169474

arrauntal qunan : dnesrrdrredunsuauniraieanidumeuuy “winsdndtos” ( THE
CONSTRUCTION OF "METROSEXUAL” MALE REPRESENTATION IN MEN MAGAZINES)
aranstiLnm : faanrnanianrd az. 3018l ARane, 111wk ISBN 974-53-2212-1
m??:'i“ﬂni:’qﬁﬁ"fmqﬂ?szﬁﬁ'ﬂﬁnmﬁnmm:n'\?ﬁqmuﬂmwﬁquwum'mtﬂwmﬂuuu “wing
dndaoa lulisuarsdone santeAnsnszuaunisafnnawaruiiiusauuy “winsdnduoa” Mgl wwu
'uma"turgztﬁlﬂnqm?‘fnﬂﬁﬂﬂngluﬁmﬂm?ra’mﬂ e 1495740 um_ﬁmm:ﬁtﬁﬂmﬁmum?éﬁw GM BOSS
ua Esquire fimansnmitelud wa. 2547 muieRu 36 At unzansdun LSRN LsLNERTHREA1TUA

sdaaiu uay faunusnnuiim sy

HANNFISENLIGN
1. dnwazndaunurasanniutisuuy “winndndea” Adwnssuauniraivinetinuansy
118 AanARENALUUIARNWAIUNY Ae HinrAnidana ANy s su et w il uresdiaunumn
Wusiaiwmuanseunisiufaesdean Widalady mmmdaressiunguadoe uaclfinTaedranaanidud
- 4 -~ LY v [ ~ ° “ »n
uijuiluiravsrrun Inetlneadzdaieia 3 aduaciinaninswanaruiiussuoy “winadndaa”
- dl ] o < £ L] [ di.d a acda v o
Armanuanswideanil Ae GM wiunindauedneas luuuuRinasdnenge uargusi Aantuiue
fiounsliFn iy Fedbidaniiunimiu nrsiun nndiadenn uasFaane dou BOSS asiiuniningus
] 1 v v
Tuuuniguaan lalddeuduiems luFesianimiaiugunin uazarnaiens uazdmiu Esquire 1tiiasiiu

nndusuelumnnawlaluFasunduatiuans anuan Tnelinslfiniesdraamamnddu uaningi

2. Ansuzanniuauanmmanidumauuy “winsdndaon” Ndeantennudviugz iy

o -~ ol - L7 al ] .~ v s } H
weudyyzivanmsuinandsng uiineansgone Anisdreneaniuunialneds WiruRuAsineg daunis
Tnwraun (Advertisinglunfign sedaanAsunaadalas o (Advertorial) nawundid (Fashion Ad.) uas

ATAMINAUAYATIRUAT RINAPL

3. anFnazasnimmana JliTuman ga yaansdiesinnislussdng snivingussasdusy
-~ z ) z ~ [} i - ~r
wumnnrAndaniten ulinuanrdainia 3 atu snefidanasanssusunim@nnamsounu “wing

] H 1 >
dnda” nefilawaniuesidrsnaunidaunnadesdigalunimann s umuislunns uaznag

¥
fau

i ¢ g
AT ... AVTAVTAUNA ..o auileienan... . dTTANATA  ATVIN
AUV, DVTEVTRUNIL.oeoeeeeee e aefinfaasrdnlinm......Y s RHY —

dnsfine.....2547......



169474

KEYWORD : MASCULINITY / METROSEXUAL / REPRESENTATION / MEN MAGAZINES
WANNAPORN SUKMARK : THE CONSTRUCTION OF "METROSEXUAL" MALE
REPRESENTATION IN MEN MAGAZINES.
THESIS ADVISOR : ASST. PROF. WILASINEE PHIPHITKUL, Ph.D., 111 pp. ISBN 974-53-2212-1.

##4685111728 : MAJOR JOURNALISM

This research aims to examine the characteristics of the construction of “metrosexual” male
representation in men magazines, including the image making process of “metrosexual” male in relation to
the concept of symbolic consumption in men magazines The content analysis technique was employed in
studying 36 copies of three men magazines, namely GM, BOSS and Esquire published in 2004.
Additionally, the in-depth interviews were conducted with editors of the aforementioned magazines and

representatives from advertising agencies.

Results of the research are as follow :

Results show that 1) the attributes of “metrosexual” male stereotypes constructed by the men
magazines conform with the concept about stereotype; the magazines select some outstanding
stereotypical attributes to frame the society’s perception of “metrosexual” male. In other words, the
magazines try to make the society perceive that men who take care of their looks and use cosmetics like
women are normal. Furthermore, the magazines have a different "metrosexual” male representation. GM
focuses on the attributes conceming high-education, high-economic status, delicate taste in every facet of
life such as eating, drinking, social life, and sex, while BOSS focuses on representing men with extra care
of his body including both health and beauty. Moreover, Esquire emphasizes on men who are interested in
fashion and beauty and wear cosmetics to add colors as well as to nourish their skin.

2) The characteristic of the “metrosexual” male representation in relation to the concept of
symbolic consumption in the men magazines is to give connotations to commodities mostly via advertising,
while to a lesser degree via advertorial, fashion ad., and product and/or brand positioning respectively.

3) The marketing influence, advertisers, readers, personnel in the organizations, objectives, and
selective criteria of the three men magazines all contribute to the stereotype making process of

“metrosexual” male. However, the advertiser is the most influential factor of such process both directly and

indirectly.
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