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-VLetrosexuals Come Out
They're straight, hip and moisturized men —every marketer's dream.

By WARREN ST. JOHN

By his own admission, 3(>-year-old Karru Martinson is nol
what you'd call a manly man. He uses a $40 face cream,
wears Bruno Magli shoes and custom-tailored shirts. His

hair is always just so, thanks to three brands of shampoo and the
precise application of three hair grooming products: Textureline
Smoothing Serum, got2b styling glue and Suave Rave hairspray.

Mr. Martinson likes winebars and enjoys shopping with his gal
pals, whohave cometo trust his eye for color,his knackfor seeing
when a bag clashes with an outfit, and his understanding of why
some womenhave 47pairs of black shoes. ("Because they can!" he
said.) He said his guy friends have long thought his consumer and
grooming habits a little... different. But Mr. Martinson, who lives
In Manhattan and works in finance, said he's not that different.

"From a personal perspective there was never any doubt what
my sexual orientation was," he said. "I'm straight as an arrow."

So it was with a mixture of relief and mild embarrassment
that Mr.Martinson wasrecently asked by a friend in marketing to

be*part-of a-focus group of "metrosexuals" — straight urban men
willing, even eager, to embrace iheir feminine sides.

Convinced thai these tipen-mmded young men hold the secrets
of tomorrow's consumer trends, the advertising giant Euro RSCG,
with 233 offices worldwide, wanted to better understand their
buying habits. So in a private room at the Manhattan restaurant
Eleven Madison Park recontly, Mr. Martinson answered the mar
keters' questions and schmoozed with 11 like-mindedstraight guys
whowere into Diesel jeans, interior design, yoga and MiniCoopers,
and who would never ihink of oi-dering a vodka tonic without
specifying Grey Goose or Ketel One.

Before the focus group m<!C. Mr. Martinson said he was
suspicious that such a thing as a metrosexual existed. Afterward,
he said, "I'm fully aware ;that I have those characteristics."

America may be on t^e verge of a metrosexual moment. On
July 15, Bravo will present;« makeover show. "Queer Eye for the
Straight Guy." Inwhich a teamoff|vegaymen "transform a style-
deficient and cuUure-dep|ived straight man from drab to fab."
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POUtHEO FROM HEADTOTOC'.

Getting pedicures and
participating in other tra
ditionally female ritu^s -
is a matter of pride for -
the style-conscious
straight urban men
known as metrosexual^^-*
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according to the network. Cond6 Nast is
developing a shopping magazine for men,
modeled after Lucky, its successful wom
en's magazine, which is largely a text-free
catalog of clothes and shoes.

There is no end to the curious new vanity
products for young men, from a Maxim-
magazine-branded hair coloring system to
Axe, Unilever's all-over body deodorant for
guys. And men are going in for self-im-
provement strategies traditionally associ
ated with women. For example, the number
of plastic surgery procedures on men in the
United States has Increased threefold since

1997, to 807,000, according to the American
Society for Aesthetic Plastic Surgery.

"Their heightened sense of aesthetics is
very, very pronounced," Marian Salzman,
chief strategy officer at Euro RSCG, who
organized the gathering at Eleven Madison
Park, said of metrosexuals. "They're the
style makers. It doesn't mean your average
Joe American is going to copy everything
they do," she added. "But unless you.study
these guys you don't know where Joe Amer
ican is heading."

Paradoxically, the term metrosexual,
which is now being embraced by market
ers, was coined in the mid-90's to mock
everything marketers stand for. The gay
writer Mark Simpson used the word to
satirize what he saw as consumerism's toll
on traditional masculinity. Men didn't go to
shopping malls, buy glossy magazines or
load up on grooming products. Mr. Simpson
argued, so consumer culture promoted the
ideia of a sensitive guy — who went to malls,
boyght magazines and spent freely to im

prove his personal appearance.
Within a few years, the term was picked

up by British advertisers and newspapers.
In 2001, Britain's Channel Four brought out
a show about sensitive guys called "Metro-
sexuality." And in recent years the Euro
pean media found a metrosexual icon in
David Beckham, the English soccer star,
who paints his fingernails, braids his hair
and poses for gay magazines, all while
maintaining a manly profile on the pilch.
Along with terms like "PoMosexual," "just
gay enough" and "flaming heterosexuals,"
the word metrosexual is now gaining cur
rency among American marketers who are
fumbling for a term to describe this new
type of feminized man.

America has a long tradition of sensitive
guys. Alan Alda, John Lennon, even A1Gore
all heard the arguments of the feminist
movement and empathized. Likewise,
there's a history of dashing men like Gary
Grant and Humphrey Bogart who managed
to affect a personal style with plenty of hair
goop but without compromising their virili
ty. Even Harrison Ford, whose favorite
accessory was oncc a hammer, now poses
proudly wearing an earring.

But what separates the modern-day me
trosexual from his touchy-feely forebears is
a care-free attitude toward the inevitable
suspicion that a man who dresses well, has
good manners, understands thread counts
or has opinions on women's fashion is gay.

"It someone's going to judge me on what
kind of moisturizer 1 have on my shelf,
whatever," said Marc d'Avignon, 28, a grad
uate student living in the East Village, who
describes himself as "horrendously addict
ed to Diesel jeans" and living amid a chem
istry lab's worth of Kiehl's lotions.

"It doesn't boiher me at all. Call it homo
sexual, feminine' hip, not lip —1 don't care.
I like drawing fifom all sortsof sources to
create my own [^rsona.'

While some m^trosexuils maysimply be
indulging in pursuits they had avoided for
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fear of being suspected as gay — like get
ting a pedicure or wearing brighter colors
— others consciously appropriate tropes of
gay culture the way white suburban teen
agers have long cribbed from hip-hop cul
ture, as a way of distinguishing themselves

WELL-GROOMED ROLEMODELS

From left The soccer star

David Beckham, with his
wife, Victoria, is a metro
sexual icon. Posing for a
gay magazine set him apart
from stylish predecessors
like Cary Grant. Harrison
Ford, whose favorite acces
sory used to be a hammer,
now sports an earring.
Alan Alda paved the way
for metrosexuals as an ear

ly sensitive man.

3ut ExfQliatiflg Is Not the Way to Every Woman's Heart
ByGINIA BELLAFANTE

IN the film "Two Weeks Notice," Hugh Grant plays
George Wade, a piggy real estate developer with a
closet the size of a small mid-Atlantic state. He loves

shopping but hates to go anywhere alone, so he requires
his chief counsel, played by Sandra Bullock, to join him
on his retail excursions. She finds his obsession with his
sartorial upkeep just short of repellent, and before they
can fall in love, he must start to look a little rumpled and
assume a few of her more high-minded interests.

At this point I would like to warn the reader that a
gross generalization looms: When a thinking young
woman meets a young man who seems to pay too much
attention to his outward maintenance, she presumes
that he is a flibbertigibbet, an intellectual lightweight,
perhaps a dope. I can safely say that I have never met a
woman between 15 and 60, living in the continental Unit

ed States, who would light up at the prospect of f oing out
with a man who could tell her what a potent exfoliator
glycolic acid is. If such knowledge is lodged in a man's
brain, I can only assume it is occupying real estnte that
might be better used for, say, a familiarity with the bat
tlefield strategies of Napoleon.

The problem with the bachelor who has a Dop^ii
full of $60 moisturizers is that he is transparently a vic
tim of advertisers' efforts to get him to divest himself of
more money. Women have spent much of history bowing
to the pressure to look one way or the other, collitcting
mausoleums' worth of negligibly effective products
along the way. As a result, they do not want partners as
insecure as they are. I have snooped Ingrooming kits
and am pleased when I find little more than a ntzor, a '
tube ofCrest anda bottle ofJamaican Bay Rum. '

Submissive to the demands of a feminized consume
er culture, young men today pursue style as an end in it
self, and perhaps that is the least appealing aspnct of

this new shift. For a good part of the last century, men
who dressed well did so as an outgrowth of a broader
sense of cultivation. If you were tite sort of man who had
his suits made, say, at Anderson & Shepherd, you were
likely also to be the sort of man who was well traveled,
multilingual and able to recite poems other than "Sail
ing to Byzantium."

Whether fair or not, when a woman nowadays en
counters a man who looks as if he stepped off the Gucci
runway, she assumes that his cultural references extend
back to the release of the first Squeeze album.

So whenever I go to Loehmann'g on Seventh Ave
nue, 1grow wistful for a time predating my own. There
rests what the company, decades ago, deemed the hus
band couch. On it, the men, generally in their 60's, are
waiting for their wives to finish shopping. The men do
not direct the women to the new shipment of Armanis.
They thumb through the paper; they glance at their
watches, and look, I'm delighted to see, absolutely bored.



, i- j BECAUSE HE CAN Kami Martinson uses
six different styling products to get his
hair just so. A $40 face cream, a custom-
tailored shirt and Bruno Maglishoes
complete the look. ,

from the pack. Having others question their 1
sexuality is all part of the game.

"Wanting them to-wonder and having,
them wonder is a wonderful thing," said
Daniel Peres, the editor in chief of Details, a-^ •
kind of metrosexual bible. "It gives you anu-I
air of mystery: could,he be? It .makes you
stand out." • •

Standing out requires staying'on top of,
which products are hip and which are not'-."
Marketers refer to such style^bsessett' ^
shoppers as prosumers, or urban influeii- •
tials—educated customers who are picky '
or Just vain enough to spend more money or
to make an extra effort in pursuit of their .'
personal look. A man who wwts to buy ^
Clinique for Men,for ei^ple, has to want •
the stuff so badly that he will walk up to the ^
women's cosmetics counter in a depart
ment store, where Clinique for Men is sold.
A man who wants Diesel jeans has to be
willing to pay $135a pair. A man who insists ^
on Grey Goosehas to get comfortable wltl^
paying $14 for a martini.

"The guy who drinks Gtey Goose is will- .
ing to pay extra," said Lee Einsidler, execu
tive vice president of Sydney Frank Import
ing, which owns Grey Goose. "He does it in *
all things in his life. He doesn't buy green '
beans, he buys haricots verts." ' ^

Other retailers hope to entice the man oit
the fence to get in touch with his metrosex
ual side. Oliver Sweatman, the chief execu
tive of Sharps, a new line of grooming ,

: products aimed at young urban men, said^^j
that to lure manly men to buy his new-ag£^4

' shavinggels —which contain Roman chamj^;*
omile, gotu kola andgreentea —the pack-Xl^
aging is a careful mixture of old and nevC^l
imagery. The fonts recall the masculinity o^^^

, an old barber shop, but a funny picture of
goat on the label implies, he said, something* ~
out of the ordinary.

In an effort to out closeted metrosexua'®-*'"
Ms. Salzman and her marketing team
Euro RSCG areworking at perfecting poUjZf
ing methods that wiU identify "metrosexual
markere." One, shenoted, isthatmetrosex- —J
uals like telling their friends about their
new fihds.

Mr. Martinson, the Bruno Magli-wearin^;^
metrosexual, agreed. "I'm not in market^-
ing," he said, "But when you take a step ,
back, and say, 'Hey, I e-mailed my friends J ^

' about a greatvodka or a ^eat Off Broad-, j *
wayshow,' inessenceI am a marketer and ^
I'm doing it for free.'/

Most metrosexuals, though, see their ap
proach to life as serving their own interests
in the most important marketing contest of
all: the battle for babes. Their pitch to wom
en: you're getting the best of both worlds.

Some women seem to buy it Alycia Oak-
lander, a 29-year-old fashion publicist from
Manhattan, fell for John Kilpatrick, a Waish-
ington Redskins season ticket holder who '
loves Budweiser and grilling hot dogs, in
part because of his passion for shopping and
women's fashion shows. On their first dates,
Mr. Kilpatrick brought Champagne, cooked
elaborate meals and talked the talk abou^

^^^^.''Oaklander'sl^oes.'Th^-weremarried
yesterday. 1

"He loves sports and all the guy stuff,"
0, Ms. Oaklander said. "But on the other hand _

he loves to cook and he loves design. It
balances out"

The proliferation of metrosexuals is even
having an impact in gay circles. Peter

; Paige, a gay actor who plays the character
Emmett on the Showtime series "Queer as;*^
Folk," frequently complains in interviews
that he's having a harder time than ever. •^
telling straight men from gays. .:;

"They're all low-slung jeans and working.,,,
out with six packs and more hair product;.<^
than I've ever used in my life, and they^.,
smell better than your mother on Easter,'^. ^
he said. Mr. Paige said there was at least;,
one significant difference between hitting-,, '
on metrosexuals and their less evolved, '.;
predecessors. "Before, you used to get „
punched," he said. "Now it's all, 'Oee,
thanks, I'm straight but I'm really flat-, r'
tprprf '" , '1


