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CHAPTER 5 

 

 

Conclusion 

 

 

 
The semiotic and semantic shift of the term “metrosexual” has been influenced 

by economic, social and cultural factors in the Thai context which have endowed the 

term “metrosexual” with both positive and negative connotations. The construction of 

the definition of “metrosexual” also reflects how Thai society perceives the notion of 

masculinity and femininity based on discourses of hegemonic masculinity and negative 

representation of homosexuality. 

The positive and negative connotations of the term “metrosexual” in the Thai 

context also reflect the status of gay men in Thai society who cannot publically express 

their sexual orientation.  Marketing practices carefully use verbal and visual texts in the 

mass media in order to avoid explicitly mentioning gay men as potentially valuable 

consumers of their products. Marketers attempt to maintain the reputation of their 

products by using euphemisms for gay men, symbolic elements implying gay men or 

creating sexual ambiguity to target both straight and gay men.  This negativity of the 

term “gay” in the Thai context is shown in how the mass media avoids using it.  In 

addition, discourses of hegemonic masculinity are reproduced in mass media through 

the construction of metrosexuals as stereotypical straight men.  Offensive slang terms 

for gay men are used in the press and print media to reassure potential customers that 

metrosexuals in Thailand are actually straight.  This implies that being straight is 

positive whereas being gay is negative.  

The representation and visibility of gay men in the Western mass media have 

been positively portrayed as a prototype of metrosexuals which straight men would like 

to mimic in order to have better physical appearance. Contrary to the West, the semiotic 

and semantic shift of the term “metrosexual” in Thailand has been narrowed down from 

a lifestyle shared by both gay and straight men as defined by Mark Simpson, to an 
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identity for only straight men.  Gay men were used to construct the implications of 

metrosexuals in the Thai context as negative “others”. 

In the Thai context, the verbal and visual construction of the term “metrosexual” 

has been perceived socially to imply as kathoey.  In order to avoid mentioning that 

metrosexuals adopt a gay lifestyle, Thai mass media have clarified the term by 

comparing metrosexuals to women’s behavior and lifestyles.  In Thai society, men who 

try to be similar to women are perceived as kathoey or effeminate gay men.  Kathoey is 

socially understood as a failure of masculinity.  Most Thai people still perceive feminine 

identified gay men as kathoey.  This is the underlying reason why masculine identified 

gay men do not want to express their sexual identity; they want to avoid being labeled 

as kathoey.  Although masculine-identified gay men are portrayed in the mass media 

now more than in the past, the reproduction of effeminate gay men as comic characters 

is still become a normal practice in the entertainment business as shown by the film 

Metrosexual.  The culture of “face and shame” dominating Thai society is another major 

cause of Thai gay men tending to be closeted.  This is another example of gay men or 

kathoeys in the Thai mass media being portrayed as negative “others”. 

Although consumer culture provides opportunities for gay men to blend into a 

mainstream dominated by straight men, using the term “metrosexual” to bridge 

territories of straight and gay men as potentially valuable customers is not an ideal way 

out.  Through the definition of the term “metrosexual” as valuable customers who may 

be straight or gay, gay men may be economically accepted but they may be not socially 

and culturally accepted.  This can be reflected through social criticism towards closeted 

gay men who use the term “metrosexual” to intentionally or unintentionally hide their 

actual identity.  The data shows that closeted gay men are portrayed negatively as a 

threat to heterosexuals as well as to Thai society in general.  This implies that sexual 

identities and sexual preferences are socially controlled and inspected in order to make 

people follow gender roles, social values and expectations. 

Finally, the combination of the term “metro” with especially “sexual” may lead 

to misperceptions towards the term as a new sexual identity.  Actually, the term 

represents the reproduction of existing discourses in Thai society including discourses 
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of heteronormativity, hegemonic masculinity and negative representation of 

homosexuality which still oppress Thai gay men and forces them to hide in the closet. 

 


