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Fig. 1 The punkh version of masculinity {Soul Dance)

This tmage ot a pankba guy in a Soul Dance promotional invokes
mierrosesuality. The ‘model” is self-absorbed; narcissistic: well aware of
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the look he carries; well-adored to invite gaze; well-groomed to exude
a mixed aura of glamour and toughness; agile enough to form an
athletic posture; is croticized, or, better, croticizes hinself, an act which
he attempts with a cleas-cur intention: to look cool, fir, attractve, The
image queers gendeting: while the postare has the supple alermess of a
cheetah, conforming to conventional masculinity, the very same posture
berays the man’s avowed inviratdon of the audience gaze for a
sumptuous spectacle the subjecr of which he is. "This visual then otfers a
negotiation between traditional masculinity—tough, active, functional—
and narcissistic masculinitv—agile, stylish, attractive, The present paper
addresses this curious negotiation to sce if it signals a re-conceptualizing
of masculinity and if it is a liberal attempt at undercurting machoness or
simply a postmodernist CONSUMCEISt Pretext.

Simone de Beauvoir’s famous proclaimation that “it goes without
saving that [a man] is a man” (Beauvoir 1968: 7) betrays conventional
notion of masculinity as a signifier of certain fived fearures. Ir, therefore,
assumes that ‘man’ and ‘masculinity’ are not subjects thar require
studving, a senile, heteromasculinist assumption that has now been
questioned and subverted by Feminism, Queer Theory, and more
particulatly the Masculinity Studies. 1f being a ‘man” is related to being
‘masculine,” a ‘man’ is always subject to curious subjectivizagon because,
masculinity, in contrast with popular notions, hus never been a singulas
or fixed phenomenon. It is contingent, plural, complicated. While the
19th century Industialization saw  the emergence of  functional
masculinity, men in the postndustrial society are gym-fic and salon-
proof. Testimony to this assertion includes sexunlizarion of male bodies
in visual discourses: film (c.g. the lean and tit Ranbir Kapoor), sports
(c.o. the metrosexual Beckham), advert (eg he bare-bodied Calvin
Klein guys), and shopping centres {e.g. the hunk mannequins;. The
present paper attempts to examine this ‘new” concept of masculinity—
often called metrosexualin—that is in the malang in Bangladesh and
argues  that  this  re-conceprualizing  corresponds  with capiralist,
CONSUMCTIST CONCerns,

The paper gives compositional and crirical readings of some sclect
advert and promotional visual discourses that appear in Bangladesh
magazines and online. It observes that contemporary men’s clothing has

A



Festattc Dance! lrtistic Bangll:

cashed in on a new use of sexuality and gendering to ensure good sales,
Promulgared and popularized through beaury salons, beauty conreses,
muscular  celebritics, body and hair care products, and  fashion
magazines, the concept of “artractivencss” has been added o e image
of masculinity: this attractiveness is 2 combinatdon of, for example, evm-
toned body curves (e.g. the Ecstasy dudes), glowing cleantiness fe.g. the
Artisti men;, styled hair (c.g. the BANG! bovs) and trendy accessorics
(e.¢. the Soul Dance guys), This invocadon of ‘metrosexuality” leaves
men sexualized and subject/ed to the gaze. On the other hand, the
compartson standards set by the well-groomed, well-bodied models and
their as/bir outfit have every possibility to lower the consuming men’s
self-confidence  leading to  anxiety, depression,  desperation,  Tn
addressing this complex issue, the present paper comes o terms wich
three problemades: first, if the metrosesual masculinity  culture s
overtaking the retrosexual one; sccond, 1if and how metrosesual
masculinity culture affects consumer behaviour; and thisd, if and o
what extent it has enhanced ‘masculine stress.” This is the second part of
A longer paper analyzing the comomics (the act of subjectivization; and
the economics (the consumerist concerns) of the eroticized representation
of men in Bangladeshi haute couture visual discourse.

Dealing chiefly with the cconomics, the present paper forwards its
atgement  through  four sections. The first section rewinds  the
Fashioning of masculinity and men’s continuous interaction with Body
and beauty. Then there is a brief discussion of two major codes of
masculinity in Bangladesh that sells: the ‘cool cctomorphs and the “hot
mesomorphs™. Third seetion sees how men’s concern for Hooks™ has
fucled  consumption  praxis ranging - from  frequenting  gvms o
compulsive purchasing of beaury products while the last section relates
this inerease in male consumption to what is ofren termed as ‘masculine
stress,” viz. men's ateempts ar and the corresponding stress tor (not)
conforming to the dominant codes of masculinity and the resuliang
behaviou, wdentity, and health crisis,

The paper combines lbrary rescarch and empirical study. To parner
and conrextualize the arguments made, 67 men wete inrervicwed, The
respondents were of 20 to 45 vears of age; cducated; living in Dhaka;
and were aftluent. The brands covered for this paper—some of them
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are alluded to in the first half of the title of this paper—include Artist,
Bang!, Cars Fye, Ecsrasy (and Tanjim), and Soul Dance, brands that we
consider haute couture in a limited, customized sense: these brands age
not very exclusive or customized bur come in limited edition and are
rrendy.

Fashioning Masculinity
Masculinity is constructed, cultural, contingent; it is, therefore, mutable
and hetetogenous; more complicated and vulnerable than femininity; 18
as inextricably imbricated with body and sexuality as feminmity. It has
often 1o negotiate berween paradoxical demands: on the one hand, as
outlined by Metcalf and Humphries in The e, ity of Men, masculinity
is characrerized by “aggression, competitveness, emotional inepritude
and coldness, and dependant upon  an overriding and  exclusive
emphasis on penctration” (Nixon 1997: 296); or the other, it is realized
through chivaley, tesponsibilicy, care. and  stre ngth. Plural and
conflicting, there is no one or dominant version of mqscuhmr\ there
are masculinities. Referting o Jeffrey Wecks phrase “mv ented
categorics,” Sean Nixon obscr\'cs how masculinitics are “the product of
the cultural meanings attached to  certain  attributes,  capacirics,
disp()aitiom and forms of conduct ar given historical moments™ (Nixon
1997: 301). Patriarchy and its comlhu pm\la—w,\u’ll act, phvsical
to understand

strengeh, male dominatic
masculinities as these are trav ua:,d b\ various soclo- cultum ariables:
vacism (are black aid white mascnlindtivs the sanes). cthaicity (aren't oncital
jales ofien cither orer-sexed or wider-wexed?), gender pestormance (gireer gy
are  inrariably associated with feminindy), wotkplace cultare  (eosporale
maselinity can be distinonished from wilitar) masenli uty) .Lous frames thar
Kimmel, Hearn and (onndl emplov in Handbook of Studdies o Men and
Nasenfinities to examine the construction of masculinites Incorporate
these variables: first, the “social organizadon of masculinities in their
global and regional iterations,” second, the “institutional reproduction
and  artculation of masculinitics,”  third, “the ways in which
masculinities atc organized and practiced within a context of gender
relations,” and fourth, “the ways in which individual men express and
understand their gendered identitics™ (Kimmel, Hearn and Connell

08



Frevmatic Dance! Alrtistic Bane'!:
o

2005: ™). So, there are not only ditferent, cven conflicting, verstons of
mascuhnity: more than thar, relations berween these versions arc
competitive and hierarchical: thus, during colonization, Fnglishness was
often inextricably related to masculinity (Nixon 1997 297 while Francis
Mazomber in Ernest Hommingway's story “The Short, Happy Life of
Francis Macomber”, who is a successful business socialite, is shown ro
gain his ‘manhood’ by shooting down a buffalo at the cost of his own
life!

Once of the foci of Masculinity Studies is to explore and expose this
constructedness  of  masculinity,  Like femininity,  masculiniry s
performance, or more precisely, using Judith Burler's vocabulary,
performariviry; it is an elaborate ritual that a human identified as ‘i’ I8
supposed to maintain to stay ‘man.” The ritaal comprises what Foucaule
dubs as “technologics of the self—set notions and practices—through
which “subject-positions are inhahited by individuals”™ (Nixon 1997
322, These rechnologics range from the evervday way of greeting a
stanger to wearing hair n a cermin way to philosophizing and
legitimizing misogyny. In Mahesh Dattani's play On a Muzay Niaht in
Mausabar, we find Sharad, a campy guy, demonstrating whar it means o
be ‘manly™:

Don'r sit with vour legs crossed. Keep them wide apart. And make sure
rou oceupy lots of room. 1t's all about occupying space, baby. The walk.
Walk as it vou have cricket bat berween vour legs. And thrust your hand
forward when vou meet people. ... Hil Shard! ... And the speech, Watch
the speech. No fluttery vowels, Not “It's so-0-0 hot in hete™—but “Ir's
HOTHEs fucking TTOT
(Darrani 2000; 107)
If placed vis-a-vis Jamaica Kincaid’s crispy “Girl,” rhis demonstearion is
symptomatic of the performativity of masculinity much of which has
much ro do with body. In conceptualizing masculinity, body s
instramental, not simply as a significr of strength and funcrionaline, but
also as a site of grace and beauty. Thus, the “beautifully proportioned,
nobly disposed, and perfectly ordered” (Glover and Kaplan 2007 64)
male body was indicative of moral strengrh for a pre-Jesus Greek man:
the “armored hody” of a knight which “exaggerates and obscures the
fincaments of the male body enclosed within it” (Kelly 2011 54
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anderscores both the ability and the nobility aspects of manhood; the
concept of able and functional male body was re-strengthened during
and after the Industrial Age when manual labour became signiticant;
with the advent of the media in the first half of the twentieth century, fir
and muscular male body, denoting beauty and virility, started occupying
space along with the female bodies. Man or masculinity’s relation with
body took a curious turn in the post-industrial age, mote precisely in the
last three decades, in which men are presented as visual erotica, as
sumpruous spectacles: no more there ‘body noble” or *body chivalric’ 1t
is ‘bodv beautiful.” The trn of the century met another postmodernist
twist that has blurred the borderlines between masculinity  and
femininity and questioned the hegemony of heteromasculinity. As it as a
kind of synergy, there emerged metrosexual masculinity, a version of
masculinity deeply imbricated with body and looks.

Lieashion, shopping, and consumplion doi’t go with wen: this 18 a prevalent
concepr and practice; to many, however, this 5 a myth. There were
knights and samurais—popular icons of chivalric and independent

masculinity—whose stvle became fetish and who were considered as
fashion statements, Stll, for long, men have been outside the partance
of fashion. So much so that the West ar the end of the eighteenth
century  saw, in Carl  Flagel's words, “lThe  Great Masculine
Renunciation”: this was an “occasion” in which men “abandoned their
claim to be considered beaurtiful” and “henceforth aimed at being only
useful” (quoted in Bourke 1996: 23). Victorian [ngland is, however, 2
good example that weakens this myth () of renunciation. Take, for
example, the fashion-fussy fiuenr—city strollers—who appear i many
descriptions including Oscar Wilde's comedy The Tmportance of Being
Lamest while  Christopher Breward in his The Hidden  Consiimer:
Masentinitics, Uashion and City Life in 1860-1914 demonstrates how much
time and enerey Victoran Englishmen would put to buy and display
their clothing. At the end of the nincteenth century, the emergence of
advertising, a corollary of the widespread colonizaon and what Staart
Hall calls “commodity racism” (Hall 1997: 243), cashed in much on
images of men—explorers, adventurers, brave— but, sall, men were not
explicirly subjected to the ‘gaze’ as women were. One of the reasons of
the de-eroticized and necutralized representation of men in the pre-
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postmodern era might be 1o undercut the controlling mechanism of
gaze. The heteroparriarchal versions of masculinity posidon men as
onlookers and women as looked-at so as both to organize the gaze and
maximize male visual pleasure. After World War 11, however, the
unprecedented fourish of the media coupled with the mushrooming of
critical theories, the hegemony of information technology, and the
consumption culture around and after the 70s impacted upon and re-
configured tepresentation of men and masculinity in popular visual
discourses. The body, the looks, the wear, all became subjecrs of
scrutiny and hence necded to be taken care of. Be it a muscular body ot
a lean one, be it glowing skin or dandruff-free hair, be it a lounge suit or
a T, wechnologies of masculinity now invelve looks—a technique which
for long women were supposed to address—and this concern for the
looks brought forth merrosexuality,

A comage of the tweney-first century, 1 metrosexaul man is a
narcissist who is awate of or obsessed with his look, maintains a stylish
utban lifesivle, and is atuned to the aesthetic trends of his dme. Mark
Simpson, who is said to have coined this buzzwvord, describes a
metrosexual man as:

4 young man with money to spend, living in or within easy reach of a
metropolis—because that's where all the best shops, clubs, grms and
hairdressees are, fle might be officially gay, steaight or bisexual, bur this is
utterly immaterial because he has clearly raken himself as his own love
abject and pleasure as his sexual preference, Particular professions, such as
modelling, waiting tables, media, pop music and, nowadays, sport, seem 1o
attract them but, uth be told, like male vaaity products and herpes,
they're preety much evervwhere,
(Simpron “Metrosexuals” wp.)
Sipson was not at all serious when be defined metrosexualite: it was
picked by the media and was soon made a catchword. Well, vou may
question the politics of such nomenclature but vou cannot ignore it as
an 1erelevant hype. Whatever name vou give, contemporary men in theit
artiude to wnd negotiation with looks and fashion have rriggered 1 new”
version of masculinity that re-values what it means © be a man.
Visualize David Beckham in his fashion magazine poses. A\ metrosexual
wcon, “Becks™ allegedly proclaimed that “he likes to be admired” and,
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more importantly, he “doesn’t care whether the admiring is done by
women or by men” (Simpson “Mceet” wp.). This was Beckham’s
response after he stormed the media for posing tor a glossy gay
magazine in the UK. Tor long, or more precisely before the Calvin
Klein ads eroticized the male body in the 19708, fashion and aesthetic
sense  were either women’s or non-straights men’s  prerogative.
Metrosexual men’s narcissistic obscssion with looks and style e
negoriated masculinity. Vanity is no more exclusively feminine and 2
flashy outfit is no more a queer referent. Metrosexualiry, which still
smacks of subtle homophobia, quecrs sexual and gendered binaries. ‘

Metrosexuality has hit Bangladesh in recent vears thanks () to
information technology, The thriving industry of shopping malls,
roadside gyms, up-beat men’s salons. beauty pageants like “You Got the
Look,” and men’s fashion and lifestvle magazines—all testty to the
emergence of an urban body culture catering w0 and  creating
metrosexual men, men craving for a look and looks. The first half of the
ttle of this paper
Bangladeshi brands—captures the promiscuous, narcissistic nature of
metrosexual masculinity, The phrase “Festatic Dance” refers to the

apart from cryptically referring to four popular

encrey and enthusiasm with which men are tapping their feet to the
changing beats of fashion while “Artstic Bang ™ retlects the ways 1n
which men syncretize masculine stress and aesthetic sense gencrating a
consumerist constituency. The co-habitaton of ‘dance’—movement,

rransition,  on-beat
indicative of the destabilizing of masculinity.

and  ‘bang’—stylish, assertive,  awesomne—is

Masculinizing Fashion

A cursory glance at the advert and promo materials of men's clothing in
Bangladesh may give us an idea of this dancing and banging! We may
call it “fashion masculinized” in the sense that fashion—wearing certain
looks—is now instrumental to the realizadon of masculinity. Quite
understandably, fashionable stvlizing is harder for men than it is for
women. This is not simply because merrosesuality is still in irs teens, but
chiefly because men’s stylizing often requires negotating between
differing versions of masculinity and sexuality so that it sells.
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This scetion gives a short erirical reading of some seleet visuals of
men culled from contemporary Bangladeshi adverrs. These images of
me are specracular,  crotic, and  inviting, generating  voyeurism,
narcissism, and fetishism: these are “voveuustic, because here are
beautiful men o look at”; these are “narcissistic, because the male
models are confident of their look and appeal and invite approving
gaze”; and rthese are *fetishistic, because cleavages or abs, chains or
glasses, are foregrounded in many cases” (Flossain and Tossain wp.).
Having one explicic objeetive—yiz, creatng  desire—these  images
supply examples of desired looks and thus excite desires 1o look-like,
Keeping in mind the audience—both vouth (irrespective of wealth) and
attluent (irrespective of age)—that these ads rarger, ler me put the visual
representation of metrosexual men under o categortes: vctomorphs,
or cool, and mesomorphs, or hot. In order to pinpoint genetic styles,
the analvsis of the select codes of masculinity reads six compositional
components: clothes, accessories, hair, skin. body, and the serring.

Ectomotphs, the cool

In the biological sciences, an cctomorph is a thin or skinny guy who
finds it hard to gain weight. This paper customizes the “cctomorply’
botk to distinguish it from the muscled guys and to concentrace on the
new” ntleciion of the cetomorph body. He s lean or fir with Stringy
muscles and carefully pronounced curves; has delicate frame and bone
structure; lean waist; flat chest or balanced cleavagg; is agile, voung, and
trendy, Lictos are ‘cool’s attractive, narcissistic, nonchalant. He s aware
of lus looks: is abreast with the changing patterns of clothes, behaviour
and lifestyle; devotes enough time to keep his body fit. Feto is the boy
next door who steals your glance. The cctomorphs can be further
divided into rwo caregories: the pankhaversion and the jofil version,

The pankha version

A1 ccto pankbe is voung, slim, attractive. Purkbe is Bangla slang
which has its origin in the Linglish “punk™ but rerains little of irs
outrageous or rebellious zeal. A man is a pankle if he is stylish, self-
aware, confident, G()0d~lookjrlg and up-beat, his outfic is casual: 2 polo,
a I, or a semi-formal shirt; mostly short and body-fit; having cap or
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short sleeve, and rolled up if long; cuts, colours and designs are cheertul
or rebellious. He flaunts accessories and jewellery ranging from braceler
o 2 multi-layered chain to a pair of cool glass. His hair is styled
carelessly or peeps through a stylized cap. Fle may prefer a well-shaved
chin or may wear trendy stubbles, bur his skin is fresh and glowing, an
outcome of care and concetn. He looks straight at vou, or flirts with
vour gaze, or is just self-absorbed. ficto pankhe: are good choice for
clothing ads as clothes look cool on slim bodies.

The jotil version

An ccto jotil is neat, slim, sexy, Jor/ is a Bangi slang denoting betng
awesome of gorgeous. The ecto o/ is different from a petirkla 10 s
attitude and artire. Here is a guy who is semi-formal, sporting a formal
shirt tucked in or a sports coat with one or fwo buttons open, thus
giving a mixed sense of formalism and flicratiousness. He is cool enough
with a pair of dark or chrome glasses, a shim bracelet or chain mavbe,
and 2 smart belt, His hair is gel-controlled or cropped short. He may
wear patterned stubbles and his skin is fresh and bright, His look—
mystified though the glasses—and postare—relaxed but conscious—
betray I-know-how-I-ook attitude: self-confiden, impressive, prepased.

Mesomotphs, the hot

Biologically, a mesomorph has farge muscles, broad body frame,
and can gain muscle casilv. Tn this paper, a meso 1s 2 well-buile guy; has
defined chese, inflated biceps, and prominent sh: yalders: has washboard
abs or six-packs; a well-proportioned waist; 13 oerbearing, athlete, and
dare-do. He is ‘hot’ atrractive, seductive, eve-candy who spends much
time and energy to win an approving look. Based on the artire, mesos
can be sub-divided further: the &othin version and chorom version.

The kothin version

A meso kothin is well-built, attractive, sexy. Kathin is another Bangla
slang the translation of which is “hard” but it means mote than that. If a
man is Aetbin, he is stylish, tough, eve-carching. Well-proportioned and
well-curved, he knows which clothes fHaunt the body beauty; his outfir,
therefore, includes skin-tight or body-fit casuals like r-shict or polo with
cap ot short sleeve so as to direct attention (o chest and arm muscles,
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Cuts, colours and patterns are often dark or gothie, He is fond of
accessories and jewellers: earrings, braceler, chain, sunglass, artoos,
prercing, and what not. His hair is spiked or short; his chin shaven: his
skin bright. He may aggressively flire with your eves or just keeps his
eves averted, both enhancing sassiness, The carcfully planned setting—
dark wall, sports ground, jankyard-—adds a kind of power to the
assumed ‘toughness’ of these men,

The chorom version

N meso dhorm is gym-fresh, seductive, exciting. Chorow is a2 Bangla
slang, now a vouth fad, denoting “extreme” and connoting heing
awesome, hot, Fis body 1s gvm-toned; the muscles of his chesr, arms
and abs are prominent and geometrically patterned so as to enhance
navcissistic and voyeuristic acsthetics, He s cither bare-chested of his
shirt is unbuttoned, flaunting his cleavage, often made prominent by the
use of sweat. He likes wearing jeans or workout pants, prefers heavy
bonts or shoes, and doesn’t mind showing off his undics. Fle rries all
kinds of ﬂcccssorics—hcavy belt, flashy sunglasses, thick bracelers——thart
tlatter his sauciness, He is hard and gorgeous bur not necessarily
aggressive. Narcissistic and powerful, here is a beefeake.

The metrosexval images of men  thus queer conventionsl
masculinity. T would like to pinpoint four aspects of this queering: the
nature of men’s wear, the use of accessorics. the condition of <kin and
hatz, and the building of muscles. The choice of colour, cur and Fabrics
no more conforms to anv fixed notion: thus 2 Bang guy is comfy in a
shecking red casual shirt (Fig. 3) and a Tanjim man finds grey gorgeous
(kig. 7). There is an abundance of accessorics and jewellery, and undies
became subjects of spectacle. Muscles are enhanced and organized no
ro exude a sense of power or aggression but to maximize visual crotica.
(Quite interestingly, sharp lines between masculinity and femininity, or
heteromasculinity and Camyp, are nor evidenr, This re-conceptualizing of
masculinity and re-subjectivizing of men has been focused on in the
first part—entitled “From Nabab to fefubh”—of this two-patt paper. In
this paper, T atgue that metrosexual masculinity culrure has a strong
capitalist agenda,
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Iig, 2 The pankba version (BANG.
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Fig. 3 The jotil version (Artisti)
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Fig. 4 The kothin version (Tanjim)

Fig 5: The chorom version (Soul Dance; cropped)
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Guys Going Shopping

New codes of metrosexual masculinity have composed a discursive
regime in which consumption s imperative. Men go shopping. Men go
jogging. Men buy creams. Men try gyms. Metrosexual culture has
evolved a body culture’ which involves developtag and having ‘body
toned’ and ‘Tooks groomed.” When 1 was young, 1 heard people saving
“TRUETAG SR T P or CCREA FE A WA GENF 7L now the thing is
not that clear-cur. Looks became an ineviwmble component of
masculinity that fuel consumerist concerns.

Take, for example, the staple male modcl, David Beckham. On the
one hand, his merrosexual image bulges his bank balance; Mark
Simpson told us that Beckham carned in just one year “around S8
million for sponsoring various male fashion accessories, such as Police
sunglasses” (Simpson “Meet” wp.j. On the other hand, the sunglasses
that Beckham was wearing had a strong impact on the image-building
and selling of Police. Quite undetstandably, metrosexuality is a “culrural
logic” ot All-inclusive consumerism. Metrosexual men invoke, in l'reud’s
terims, both ‘object-cathiesis’'—a desite to bare ‘the’ other person—arnd
“dentification’—a desire to fe the ‘other’ person. Thus these croticized
men in visual discourse have advanced a set of cultural marerials and
csmblished those materials as components of male or masculine
identity. They promulgated ceriain forms of looks and looking that
became instrumental to identfving and subjectivizing an individual.
Men these days are aware of and fussy about the clothes, the
accessories, the hair style, the skin, and the body. The looks along with
the: function of the body have become a cultural capital which stands

-

for masculinity, contempotaneity, and individualizy.

Queer Consumption

Displaying male beauty and the corollary CHNSUMPLON Were 0nce
gay prerogatives. [t was after Calvin Klem rev lutionized the fashion
industry in the 1970s by using men as expheit visual erotica that
consumerist cultare identified the commercial potential of eroticized
men and has exploited it. However, the fear that men-for-display may
be thought as queeny and hence un-masculine was alwavs there. When
Simpson plavtully used the rerm ‘metrosexualit” in one of his artcles,
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the media and fashion indusery instanthy cashed in on it to differentiate
between the straight-but-beautiful-guys and the sissy-tvpe-homos’
Lissy and bomo are often used derogatorily), This homaophobic strain has
been weakened in the contemporary metrosexual cultare, Tlowever, the
question of the tatget of these metrosexual guvs—their audience—is
stll distucbing. Who is the intended audicnce of these Images: —
straight men? gav men* women? For straight guvs, these metrosexuals
provide techniques of self through which to inhabit masculine subject-
posttions, For gay guvs, it is more: these images offer scopophilic
pleasure and corresponding subjectivization. Businesses are aleet in
identitying the consumer behaviour of gay men. Traditionally, gav quvs
are (thoughr to be) devoted o grooming, t look sood and feel
confident, which do bring about change in their life-stvles, Many of
them frequent gvms 1o pain chiseled biceps, triceps, chests, abs. and
asses. And they spend a lot on this kind of grooming. For example, the
monthly budgets for buying grooming and beautifving products by the
gay men interviewed for this paper tange from 3000 to 15,000 Tk, This
buving power of gay men must have impacred upon the nature of
adverts for male beauty products. Many of our respondents said that
they are “rurned on” by the specracle of the beefeakes in the Soul
Dance ads and ads like this considerably affect their buyving behaviour,
A rospondent wirrily  remarked: “Being eav 1§ expensive.” The
consumertst culture has cashed in as usual on this need.

Men Market

the visual proliferation of cool dudes and hot guvs in recent
decades has expanded the fashion and beaury industry and the nien
market. T'our aspeers that 1 idendified as crucial ro understand
metrosexualiry cater o consumerism, Thus, a man requires updaring his
wardrobe and follow fashion seasons (c.u. Pabeki Butshakh or winteri: he
Jeds fikee piling accessoties and jewellery to suit different events: he meds
fo tey a range of skin and hair care products (o leave his skin livel v oand
get his shoulder dust-frees he fas fo visit gvms or practise voga so that he
looks fit. Further boosted by fashion magazines like Coms and heaury
conteses like *YGTL,” men’s grooming now has a huge market: there
are. many men’s salons like Persona Adams and  Facewash: dhe
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supershops boast of special sectons for men's body care products
ranging  from Scholl footcare o Max’ falsness cream; therc arc
aumerous shops that sell only men’s accessorics: and there’s 2 gym in
almost every pars in Dhaka. The well-proportioned male bodies-—
atrainable but tough to gain—have also encourzged the use of steroids
and cosmetic surgery, thus ensuring quick success and approbation. S0
the re-fashioning of men that is often seen as a way of qgueering
masculinity can, from another point of view, be seen as a postmodernist
plov for consumption. Adverts have a Tepitimate” goal, that is, to create
desire for what you don't need or never thought of. The metrosexual
men in the fashion ads boost the men marker.

Female Gaze

If the 60s narrative cinema had invoked what Laura Mulvey called
the “male gaze.” the spectacle of men in the fushion ads today invoke
the “female gaze.” Here are men to-be-looked-at and here are women
to look ar them, deriving acsthede and scopophilic pleasure regardless
of what the biological sciences and religions proclaim. Now, this
invocation of the female gaze has significant effecr on consumpton. In
Bangladesh, women—mothers, sisters, and wives—still do a lot of
shopping for men, cither because men are busy with their jobs or they
find buying clothes un-masculine. Merrosexusl masculinity negotares
berween the masonfim—iust being a man—and feminine—"feminized’

because subjecet to the gaze—aspects of masculinity. Thus, the eroticism
of men displaved tiggers female voyeurisde pleasure while the guvs’ go-
called feminization helps  women  disavow  the  pleasure. T his
simultaneous operation of contradicrory but complementary impulses
renders these men ateractive and acceptable, leaving women buyers
evoked and convinced at once,

Touchable Spectacle

In “Exhibiting Masculinity,” Nixon identifies “shop interiors™ as
crucial sites for the “staging” of looking (Nixcn 1997: 324): the use of
lights and shadow, the placement of mirrors and mannequins, the stroll
that a consumer takes through the shop—all conuibure ro formulate
certain spectatorship and subjectivization, Taking this thread from
Nixon, let me digress a litde here and focus on the use of male figures
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and male mannequins as interior design in men’s wear outlets. For
example, the interior of the Soul Dance shop at AR. Plaza maximizes
the scope of scopophilia. Colossal images of topless hunks cover its
walls; they do not ler vou miss the grandeur. While the choice of
colour—Dblack/white-—makes these images distant and mysterious, the
very placing of shelves along the chest, abs and groins of the men leaves
them vulnerable, both to look and to touch: it is fantasy come true! The
facelessness of the men enhances the eroticism as it toregrounds the
body: man being identified by body, A mannequin, on the other hand, is
a fetsh, replacing fleshly subject with plastic replica. A mannequin is
tantasy-come-true, an ideal male body which is desirable and achicvable
as well. A mannequin demonstrates how a particular clothes or jewcllery
look when it is worn. Bur it can serve more! Male mannequins ase often
croticized: his jacket is unzipped leaving his rippling abs and chiscled
chest open; his thigh-gripping pant is evocative; his foorwear is trendy,
These visual representations—the bare-chested guys In the photos and
the mannequin—offer touchability thar enhances visual pleasure and
strengthens identification with the Gdeal’ male body.

Masculine Stress

Whar happens when a man is mcompatible with metrosexual culture or
facks 1ccess 1o itr The identification process trigeered by the male
model has many pitfalls, as audience’s tnability to identifv may produce
anxiety, inferiority complex, peer pressure, and even caring disorders,
The process of identification involved here is scopic and voveuristic;
spectacularity s, therefore, crucial in it. Flowever, five factors thar
Eisler, Skidmore and Ward idenified in their 1988 book as ingredients
ot ‘Masculine Gender Role Stress” or MGRS' (Mussap w.p.) do not
include looking or being unattractive, Merrosesual culture added ‘being
unattz ctive>—a ‘Veminine Gender Role Stress” or FGRS—rto masculine
stress. To many, this is men’s atcempr at appropriating masculiniey in
post-feminist world as well as men’s affirmative response 1o the ‘age of
spectacle” in which idenrity is as much formed by one’s achicvemenr and
orlentation as it is by how one looks. Men are now increasingly
identified by their bodies, a process which was once only women's
‘predicament.”
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Anxiety and Inferiority Complex

‘Ordinaty’ men  feel pressurized  vis--vis the image of the
metrosexual man. These models are not presented as unachievable
iconic figures; they are Ziere around you and theyv are attractive. This
artainability of attractiveness creates a compatison  standard  for
attractiveness and consequenty lowers individual’s satisfaction with
what 2 man is. The metrosesual men in ads—in the magazine pages, 10
the websites, and on billboards—are visual reminders of the power and
effectiveness of body beauty, generating anxiety and inferiority complex.
For men who have considerable buying power, this body culture is self-
boosting. They welcome it as a space in which to groom and groove
oncself which strengthens self-confidence, helps to advance I career as
well as sexual life, and renders life fuller and healthier. However, this
affordability in turn generates a kind of unrest: he has to be alett o the
changing trends and compulstvely procures things to stay ‘hip.” On the
other hand, thete are men—young men from low-income groups and
adult men in general—to whom this culture is disconcerting. Inability to
afford flashy stuff or lack of access 1o the chamcleon vatiety of
metrosexual culture produces sensc of insecurity and depression. They
may lose confidence and wonder if they ure at all artuned to the
contemporaty wortld. Some ate even worried if the lack of looks puts
their ‘masculinity’ into queston. As masculinity is performative and
contingent, failure in maintaining dominant codes of masculinity forms
infetiority complex, a complex which further complicates the assertion
and deconstruction of oppressive masculinity.

Peer pressure

Things go worse when a man’s colleagues ot brothers-in-law are
men with looks. Two major kinds of peer pressure are identifiable: the
assumption that he doesn’t look artractive cnough and the realizaton
that he is socially or financially unable to embrace metrosexual culrure,
These anxieties and complexes may end in nervous breakdown, lack of
confidence, and confusion of values, leading to unnecessary agoression,
risk-taking, and administrative and ethical corruption. Referring to their
own experiences ot alluding to some real life cvents, some of out

8br



Fiestatic Dance! rtistic Bang??:

respondents opined that the inability to cope with dominant codes of
masculinity may lead to violence against women, thus asserting the
masculinity which men feel are under threat!

Adonis Complex

The well-groomed well-builr metrosexual models are products of
and generate the ‘Adonis Complex,” which denotes 2 pathological
obscssion with appearance leading to compulsive toning ot baodies,
Bulging arms, pumped-up pecs, and lean waist—fearures of 2 ‘perfect’
male physique forwarded by men on displav create a desise for the
‘perfect body.” This postmodernist focus on the look, on the surtace,
has spawned a handful of physical and psychological problems. four of
which Pope, Phillips and Olivardia identified in their ground-breaking
book  Ademis Complex: The Seerst Crrivis of Mafe Body Obsessivn, The
‘weightlifting and exercise compulsions’ render men so obsessed with
bulding bodies that they become oblivious of other factors including
healthy sexual and domestic life and developing career. The hody
dysmorphic disorder’ leaves men fussy about even minor phrsical
drawbacks resulting in increasing dissatisfaction and depression. The
eating disorders” range from faral bulimia o unscientitic dicting which
in turn weakens mental and physical performances. “Steroid abuse’
occurs when men become desperate to attin perfeet bodies and make
use of steroids which has numerous after-effects, An inevitable offshoot
of late capitalism, the Adonis Complex pampers endless consumprion
and leaves men vulnerable to mental, physical, sexual, and financial
untest. Ironically, any kind of unrest or crisis gves way to new areas of
consumption. This 1s the suffocating circle of consumerism that defines
contemporary life,

Intetestingly, all these masculine stress may provide a glimpse of the
age-old predicament of women whose gender has for long been defined
by body, beauty, and potency. However, it would be WIONg to argue
that the range and intensity of the anxiety and pressures that men and
women expetience are similar. The point of difference that Rosalind
Gill idendfied in “Rethinking Masculiniey” is that men have other
sources ot identification—ijolb, position, property, violence, heing o
man—through which they may ignore or minimize the ‘masculine
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stress,” the sources which women usually don’t have. A good example
could be deawn from the 1997 British film The Full Monuty. Here are four
unemployed men who plan to earn moncy through male strip tease. At
the brink of the first show, month-long enthusiasm and hard efforts
face a short jolt: they undesstand that they arc guing to be jundged and
ejoyed by female eyes. Leeling the vulnerability of being looked-at,
David, the fat one, prays that the womcen will “be a bit more
understanding about us” {cited in Bordo 2006: 334). Lxposure to the
gaze is “disarming, and disconcerting too” (Hossain and Hossain w.p.)!

Birth of Salesmen

«“Thanks to marketers finally paying attention to me, [ am now buving
stuff that T did not know T nceded. I have been transformed from a ‘fat,
dumb, and happy’ male to a ‘lighter, smarter, and insecure’ man’
(Readers Report u.p.). This is what Dennis Wong rather joculatly wrotc
i the online version of Bhombey Businesneek. LQuite understandably,
this casual joke metonymizes the natute, spirit and consequences of
metrosexual masculinity culture: the concept of masculinity is changed
and queered, and metrosexuality has foregrounded male body beaury
which has brought about a pattern of ceaseless consumption and
increased masculine stress. We are wirnessing the birthing of sales-men
who like and learn to display and sell fitness and attractivencss, a Move
that te-configured stoic and oppressive masculinity. To an optimist, this
is a gender-bender move; to a cynic, this is another Pretext of
contemporaty consumerist culture.

Notes

| This article is the second part of a longer arricle presented through
multimedia on 12 Decembet, 2008 in the International Conference on
“Democracy, the New World Order” and the Inglish Studies” at Hast
West University, Dhaka, Bangladesh, The first part is entited “From
Nabab to Aebab: the re-gazing of masculinity in Bangladeshi haute
courture visual discourse.”

12

In “lrom Nabab to kebab” four major visual codes of masculinity are
idensfied.
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3. “Tor men, appearing physically inadequate, expressing emotions, being
subordinate to women, being intellectually inferior, and failing rto
petform in their work and sex life, are interprered as particularly
stresstul (these five factors comprise the Masculine Gender Role Siress
scale (AMGRS; Eisler & Skidmore, 1987))” (Mussap u.p.).
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