CHAPTER 5

Conclusion

The semiotic and semantic shift of the
by economic, social and cultural factors in the Thai context which have endlmsved

term “metrosexual” with both positive and

the definition of metrosexual al so refl e
masculinity and femininity based on discourses of hegemonic masculinity ariv@ega

representation of homosexuality.

The positive and negativnnotationsof he t er m * nteeffhaio sexual ”
context also reflect the status of gay men iaiBwociety who cannot publicalgxpress
thar sexual orientation Marketing practicesaretllly use verbal and visual texits the
mass media in order to avoid explicitly mentioning gay men as potentially valuable
consumers of theproducts. Marketers attemiat maintainthe reputation otheir
products by using euphemisms fgay men, symbolielements implying gay men or
creatingsexual ambiguityo target both straight and gay merhis negativity of the
t er m *“thgedhal’contexis shown in how thenass media avoglising it. In
addition, discourses of hegemonic masculiaitgreprodiced in mass media through
the construction of metrosexuals as stereotypical straight men. Offensive slang terms
for gay men ar@ised in the press and print media to reagsorential customerthat
metrosexualén Thailandare actualf straight. Thismpliesthat being straight is

positive whereas beingy is negative.

The representation and visibility of yenen in the Western mass media have
beenpositively portrayed as a protogyf metrosexuals whicstraight merwould like
to mimic in ordetto have better physical appearanCentraryto the Westthe semiotic
and semantic shift indailahdhas beerenarmowetl dowrt floro s e X U &
a lifestyle shared by both gay and straight men as defined by Mark Sinpson
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identity for only straight menGaymen were used to construct the implicasioh

metrosexualén the Thaicontexa s negati ve ot her s

IntheThai contextthe verbaland vi sual construction of
has been perceived socialtyimply askathoey In order to avoid mentioning that
metrosexuals adopt a gay lifestyle, Thai mass mualiaclarified the term by
comparingret r osex ual s t candWifestyles: 1nghaisectety, menavho
try to be similar to women are perceivedkathoeyor effeminate gay merKathoeyis
socially understoodsa failure of masculinity. Most Thai people still perceigminine
identified gay men akathoey. This is the underlyingeason why masculine identified
gay men do not want to express their sexual idenhigy wanto avoidbeing labeled
askathoey. Although masculinedentified gay men arportrayed inthemass media
now more tharin the past, the repduction of effeminate gayem as comic characters
is still become a normal practice time entertainment busess as shown ke film
Metrosexual,The culdaue eamd sHame” dominating Tha
cause of Thai gay men tendinglie closeted.This is another example gy men or
kathoeysn the Thai mass mediabeipgor t r ayed as negative “oth

Although consumer culture provides opportwestior gay men to blend into a
mai nstream dominated by tstosexhdl 'metng hirsii d
territories of straight and gay men as potentially valuable customersda rdgal way
out. Through the definitonf t he term “metrosexual” as v
be straight or gay, gay men maydmnomically accepted btiteymay be not socially
and culturally accepted. This can be reflected through social criticism towards closeted
gay men who use the term “metroseheimal ” to
actual identity. The data shows that closeted gayarsportrayed negatively as a
threat to heterosexuals as welt@d hai societyin general. This impliethat sexual
identities and sexual preferescaresocially controlled and inspected in order to make

people follow gender roles, social values axpleetations.

Finally,thecombnat i on of thespercmal mgt rfe’exwiat |
to misperceptiositowards the term as a new sexigi@ntity. Actually, the term

representghe reproduction of existing discourses in Thai society including disesu
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of heteronormativity, hegemonic masculinity and negative represeantd

homosexuality which still oppre§hai gay merand force them to hiden the closet.
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