rock singer, Pankorn Boonyachinda or Dang, from a set of his promotional
pictures of his album titled “Metro-Sexual” as shown in figure 11, the represented
participant functions as “Carrier” whereas his blond hair, sunglasses, black corset and
stylish white shirt function as “Possessive Attributes” which create the visual concept of
fashion. In addition, the straight lines of straps against the white color of his shirt lead
the viewer’s eyes down to the black corset, which creates a sense of a highly eroticised,
indeed fetishised, piece of clothing sexualised femininity. Dang gazes at the viewer as
if he demands the viewer to look at his new image as metrosexual or challenges the
viewer to criticize it. The same picture was later used in the news article “Blame on
Metrosexual: Pankorn lead a breed of gay men” published in Thai Post on 11 January
2006, as shown in figure 12 and 13, in which the journalist played with the singer’s
name “Pankorn” and Pan-gay which literally means a breed of gay men in order to
make fun of his name and his new look similar to gay men. The composition of text and
picture can be viewed as the information value, “Given” and “New”. The picture is
placed as the left element in a polarized composition in which the singer is the negative
“Given” while the verbal text is the “New”. The criticism from a group of gay activists
that Metro-Sexual might make people misunderstand metrosexuals and prevent gay men
from daring to come out of the closet. Consequently, they called for the singer to act

more responsibly.

Apart from the visual text used as a negative “given”, verbal texts were

constructed as social criticism against the singer as a closeted gay man who used the
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term to hide his sexual identity, claiming it was a threat to heterosexuals and society as

quoted:
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After receiving much criticism about the new representation of Pankorn
Boonyachinda or Dang in his album in which he is presented as a metrosexual
who has independent thinking and pays too much attention to his appearance,
people have judged him, based on his looks as a person in a sexually diverse
group or a third sex. Many social organizations have criticized how he
inappropriately presented himself and his works in media. 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) (3).
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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” (3).
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Figure 12 Criticism of Metrosexual ‘Pankorn’, a leader of gayness

(Thai Post, 11 Jan 2006)
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Figure 13 Criticism of Metrosexual ‘Pankorn’, a leader of gayness

(Thai Post, 11 Jan 2006)

Later, the album “Metro-sexual” is usually used as a case study which failed to
introduce the term “metrosexual”. This caused marketers to change their marketing
strategies for products to target metrosexuals. The article “iTn3 1¥n¥2a gayiug!
Metrosexual is extinct!” in Manager Weekly on 21 January 2008 is an example of this

point as quoted:
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The feedback against Dang’s album “Metro-Sexual” was so extreme that people
think that metrosexuals are gay. From the time that album appeared until now,
no products have dared to use the metrosexual trend for marketing...A column
of the Siam Rat on 29th November 2005 reported that Dang’s new look is so
strange in that he was transformed to a blond haired man wearing eye glasses,
white shirt, black leather jacket and black and white striped pants. It was a good
metrosexual look. It was funny that he will be Dang in a spaghetti strap if he

took off his leather jacket (B2).

As mentioned in news articles, discussion of the social criticism of Pankorn
Boonyachinda or Dang’s music video is unavoidable. Figures 14 and 15 are part of the
visual texts from his solo album “Metro-Sexual” music video. This is the cause of
negative public criticism towards the way he connected the term “metrosexual” with
homosexuality. In Figure 14, he is represented as the “Carrier”, a metrosexual while his
clothing and grooming are possessive attributes of what a metrosexual should be. This
corresponds with his album’s title “Metro-Sexual”. His lyrics are about the feelings of
broken-hearted people whereas the visual text is constructed as stories of different
broken-hearted couples including the relationships between opposite sex and same sex
partners. Although there are not any sexual scenes in which the viewer has to interpret
the relation of the represented participants through their gestures or compositions in the
frame similar to Figure 14, the activists mentioned above still criticized the singer’s
attempt to promote the term “metrosexual” as a way for closeted gay men to disguise

their sexual identity.
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Figure 15 Chep (Mak..Mak) Music Video (Youtube, 2005)

In the same year that social criticism against Dang appeared, a film
“Metrosexual” was released and was another important communicative event which
explicitly emphasized that metrosexuals are actually closeted gay men and therefore a
threat to heterosexuality. A tendency for too well-groomed men to be gay is not only
used as a theme in the film “'kén 'tea 'ni: 'kap 2i: "2&p, UAIYEIAUBLOY” or
“Metrosexual” but also used in the advertisements for the movie. In Figure 16, all
represented participants in the picture gaze at the viewer as a “demand” to watch or to

find out something. Apart from gazing, their facial expressions reflect their different
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emotions such as amused, suspicious or disgusted. Furthermore, a represented
participant at the bottom right hand side demands with her ‘fingers to lip’ gesture that
the viewer be quiet or keep a secret. All equipment they carry and their gestures create
vector lines to a represented participant behind the closed door. The pink underwear is
meant to be salient as a symbolic attribute. The pink color as a feminine symbol and its
shape create an opposition to the wearer who should be masculine. The pink underwear
is also used to contrast another symbolic attribute which is a sign on the top of the door.
The men sign and pink underwear can be understood by the information value of top
and bottom, “Ideal” and “Real”. The sign represents the expectation from society about
how men should act in public while the pink underwear symbolizes what the man
behind the door would like to be, or the “real” him which is feminine. As for verbal
texts, being homosexual or a closeted gay man has to be suspected through words and
the phrases used, such as “m3naduLoL” which literally means “the mission of arresting
a closeted gay man”. The words “¥211” and “duev” in the title of the film “'kén ‘tea 'ni:
'kap "7i: 2p, uRIrE IR UBLY” are slang terms used among the Thai gay subculture. Both
are used to imply that the status of speakers who have already come out of the closet is
higher than women and closeted gay men. Using Thai gay slang terms as a title also
reflects the authority of heterosexuals as the majority who can pick up the subculture
elements to be used in the mainstream. Therefore, slang terms as a tool to be used by a
subculture to be secretly understood cannot be under the control of that group. The
phrase “in38uA3AdULA2”, which literally means “Prepare yourself to detect gay
signals”, can imply that closeted gay men have to be inspected to reveal their real sexual
identity or that being closeted can be a threat to heterosexuals. In addition, the use of
stereotype means his medically suspect according to prevailing medical norms of

pathologistng homosexuality.

Another promotional poster of the film is the poster titled “a11 9 @ “ttou™ or
“How to investigate “a closeted gay man”” reflecting gender expectations of men and
the stereotypes of gay men. The represented participant is similar to other figures of
metrosexuals. However, the verbal text anchors the meanings of appearance to that of

closeted gay men. Figure 17 plays with the stereotype of gay men through their
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physical appearance which is against the usual societal expectation of men. In the
analytical process, the participant is represented as the “Carrier” which is a closeted gay
man who hides his sexual identity under the term “metrosexual”, while possessive
attributes as stereotypical characteristics of gay men through physical appearance are
his hair cut, facial skin, trimmed eye brows, glossy lips, look of secretly judging women
and adoring men, and the way gay men dress and behave. The list portraying how to
investigate whether a man is gay or not describes what is different from a stereotypical
male appearance. Moreover, the verbal text implies the femininity of the represented

participant.

Ideal

Real

Figure 16 Metrosexual Poster (Wikipedia, 29 August 2010)
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Figure 17 Metrosexual Poster (Online-station, 28 July 2006)

In the film “'kén "tea 'ni: 'kap ?i: 2ep” (uRaveiinuduew) or the English title

“Metrosexual”, broadcast media uses more visual elements to convey the implications
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instead of just anchoring the meaning with verbal texts. The viewer needs to decode
visual artifacts based on their cultural and social background knowledge in order to
understand intended messages from the producer. The word “Metro Guys” used with a
meaning similar to the term “metrosexual” appears in Figure 18 which is a shot from the
beginning of the film. This scene is the male model contest judged by celebrities. Male
models can be seen as Subordinates under the term “metro guys” or “metrosexuals” as
Superordinate. In Figure 19, represented participants are framed on the left side of the
picture. On the right hand side, there is a restroom sign and an arrow as a vector leading
the eyes of the viewer to the represented participants. The sign symbolizes
heteronormativity in which there are 2 genders; male and female. The framing
disconnects the represented participant from the sign. There are two of them in the
frame with familiar body language suggesting sexual relationship which is against the
sexual norms of society. In the storyline as verbal text, a man in a black suit portrays
the celebrity who is a judge of this contest and a married man, while a young man is a
contestant. In Figure 20, a represented participant, who is one of the main female
characters in the movie shown in the same frame, exhibits a facial expression which can
only be interpreted as shock and/or disgust about same sex relationships. The space of
framing in Figure 20 can also represent the majority in society and the marginalized

group of homosexuals.

Figure 18 Metrosexual (GMM Tai Hub, 13 July 2006)
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Figure 20 Metrosexual (GMM Tai Hub, 13 July 2006)

This film is about a group of female friends who try to find out the truth about
whether a man who is due to marry their close friend is a closeted gay man. The main
male character, Kong, is portrayed as a man who pays much attention to his physical
appearance and knows beauty and cooking tips. He is a suspicious figure because his
sexual orientation is unclear, and the group of women in this film make it their mission
to gather evidence to support their belief that he is actually gay. In figure 21 and 22, the
mirror is used as a symbolic attribute for the represented participant, Kong. It is used to
emphasis the narcissistic characteristic of the metrosexual. Femininity or women-like
elements can be found in both pictures. In Figure 21, framing of a couple in the mirror
creates sexual ambiguity. The makeup brush, usually a tool for women, is presented as a
tool which can be used by a man. The dialogue in this shot includes a man acting like a

beauty guru, advising which color is suitable for the main female character. The well
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arranged cosmetics in figure 22 are symbolic attributes which represents the femininity

of the represented participant.

e

Figure 22 Metrosexual (GMM Tai Hub, 13 July 2006)

While the main male character is portrayed as sexually ambiguous, the binary
opposition of masculinnity vs femninity and straight vs gay is constructed throughout
the film. Bee or Brother Bee is a flight attendant and a friend of a woman in the group.
He is an openly gay man and women in the group ask for his advice on how to detect a
closeted gay man. The sterotype of feminine identified gay men is portrayed in the film
through his character. In Figures 23 and 24, the gesture and expression make Bee
similar to women in the group. In a classification process, Bee and women are
Subordinates of the class of “femininity” in a Convert Taxonomy. This creates the
sense of “us”. The binary opposition of straight and gay men can also be found in the
visual and verbal elements of the list on how to detect closeted gay men. Figures 25 and

26 are examples of the list, and show how to find out who is gay through their gestures.

69



In this scene, Bee assumes that there is a gay man in a group of men. While a group of
men is passing their table, he shouts to warn that group that there is gum on the floor.
Bee tells two main female characters to compare the instinctive responses of straight
and gay men. Figure 25 represents how straight men are supposed to act whereas Figure
26 represents how a gay man acts. This stereotype is based on the assumption that gay
men are feminine. In Figure 26, a gay man’s action is compared with a woman’s action.

Consequently, they are Subordinates of the class of “femininity”.

Figure 25 Metrosexual (GMM Tai Hub, 13 July 2006)
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Figure 26 Metrosexual (GMM Tai Hub, 13 July 2006)

Gay men or closeted gay men are not only compared with women to reflect
femininity but also negatively compared with straight men as the ideal figures. The male
characters which are paired up with the female characters of the group are portrayed
through different characteristics and different ages as Subordinates of the class of “an
ideal straight man”. Different male characters include an artistic man, a leader, a
successful business man and a breadwinner as shown in Figure 27. In the analytical
process, their clothes as possessive attributes depict the simple and unfashionable look
of straight men as the Carrier. This constructed visual text is used to compare with
Kong, the main character who has a questionable sexual identity. In the textual and
compositional process, Kong claims to be a metrosexual, who pays much attention to
his appearance: the use of an oil clear sheet to fix his oily face in Figure 28, is placed as
comparison with straight men. Kong is placed on the right hand side as “New” which is
problematic whereas Aof, a photographer, is placed on the left as “Given” with the
characteristic appearance of a straight man familiar to the viewer. Similar to Figures 25
and 26, Figure 29 is a shot from the scene in which Bee would like to detect whether
Kong is gay or not by using the stereotypical gay men’s gesture. He says that health of
people can be seen in the nails so he can find out how Kong reacts when trying to see
his nails. Aof is again used as the ideal and the standard of straight men to juxtapose
the strangeness in Kong. In Figure 30, both represented participants gesturing the same

way are Subordinates of the class of “femininity”.

Although the stereotype of gay men as feminine is portrayed by Bee, a flight

attendant, a masculine gay man, Pat, is also portrayed in this film. In analytical process,
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Figure 28 Metrosexual (GMM Tai Hub, 13 July 2006)

Figure 29 Metrosexual (GMM Tai Hub, 13 July 2006)

Figure 30 Metrosexual (GMM Tai Hub, 13 July 2006)
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possessive attributes and symbolic attributes are used with the character Pat for the
viewer to foreshadow that he is actually a masculine gay man. Visual elements of a
masculine gay man are not easily presented so possessive attributes and symbolic
attributes are used to construct this character. Possessive attributes of the Carrier as
masculine gay men in Thai gay subculture in Figures 31 and 32 are the muscular figure
and tight outfit of Pat. However, the pink color of his polo shirt symbolizes femininity
or gayness. Framing is also an important visual element that should be interpreted in
Figures 31 and 32. The narrowed framing can be interpreted as detachment of the
represented participants from normality or a normal relationship. In addition, their
relationship has to be kept private or secret. In this sense, the restroom symbolizes the
mentioned interpretation. The represented participants are objects to be examined or
investigated as shown through the camera angle as the eyes of someone in these
pictures. In contrast to the restroom scene, Figure 33 is from the scene which Kong is
going to marry a friend of main female characters. Pat shows up to remind him of their
sexual relationship in boarding school and ask him to reconsider what his sexual
identity is. According to symbolic attributes, Kong and Pat are surrounded by the bride
and her friends who form a circle or globe-like form to symbolize the world of
heterosexuality which judges homosexual relationships as strange or the “other”.
Culturally, the wedding as circumstance of this scene also makes a couple of men
holding each other more salient, strange and humiliating. This scene emphasizes the
notion, constructed throughout the film, that a gay man or a closeted gay man can be a
threat to heterosexuals and the family institution, since marriage is the beginning point

of social reproduction.

The verbal and visual construction of the term “metrosexual” as a closeted gay
man which is a threat to heterosexuals is not only found in the press and a film but also

in a TV advertisement broadcasted to more audiences as a free medium.

In the genre of TV advertisements as visual texts, a 2007 KTC-I am
advertisement is an example of using visual texts in which marketers tend to use the

sexual ambiguity of metrosexuals to implicitly target a group of gay men. This turns out
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Figure 31 Metrosexual (GMM Tai Hub, 13 July 2006)

=

Figure 33 Metrosexual (GMM Tai Hub, 13 July 2006)

to be problematic. In the article “’tg>” 'I'wk 'bat 'phi: "teha:j 'wd:n 'khe: 'thi: 'si” (191280
asAaeru “niia”), which literally means “Insight of KTC card for Sweet Men”, the
management team claimed that the credit card KTC-I am which targeted the lifestyle of
metrosexuals did not specify only a gay market. Based on the TV advertisement of the
credit card “KTC-I am”, visual elements construct the sexual ambiguity of a represented

participant. In Figures 34.1 and 34.2, a woman is used to emphasize the masculinity of
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represented participant. The circumstance in Figure 34.1 suggests heteronormativity.
The represented participants framed by people as couples in the bar represent the norm
of heterosexual couples. Accepted sexuality in society is implied by Figure 34.2. Apart
from a female participant, boxing as symbolic attributive of masculinity is presented in
Figure 34.3. As for symbolic suggestive process, the color tone of those 3 shots is
almost black and white which create the sense of suspiciousness towards the represented

participants and low modality which reduces the level of the truth.

The producer of this advertisement not only uses a symbolic attributive process
to create masculinity but also femininity based on a metrosexual’s characteristics. In
Figure 34.4, the actor’s satisfied gesture to his reflection in the mirror symbolizes his
narcissism which is a characteristic of a metrosexual who pays a lot of attention to his
physical appearance. The earrings in Figures 34.5 and 34.6 represent femininity as well
as a symbol of gay subculture. In addition, well-arranged shirts behind the represented
participant in Figure 34.7 are used in a symbolic suggestive process to relate to the

characteristic of a metrosexual passion for fashion.

In Figure 34.8, based on the information value of top and bottom, a pink orchid
may symbolize a feminine “metrosexual” as “Ideal” while a snake may symbolize the
“Real” which means that men should act straight, or that metrosexuals could be
dangerous as a snake. Homosexuality is visually represented in Figures 34.9, 34.10,
34.11 and 34.12 at the ending of this TV advertisement. A sauna scene in Figure 34.9 is
a symbol suggestive of a bathhouse for gay men where they can cruise for sexual
partners. In Figure 34.10, a muscular naked figure is sexually presented in the sauna
scene. The vector created between male represented participants in Figures 34.9, 34.10
and 34.11 by the bending head to talk of a participant in the sauna and the glance of a
represented participant to another male participant presents the sexual ambiguity of the
main represented participant who may not be straight. The color tone used in the public
scene can symbolize the represented participant as a threat. This can be interpreted that

the metrosexual is a closeted gay man who can be a threat to all female heterosexuals.
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It is not only the gesture of the female represented participant at the end of the
ad that reveals her doubt, but the verbal text narrated by a female voice also shows
suspiciousness towards the represented participant who can be a threat to her as a

heterosexual. The voiceover verbal text can be translated as:

“Who is the real you?/ What we see is probably not what we think./It’s so

different./He is not like the same person./If that’s all you, then who is this man?”

Although the aim of the producer may be to target both straight and gay men
who have a metrosexual lifestyle, the limitation of visual texts may not convey that
purpose as clearly as verbal texts that are similar to some used in news articles.
Consequently, the aim to use sexual ambiguity to include both straight and gay
customers or to implicitly target gay turned out to be problematic and the criticized by

the public.

Figure 34.2 KTC-lam TV ad
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Figure 34.3 KTC-lam TV ad

lf

Figure 34.4 KTC-lam TV ad

Figure 34.5 KTC-lam TV ad
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Figure 34.6 KTC-lam TV ad

Figure 34.7 KTC-lam TV ad

Figure 34.8 KTC-lam TV ad
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Figure 34.9 KTC-lam TV ad

Figure 34.10 KTC-lam TV ad

Figure 34.11 KTC-lam TV ad
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Figure 34.12 KTC-l am TV ad

Similar to doubt about metrosexual sexuality represented by a female

represented participant in a KTC-1 am advertisement, some news articles also reflected

the concern of heterosexuals’s social perception or criticism towards men who claimed

tobem

etrosexuals, although those articles assure readers that metrosexuals are straight

men. The article “1a3731 <@ Insidnwia’ lilyye 100%, Who says ‘Metrosexual’ is not

100% straight?”” in Khom Chad Laeuk on 15 Nov 2008: 27 is an example of this point as

quoted:
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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
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image and view of metrosexual’s lifestyle. It aimed to change people’s attitudes

toward metrosexuals to understand that they are straight men (27).

It is not only male heterosexuals who thought that metrosexuals are closeted gay
men, as mentioned in above article, but female heterosexuals also reflected their
concern in the article “Metrosexual “#ane @10 ug Inmai”, Metrosexual, “a new breed of
man”” in Manager Daily on 31 Oct 2006. It states that “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” (34).

The article «Taanou” 3o “wInsdinyaa”, “Jo Kwan”, a “Metrosexual™ in
Manager Weekly on 3 Aug 2013 is another example of how the term “metrosexual” is
used as a synonym for closeted gay men, who the public needs to investigate in order to
disclose their real sexual preferance. The headline in Figure 35 starts with the name of
a represented participant, who is a member of a Korean boy band, along with the words
“metrosexual man”. Literally, the singer is metrosexual. The body of the news article
contains the gossip that he is probably gay because it was reported that he went to a
party at a well-known gay discotheque in Bangkok. However, his fans insisted that he
is straight and just a metrosexual who pays much attention to his appearance. His
picture in the top position is used as the “Ideal” of how a metrosexual should be, but
images in the bottom position reflect his personal life or the “Real” in which he may be
gay. The candid shot is usually used to represent “the truth” or the real situation in the
news genre. In this Figure, the term “metrosexual” is related to closeted gay men or to a
criticized sexual ambiguity of a represented participant. The verbal construction in
Figure 35 implies that a represented participant is a closeted gay man, as shown by the

quote below:
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Similar to other actors in South Korea, many male idols have been subject to
gossip about their “unmanliness”. Among those gossiped about, no one is
criticized more than Jo Kwan, an outstanding member of 2 AM, the Korean boy
band. His fans, especially in South Korea, have insisted that he is straight
although it is reported that he usually spends his leisure time partying at gay bars
in Thailand... As for the case of Jo-Kwan, whether he went to gay bars or not,

he does not look like a straight man (39).

The identity construction of the term “metrosexual” as an identity of closeted
gay men is related to the negative representation of homosexuality in Thai mass media.
The expression of femininity is perceived as the stereotype of kathoey. Consequently,
the identity of “metrosexual” as closeted gay men is visually constructed on the
stereotype of kathoey or effeminate gay men. Effeminate gay men are usually portrayed
as comic characters in mass media, especially in comedy. Therefore, they are perceived
as shameful in Thai society. For instance, the character Bee in the film “Metrosexual”
is another example of how the mass media has reproduced the stereotype of kathoey or
effeminate gay men. The composition where Bee is placed among a group of main
female characters visually constructs the similarity of the figure to a woman. He is a
guru expert in how masculine the character Kong is by comparing him to straight men
or to the characteristics of hegemonic masculinity. It can be interpreted that this
character is used to emphasize that being gay must be feminine and the “other” from
heterosexual norms. Metrosexuality in this film is depicted as something mysterious or
suspicious. As a result, Bee is used as a tool by heterosexual females to investigate
whether a man claiming to be a meterosexual is gay or not. Another way to view this
point is that the “in-between” space cannot exist. People have to choose either
masculinity or femininity to identify their genders. Consequently, coming out of the
closet is stereotypically perceived as an acceptance of femininity, and they cannot later
reclaim their masculinity. The film conveys the implicit message that the characteristics

of metrosexuals are feminine and men who express their femininity can be

82



“lono u”

we “insis

; %
usbuq wsass Inssawnzduudlafiaduiiuimmg povad

“wnourts” wligmciasnun i
urinifluiioalnetonu

ﬂ‘ﬂlj\ol‘ﬁl\ vﬂ“‘af‘\‘ "\A \t V!'I)I‘IN \’4?‘
g kT S el deaavin o foren

o

Ideal

m,um.w--vmvmu ?mnnm e Rad 1
e AT 1.mﬂwu frumanBovudan Hseie
Inavanfeemnsaid éwn-.mmnwamm IS 1
bhildirnmndon mpm\uunn “wothade s LArels
Axpwaafed nireetn Toe i uken 24M vikos
'l*nnm‘.r'lmnmﬁéan.m“ﬁm 3 Instagram
Fralnevindsmalvemantis Awad-lonnemarmi |
reild Bgenfuwimrefunmiluug aviudamif
dh ind manianaon Wl iuEmRafraneign
oo
mng\ Haatne weErALEeIRaT Wrarmmldd
Triehan Fadnafussanntnfes lnensshumds wiousodn
Huded e limus mﬂn- ¥ |11'w..'1 UNEM
fiwrnufurmenedemain T-mrvu. ranadaTalén?
ethalafosuriun dasvitolesanisiin m"'lr«
Panala aEMEn T DRBImBaNIT 1AM naddneime
[ 10w m&wph‘\ahin el searumed wonvmas
anfidamanumymifumibens s wiss Biown Even
Gris lunems We Get Marrad Hlalamaliemes
Vnmﬂ%v’x«m‘wuq Weehnodoto wneuonm
ANt iudaintIn a5 i
wen e flan Sl 8 i wanneuSafutiug
Bn¥aemipy Tyl “sbradmne wenadhnzem
franednnuaslninoniennn
A 3 uvu Awerssnuuh

Fumanuin maddindle gt ndedtmamy

Real

T TnnsansdmSiaingngle nwsuediiirasn
Davdingviuea WA e (il vyafdes
mepaseniisenou Tudteleumnlsis ot ooyl
dlo 2 Do Teanan wenanr \)a.v.;n;vnju.ﬁuﬁm
Swna Sudorfe el o mseBurdnu® Tne
st Tt Toadadidtnanmens ﬁﬂm‘%nﬂﬂ”& %
unea U-Kies fau Imn\\lcunumxauﬂ T IMTH T
oy wissiewiawsebincrmmgaindacns e
dnlshouandilidivnh Teeamunul Mnamine
onfhdinde el fauriuy Funtesnflendiach
iy Fnsnondarlmavimisad athemnarealilfun
uinnmefsrmAifenmendnhsuwniin smmonudi

ot Beled el mnogturfuiniunsiontis

Fig 35 Jo Kwan, a Metrosexual (Manager Weekly, 3 August 2013)

stereotypically perceived as effeminate gay men. Therefore, metrosexuality cannot be
subordinated under the class of “masculinity” but is under “femininity”. In addition,
gayness and homosexuality in mass media is only accepted as feminine comic
characters who support heterosexual norms and do not threaten heterosexuals as the

character Kong does.
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In the construction of the “metrosexual” identity, it is obvious that the media
attempt to control homosexuality by depicting the portrayal of metrosexual or a closeted
gay man as a negative given or the “Real” which is against the “Ideal”. Gayness or
homosexuality is portrayed in mass media as an activity which has to be private or away
from the heterosexual arena. For example, the composition of Pankorn Boonyachinda in
the feature articles is placed as a negative given because of its sexual ambiguity, and
because it uses the term “metrosexual” to cover the real sexual identity. Another
example is gossip about a member of Korean boy band in Figure 35 which uses the
information value of top and bottom; “Ideal” and “Real”. In the top picture as the
“Ideal”, Korean boy bands are perceived as heterosexual men who maintain their
masculinity through their strong and muscular figures, although their grooming usually
reflects femininity. Pictures at the bottom position reveal his real life or the “Real”
which reveals his sexual ambiguity when he is shown in candid photos at a gay
discotheque. In broadcast media, gay men or closeted gay men are visually constructed
in framing and portrayed as a negative given. With this negative stereotype of gay men
portrayed by mass media, it is unsurprising that marketers attempt to verbally and
visually claim that metrosexuals are straight and not gay in order to protect the
reputation of their promoted products while still including men, gay men and closeted
gay men implicitly, under the same class of “masculinity”. In addition, marketers
pander to homophobia by insisting metrosexuals are straight while including
homosexual references as ambiguity in their ads in order to widen the appeal of their

products to the lucrative ‘gay baht’.

In Thai culture as “the culture of face and shame”, expressing a gender identity
in public as a gay man is not widely accepted. Metrosexuality as an identity of closeted
gay men is the reproduction of the notion that being gay is shameful and a threat to
society, so gay men use the term “metrosexual” to hide their sexual identity in order to
blend into heteronormativiy. The verbal and visual construction of this identity reflects
that Thai society still has a negative perception and attitude toward other gendered
minorities and attempt to force people in society to follow traditional gender values and

norms.
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In addition, capitalism and industrialization can provide urban spaces separated
from family-based businesses, and metrosexuality as an individuals’ choice of a lifestyle
or sexual identity can be better exercised in a metropolitan arena. In this sense, the
construction of metrosexual identity is similar to that of gay men, developing an
individual identity constructed in metropolitan areas where gay bars, bathhouses and
discotheques are located. A TV advertisement for KTC-I am starts with a bird’s eye
view shot of a big city filled with skyscrapers and presents a lifestyle which can be only
exist in a big city, such as hanging out in bars or going to the gym or sauna in Bangkok.
Moreover, this implicitly portrays the growth of gay businesses such as fitness centers
influenced by gym culture and gay bathhouses in Bangkok. Furthermore, products such
as brand name cosmetics, jewelry, and clothes appearing in the ad can be only
purchased in the shopping malls of a big city. Urban spaces provide opportunities for
gay men to construct their sexual identities away from the social values and traditions
controlled by their family and relatives. In the film Metrosexual, Kong, the main male
character, is portrayed as an example of a closeted gay man who lives away from his
family. Based on Chinese traditional culture, Kong is a Chinese Thai man who is
expected to marry a woman who can give birth to his children, especially to sons. In the
film, he lives in his private luxurious condominium in the city which also implies his
high financial status. When the main female characters search for his family
background to support a gay stereotype in which a gay man is usually an only son or the
youngest son, the viewer finds out that his parents own a restaurant and they are
Chinese Thai. Marrying is a pressure placed upon Thai closeted gay men, especially
Chinese Thai men who have their duty to carry on their family’s reputation and family

name to the next generation.

Metrosexuality as an identity of closeted gay men has been constructed in the
mass media as a way for closeted gay men to hide their sexual identity and to express
their femininity which is unacceptable based on the stereotypes of straight men. In
addition, this identity has been verbally and visually constructed as a threat to
heterosexuals who have to detect, investigate and criticize closeted gay men who claim

to be metrosexuals. Compared to the identity construction of metrosexual as an identity
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of potential male consumers, it is ironic that gay men as metrosexuals are probably
accepted in economic territory but they may not be culturally and socially accepted.
Verbal and visual construction are used as tools to convey the message that fashion and
lifestyles cannot be used to hide a sexual identity deviating from cultural and social

values and society can uncover the truth one way or another.

The semantic and semiotic shift of the term “metorsexual” in the Thai mass
media has been influenced by economic, cultural and social factors. Both positive and
negative connotations of the term “metrosexual” are still reproduced in the Thai mass
media, in which the positive one that metrosexuals are straight men has been the

dominant key marketing practice for men’s products.
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