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Metrosexual Consumption Culture among Males Working in -Bangkok
Metropolitan Area research aimed at examining Metrosexual consumption culture and
involving factors which lead to their unique consumption. Moreover, it also focus.ed on
the level of their body image satisfaction. Data collecting process involved interviewing
a sample of twelve Metrosexual "men. Each case study was recruited by using

Metrosexual screening questionnaire followed by an in-depth interview.

The results demonstrate that Metrosexual consumption culture often begins with
a process of being satisfy in certain product.quality, perceiving the product to be
suitable to their self image and personality, and judging if the product price is
reasonable according to its quality. As a result, it signified how their self identity are
being portrayed through each product brand they have chosen for themselves. The four
influencing factors involving in Metrosexual consumption were: social, personal,

psychological and cultural factors. These factors were inseparable from each other.

Metrosexual men felt pleased about how others have view their body images to
be unique. Not only it builds up their self-esteem, but their body image helped them to
be able to form a trustworthy look, which got a lot of complements and acceptance in
return. Although sometimes they were misunderstood as gay, they do Inot seem fo take

those criticisms into consideration. They believed that having Metrosexual body image is

an advantage and intended to continue to carry on their self-care style thure benefit.
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