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Abstract

It is not easy to study socially marginalized gregpich as gays, ethnic minorities, and others. iShisowever,
an extremely relevant topic in the consumer behaaiea since the status of members of a moderrnuowars
society is largely denied to stigmatized socialugs (Barbosa, 2006). The objective of this wortoished light
on how gay men in Rio de Janeiro use the discaasseciated with their possessions to build and teaiaitthe
symbolic and hierarchical boundaries between tlyeagal heterosexual worlds, as well as to invesigja role
consumption plays in this boundary setting. An etiraphic observation of a group of gay men in Réo d
Janeiro was conducted, along with 20 semi-strudtimErviews with openly gay men between 2005 abi@i82
The results suggest that: (a) the world culturdllylt by gays seems to be divided into a gay weanhdl a
heterosexual world, where the division betweendhes worlds not only happens in their minds, beban
their possessions and purchasing decisions; (b)nning of gay mens’ places of consumption ramgen f
profane to sacred along their lives; and (c) indhg world, the body is seen both as a culturaktantion and
as an asset.

Key words: gay consumption; identity; culture and consumpti&tigma.
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Introduction

Our daily activities follow a certain symbolic sche that gives them sense and meaning. We
feed and dress ourselves, we have fun; that igavaccording to a symbolic scheme that tellsars, f
example, what to eat, when to eat and how to dms&chemesare part of the culture, and the assets,
services, possessions and experiences can be sélea basis on which culture is built. Culture can
then be understood as tlemsesthrough which all phenomena are seen, understotatpreted and
absorbed (McCraken, 2003). It is the action plarhfaman activity, which determines the coordinates
of social action, specifying the behaviors and ctgj¢hat arise from them. Culture has to do with th
values born from a people’s way of living. Thestuga give people an identity frame and guide as to
what is good or bad, real or false, life or ara{&f, 2002). Through culture the world is giverfetiént
meanings, which can be classified into culturaégaties and principles.

Culture is not fully hegemonic, though. Certainiudlials and groups are able to interpret,
transform, resist and change previously establisiéidral standards. Consumption can be a powerful
instrument for establishing dominant social pateand, at the same time (but seldom through the
same ways), resist - and change - these sameatyterns. In this work, consumption is not teelat
as something passive in the face of external @llfactors that form culture (Wallendorf & Arnould,
1991). McCraken (2003) states that marginal groligs, gays and hippies, are able to create
tendencies and change previously established allktandards.

It is not easy to study the consumer behavior efeacially marginalized groups such as gays,
ethnic minorities, slum dwellers, drug addicts aathers. However, efforts concerning such
knowledge are very important in the area of managerstudies in general, and in consumer behavior
in particular. According to Barbosa (2006, p. 8je‘status of members of a modern consumer society
is practically denied to certain social groupse/ikor example, ethnic minorities”. According taeth
author, most studies of socially excluded groupsidadly focus on these groups as discriminated,
excluded minorities; neutralizing other aspecks their roles and identities as consumers.

Consumption is also an important component to wstded individuals’ identities, since
individuals communicate and construct themselvasgufie meanings attributed to their possessions
(Belk, 1988). While using their possessions to ymeahow consumers are created or how they express
their different identities, we began to reflect wiex such possessions could be seen as a discourse,
since consumption of what we perceive as being mwdves a human action in relation somebody
(oneself or somebody else), in a specific inteometi context. According to Coelho (2002), objects
can identify individuals, groups and cultures diod,that purpose, they become textual aids or units
So, possessions can be considered a discoursbkelipatindividuals in the process of building their
identity and communicating with the groups theyobeglto.

According to Lopes (2003, p. 19), “every discowremes from somebody with specific identity
marks that tell where he fits into social life amdquely position him, as well as those he speakmt
his discourse”. In other words, when people us# ffessessions to communicate who they are, they
do so not as mere users, but instead, as a diselyrgjualified persons: a black catholic married
heterosexual woman from Sao Paulo, a white maleoberual from Boston, etc. So, one’s
possessions communicate who one is, which group$elongs to, and the roles in and relations with
these groups and society as a whole.

This work aims to understand how a specific catggdrgay men in Rio de Janeiro use the
discourse associated with their possessions tal kanld maintain the symbolic and hierarchical
boundaries between the gay and straight worlds t@mivestigate the role consumption plays in this
boundary setting. Here what we oalbrld is the established symbolic universe these perlsans.

In order to fulfill the objectives of this work, i necessary to understand how homosexuality
was discursively created, the resulting identitiatesd to this category and the relationship between
this identity and the development of what is caltede thegay market' the social rights of the LGBT

BAR, Rio de Janeiro, v. 9, n. 2, art. 5, pp. 218;28pr./June 2012 www.anpad omtp.a i) Emm)



S. J. N. Pereira, E. A. T. Ayrosa 214

(lesbian, gay, bisexual and transgender) commuauity the appearance of gay consumers as an
identifiable group. This analysis can provide adyetinderstanding of how the market can be both
helpful and harmful to the rights of stigmatizecbygps like gays - when used in a critical and
conscious way.

Theoretical Foundation

The ‘invention’ of homosexuality

Homosexuality and homosexual individuals have bielentified - or sociallyinvented - in
Brazilian society since the nineteenth century.ilUthien, emotional and sexual relations between
people of the same sex were considered sodomy,e$hbbehavior anyone could surrender to. As of
the second half of the nineteenth century, homasdepractice began to define a special class of
individuals, and consequently a new social categshych was marked, stigmatized and known under
the name of homosexual, and considered a devi&ton the standard. The individuals who fit, or
were forced to fit, into this category began teelim secrecy, guided by fear and forced to bear the
pains of social segregation (Foucault, 1988; SIN¥)6; Trevisan, 2000).

Over the years, homosexuality was often defined jpathology or even a perversion. However,
it must be noted that a term that does not desigaaeality in itself, but rather something thatswa
socially constructed and resulted from a modern amatiscourse, is related to the idea of
homosexuality. According to Foucault (1988), theses once a project to bring light on all aspects of
sex. An apparatus was created to replicate theulises on sex and thus produce or reproduce truths
about it. In the nineteenth century, this proje@swncluded in scientific projects, committed to
evolutionism and official racism (Gagnon, 2006).

The control of the sex-related mechanisms thus othdnam the Church and law to education
and science. In practice, there appearesciancia sexualiswhich produced a truth about sex,
testimony being the most valued technique in thisdpction. The overall possibility proposed by
Foucault (1988) is that society does not refuseetmgnize sex; on the contrary, it puts an entire
apparatus into action to produce the true andihegiing discourse with disciplinary objectives.

Based on this discursive construction, heteroséyuaias classified as normal and natural,
while homosexuality was considered abnormal, aaden. According to Foucault (1988), the history
of sexuality must be understood based on a histbdjscourses that are entangled in relationships o
power and domination. Such division between hetnesls and homosexuals led the latter to be
socially classified and treated as deviants. Assalt, they were pushed to the margins of socidiis
triggered the appearance of interest groups antsecpuently, of a homosexual culture with its own
sets of behaviors, lifestyles and, foremost, its1deelings, desires, ways of loving, suffering and
living life’s different experiences (Guimaraes, 208ates, 1998, 2002; Nunan, 2003).

In the beginning of the twentieth century, Westentiure vigorously repeated the discourse of
control and punishment of the several deviatiords\aces previously reported. However, the history
of sexuality passed through great changes in theffiur decades of the twentieth century. This aas
fraction of the more general turmoil of social ches and questionings. It was within this conteat th
in 1938 Alfred Kinsey conducted his first interviewon sexuality. In 1948 his work “The Sexual
Behavior in the Human Male” was published. Whenligi#ing his findings, Kinsey brought sexuality
into light in its highest sense, which was reveadpdnly and straightforwardly in the media of the
time (Gagnon, 2006).

Following Kinsey, other researchers in the sodiédreces contested the labels connected to the
homosexual category, which deeply changed betw8B@ and 1980 (Gagnon, 2006). In a way, these
changes were the consequence of the questionirgl fysvarious social movements — civil rights for
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ethnic minorities, women, gays and civil libertinggeneral — as well as student rebellions. Aceadi

to Gagnon (2006), social scientists strongly infleedd this process when they questioned the dogmas
of psychoanalysis that had provided medical jwstifon for classifying homosexuality as a
perversion. Instead, social scientists stateditbatosexuality was socially built by culture anctdrig

and not by biological factors or early personatitsorders.

All this questioning about homosexuality and theiagloresearch on homosexual categories
contributed to a greater sexual freedom in the 43#@ 80s. In this atmosphere of freedom, the first
gay groups, villages and commercial endeavors &ys gmerged, giving these groups even greater
visibility and freedom. They moved into big urbaenters like San Francisco, New York, Toronto,
Los Angeles and Rio de Janeiro, and these citiearbe tourist destinations or places for cultural
exchange between these groups (Eribon, 2008; Hasltbp& Schimidt, 1998; Kates, 1998).

In Brazil, homosexuality historically received slami treatment as it received in the United
States and Canada — homosexuality was seen agasd@ito be treated or eradicated. In 1890 the
Brazilian Penal Code called for punishment of hoemosl practices between men, but the references
in the text were subtle, using words like “indecbahavior” and “libidinousness,” which allowed for
different interpretations by jurists (Trevisan, 0. 37).

The way Brazilian society saw homosexuality changeth time, especially after AIDS
appeared on the scene, in the 80s; when society again associated a disease with homosexuality
and called AlDSgay cancer In spite of this, the AIDS epidemic brought t@ tburface new social
organization models for the LGBT community, giviiiggreater visibility and triggering a broader
discussion of issues related to sexual behaviogander identity in Brazilian society (Pereira, 200
Despite the deep changes in the way homosexualityow treated in Brazil, there are still many
prejudices found in society. Intolerance, malicigokes, homophobia, resistance in politics at all
levels, and even physical violence are still protddaced by Brazilian homosexuals.

Homosexual identity

Today, the so-called culturalist perspective ofntitg has a strong influence on the social
theory of identity. According to the culturalistrppective, identity is related to aspects thateafiem
the individuals’ belonging to ethnic, racial, lingtic and/or national groups, that is, from their
belonging to one or more groups that share the sdtibedes, beliefs and values.

Cultural identity is thus related to a social anmstdrical construct held by a group that shares
ideas, values, ways of living and symbols. Accagdim the post-modern perspective adopted by Hall
(2004, p. 7); “The old identities, which stabilizéte social world for so long, are in decline, giyi
rise to new identities and fragmenting the modedividual, seen as a unified subject so far”.

It is the so-called identity crisis — seen as pdira transition process societies are currently
going through. This transition process has shakéerence groups like family and religion, which
used to provide stability to an individual's socrabrld. Bauman (2001, 2005) corroborates this point
of view. He mentions the liquidity of modernity ands a result, changes in the meanings of
institutions and a fluidity of identities. Accordinto Bauman (2001), cultural diversity leads
individuals to face multiple identities, which anegotiated, constructed and deconstructed during
their lives. These identities are also manageccao@ance with the groups people belong to and the
situations they face in life.

This view of identities as something fluid and oeable is connected to the identities seen as
social — and, therefore, discursive — construdigeswe learn to be who we are in our daily social
interactions (Foucault, 1988; Lopes, 2003; P. LrgBe & Luckman, 2004). This way, identities are
not assigned to people in a rigid and static wathar, they are managed and negotiated by groups an
individuals through daily social interactions.
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Therefore, it is not possible to define homosexyals a single strict and fully outlined identity.
Rather, it has to be defined according to the entst of different homosexualities, heterosexualitie
manhoods, etc. (Lopes, 2003), which, in this warkans to assume that the basis of cultural idestiti
has changed over the years. Identities are fragedediynamic and built in multiple ways in different
social discourses, practices and positions.

So, a gay man, for example, is not only a homodekud can also be a worker, middle-class,
an atheist engineer, etc. Gay men have differeantitles that often coexist in conflicting or
antagonistic wayse(g.having both gay and father identities). Thusaitmot be said that an individual
has the same identities as other people, but rédtheihe may have some common identities because
he belongs to the same group.

Identity is also related to difference and oppositisince what one is also defines what one is
not. It can therefore be said that identity is albgiconstructed and is related to difference. Adow
to Woodward (2000), the way culture establishesbaties and distinguishes differences is crucial to
understanding identities. She illustrates this espe follows: “Identities are forged through the
marking of difference. This marking of differencakés place both through symbolic systems of
representation and through forms of social exctusidentity then is not the opposite of, but it
depends on difference” (Woodward, 2000, p. 39).

Identity is usually associated with consumptionicke and lifestyles. Concerning lifestyles,
Giddens (2002) is a fierce critic of the supefitjalwith which this concept is treated when it is
associated to consumption, “as suggested by #itestrmagazines and advertising” (p. 79). For him,
lifestyles can be defined as a group of practibes provide material and narrative forms for auto-
identity. In Giddens (2002) conception, definingeritity as a form of life describable through
consumption practices is not only superficial, lalgo utterly incomplete: people do not follow
lifestyles because they want to, but because theg ho other alternative, as it is not a choiceelivh
forging their identities, people somehow try to mtain the social order and end up developing a
certain degree of consensus regarding how to tfa® social world. According to Woodward
(2000), this is the basis of culture, because Hasically through symbols, rituals, and classiiaa
that meanings are produced. This concept of cuttarebe complemented by McCraken (2003), who
states that it is possible to understand culturthasdeas and activities through which a society o
group forges the meanings and overall sense ofstimunding world. Thus, it is important to
understand the concept of culture and its appdoaith social sciences as the way to understand the
world of the symbolic meanings of consumption ah@ telationships both: (a) between the
institutions that form the society, and (b) betwawestitutions and individuals.

This construction of cultural meanings and diffemesy marking binary classificatory systems is,
according to Woodward (2000), a means of organiaogal life. Social positions are established
between insiders and outsiders. The groups cledsds outsiders are subject to social control in
accordance with the standards of the dominant grtwap dictates normality — in this case, a
hegemonic heterosexual group relative to the gaymr

After addressing the cultural perspective of idgnit is also necessary to discuss consumption
as an important producer of meaning in the sociafldv Consumption can also be seen as a
classificatory system to identify and construchiitees and differences.

I dentity and consumer culture

Authors like Bauman (2001, 2005) and Slater (2002)e that we currently live in a society
where social relations are frequently determinedhbdividuals seeking to manage their identities] an
that consumption is a powerful dispositive to aehisuch purpose. This view is corroborated by Belk
(1988), who suggests that individuals’ possesdimhg them define their identities. According to him
individuals frequently define through their possass the groups and subgroups to which they belong
— including the nation and culture of which theg part.
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Bourdieu (2000) also sees the use of consumptiavesy to mark differences in the aesthetic
choices individuals make. These choices are inddotm of social distinction. Hence, taste becomes
a central element of social judgment. The cultwhbices of a group reflect the position the
individuals hold in the group and at the same toaease the structure of this group to be reproduced.

It is generally agreed that consumption plays amontant role in the construction of
individuals’ identities. Based on Belk’'s (1988, ¥89) bold statement, “we are what we have” and
what we have are extensions of our identities. Alth this sentence may at first seem an apology for
the materialism of contemporary society, in faadhveys what Slater (2002) states to be the lofyic
a consumer society, where what we possess oftertapgewith what we are. It is the primacy of
having over being, and the complex confusion betvtee terms me and mine. Therefore, one of the
ways people define themselves is through what ¢hdyurs — like family, the groups they belong to,
their culture and nation (Belk, 1988). The meanie&give to our possessions can also be related to
our group identities. These identities can be assat with a brand community (Muniz & O’Guinn,
2001), a consumer subculture (Schouten & McAlexanti@95), a gender identity (Kates, 2002) or
even fans for of a TV series (Kozinets, 2001).

On the other hand, one of the ways of using possesdo define group identity is to
differentiate the group’s own consumption from tatother groups, or outside(Bittmar, 1992).
Berger and Heath (2007) argue that in certain dosnaf social life, consumers frequently make
decisions that both make them different from ma=bgbe and reinforce their similarity to certain
groups. Hence, gay consumers use symbolic consomptieanings to make themselves different
from heteronormative standards and to communicatedicate their gay identity to their peers. This
dichotomous relationship of differentiation and ecoumication can be seen as a way to confront the
stigma of homosexuality.

The market, LGBT movements and gay consumers

If the market is repeatedly associated with expleiforces that are harmful to society, and
individuals’ freedom is sometimes also associatél the emergence of social movements (Kates,
2002; Pefnaloza & Price, 1993), the homosexual mewrdepends, among other things, on the
existence of places for gender-based identitiesvels as homosexual identity to emerge (Green,
2000). To understand the current context of gayuoalin Brazil, it is necessary to analyze how the
gay community has grown, and understand its coiorectvith other social movements and with the
market.

The gay market — or the dream markat Pefaloza and Price (1993) calls it — often ssea
recent phenomenon, has in fact grown side by sitde gay communities and movements for gay
rights. The urbanization process, which broughtualaonew social structure, is historically conndcte
to the growth of the gay market. This is becaupects of urban development made cities into refuges
for homosexuals, in contrast to rural society’s@xtely conservative mentality in relation to sekyal
(Aldrich, 2004; Branchik, 2002).

The fight for the gay rights and the beginninghe brganized gay movement in the world date
back to the Stonewall riots in Greenwich VillageeviNYork City, that began June 28, 1969, when the
patrons of a gay bar, The Stonewall Inn, rioted days during a raid by the police vice squad
(Branchik, 2002). In spite of the importance ofstievent, the roots of the movement for gay and
lesbian liberation had been planted in GermanyyH0s before. In fact, the Stonewall riots were the
beginning of a new phase of the movement, whichmasked by a political transformation in regard
to strategies and agenda as well as ideologicalenbr{D’Emilio, 1994; Pefialoza & Price, 1993;
Silva, 2006; Trevisan, 2000).

At the same time that the Stonewall riots happenekmerica, Brazilians experienced the early
days of military dictatorship and an increasedtjuali resistance to.itAlso, the feminist movement
began to gain force and voice around the world. §demovement seems to have followed the trend
to strive for greater rights side-by-side with feeinist movement. In the mid-70s, homosexuals took
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to the streets to protest the loss of rights anddams of homosexuals in the United States. In Brazi
student movements called for amnesty for politipatoners. The so-called alternative press also
gained force and rapidly expanded circulation. ¢wilhg this trend, the first gay-oriented newspaper
in Brazil appeared £ampido de EsquinélLantern Corner) — whose editorial team includedesal
activists from the national gay movement (BrancBiX)2; Silva, 2006; Trevisan, 2000).

In the 80s, the gay market grew in parallel witle tteconfiguration of the gay activist
movement in Brazil. A large number of gay-orienbadls, nightclubs and other spaces were opened in
big urban centers like Sdo Paulo and Rio de Jankitmtil then gay consumers found themselves
marginalized into dark ghettos, squares and pukktrooms, the 80s, marked by efforts for more
political freedom, provided the gay community wgheater freedom of discourse and consumption
(Trigo, 2008).

The emergence of HIV/AIDS on the international gagne between 1980 and 1990 brought
about the reconfiguration of this scene and a greaincern on the part of the gay community with
health issues and assistance to HIV-infected mesnbethe 90s a new wave of gay-oriented services
was born with so-called rave parties, held in défe¢ places around cities at different intervals
(Gontijo, 2007).

In addition to this effervescence in the gay marktet Internet crossed boundaries and emerged
as a new, discreet and safe way to meet peoplestadllish social relationships. Websites began to
cater to gays’ desires and imaginations. Virtuataboms became a meeting point for gays, many of
whom were stillin the closetand searching for casual, discreet dates. Speoifigst packages for
gays also became profitable, as part of the ovemid for greater segmentation in the travel marke
All this effervescence of the gay market extendgh® present day. The number of gay-oriented
establishments has significantly grown, as wethasvisibility and perceived economic importance of
this community (Facchini, 2005; Trevisan, 2000).

Methodology

In this work we take a constructionist perspectinethat the meanings of the social world are
shaped and modified in accordance with human ictieraand are the result of historical and cultural
development (Berger & Luckmann, 2004). From thisspective, in order to understand reality, it is
necessary to understand the meanings that comsthig real world. So, the researcher needs to
explain the process of construction of meanings flemal such meanings fit into the discourses and
practices of the actors and groups under investigébchau, 1998).

Therefore, to understand the reality of the gaygro the city of Rio de Janeiro, it is necessary
to understand the social and cultural organizatafnthe world where its members interact,
communicate, and thus produce and change its ngmanidased on this, we chose an ethnographic
approach. It is characterized for being both dpses and interpretative. Descriptive because we
describe in detail the phenomenon we set out ttyamalnterpretative because we try to understand
the group’s process of constructing meaning. As Kittggon and Hogg (2006, p. 157) state: “The
interpretevist is concerned with understandingitseahder the perspective of the individuals stddie
in a specific context, and exploring the meaningh which they construct the world they live in”.

One of the most remarkable characteristics of eftaphy is the insertion of the researcher in
the reality of the researched group so that hehercan study the phenomenon from inside. Another
characteristic is the tendency to work with data pr@viously coded as a closed set of analytical
categories. According to DaMatta (1978, p. 35)e“tmthropological trip is based on the assumption
that the understanding of the meanings of sociab@e should be based on the perspective of the
individuals themselves and not on the researchefkis means to study the phenomenon under the
other’s view,e.g, in the case of this study, the view of gays i ¢ty of Rio de Janeiro.
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For this purpose, between 2005 and 2008 one dutieors of this work participated in the day-
to-day life of a group of gay men in Rio de JaneBesides observation, he conducted formal and
informal interviews and analyzed the gay group’semal culture such as magazines and goods. To
secure the quality and consistency qualitativeareserequires, we followed the procedures suggested
by Wallendorf and Belk (1989), namely: field notggangulation and member check. The field notes
were created from the observations made, as descaibove.

In addition to the ethnographic method, we perfatrivderviews based on a semi-structured
script with 20 gay men living in Rio de Janeiro (Gtaken, 1988). The interviewed subjects were all
openly gay men who regularly attended gay-oriegd, nightclubs, coffee shops and beaches. To
select the participants, we used the snowball sammpéchnique, where an informant invites one of
his friends to take part, who in turn invites aeifid, and so on. This technique was used by Kates
(1998) and Troiden (1989) in studies of homosexmalups. The names of the respondents and any
other information that can identify them have bedmanged. The information collected in these
interviews amounts to 28 hours of conversationschvhesulted in about 1.800 pages of transcribed
text.

We also employed discourse analysis to interpiatpugh a hermeneutical process, the
informants’ speech. This analysis was used by Tlsomp(1996) to understand how consumers
construct and change the meanings of the produdtreey live in.

Although all research methods have limitations, ittsights they provide compensates for their
instrumental imperfections. Even so, it is impottanlist here the possible methodological limat
of this work. The research method selected requiresesearcher to have significant interpretative
skill to address the phenomena being observedidt the researcher does not go to the field ngivel
free of theories. So, he will focus on what he s relevant, which may divert him from
something important for the understanding of higestt matter.

Data Analysis and Discussion

We analyzed the data based on the informants’ dises and our daily field notes. The
categories presented emerged spontaneously froam#dgsis of the field notes and interviews carried
out. We explored how the individuals used the diffé cultural meanings of the product world to
construct the symbolic boundaries of gay cultusghich we call here the gay world — relative to the
hegemonic heterosexual culture. Below we presentrijor categories identified.

Between two worlds: the gay world and the heteroserl world

The analysis of the informants’ discourses showed the world culturally created by gays
seems to be divided into gay world and aheterosexual world What seems to be a simplistic
division is in fact a representation of the two bghic universes gays live in and with which they
construct their different identities and managentlie accordance with the context. The division into
these two worlds is not present in gays’ imagimawaoly; it is also represented by things (products
and possessions) like clothes, accessories ongetike beaches, bars, nightclubs, etc. Expression
that evidence such division always emphasize thgésgaorld as mine when referring to the
individual, orours when referring to the gay community. Mentions ofverld apart are common,
always juxtaposing the gay and heterosexual woflts. following passages illustrate such symbolic
division: “the gay world is much more colored arghbtiful (Ricardo, 25)", “I (laughs) found myself!
It's my world! (Antbnio, 42)", “our world is invidile (overheard in social conversation, fieldnote,
2005)".
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This symbolic division is also present in the napfighe gay-oriented publication DOMDé
Outro Modo= In Another Way), a Brazilian magazine that usegressions like gay universe or gay
world in many of its articles.

For most informants, the gay world is strongly assed with their private life, closest friends
(which constitute anew family), homo-affective relationships, and a whole syrab@lorld built
around the gay culture. Nevertheless, it wouldb®possible to think that the group observed reere i
culturally detached from the rest of society or theterosexual world. This way, the heterosexual
world is an important element in their discourse®] will be described next.

The heterosexual world

At first the informants reported a strange feelwigdifference and ambiguity, an internal
confusion, even fear. Numerous reports showeddhat large number of informants, the discovery of
their sexual orientation, of the desire for peaplgehe same sex, dated from their late childhood or
early adolescence and was associated with a feefimadequacy to a heteronormative reality. This
identity confusion between being gay or heterosexsiareflected in the way many informants
construct themselves through consumption, as F8Riyears old) stated: “It has a lot to do with me
because | do not like to look like a gay guy, sthbose more conservative clothes”. For him, being
conservativemeans to deny his homosexual identity and thusstfer. Another informant added: “I
had to be very quiet; | had to hide myself, sodsded and behaved like my brother, acted in a way |
wouldn’t normally act (Alberto, 36)”. Dressing as Ibrother could be equivalent to being in his same
heterosexual world. In some circumstances, it ipfakfor this informant to hide his homosexual
identity. In other situations, though, it is impamt for him to separate both worlds, making a clear
diference between which kind of objects belongdyp and heterosexual word.

This denial of homosexuality found in our sample héso been noted in other studies, where
the informants use strategies to hide and disghise stigmatized identity (Goffman, 1988). Their
consumption practices provide a powerful pack odtsgies to manage their social identities. Using
Goffman’s (1959, p. 23) ideas related to the thestmanagement of social identity in everyday, life
such practices can be interpreted as part of & ‘tomposition”, and have a strong centrality in the
“routines” homosexuals perform for selected audesnc

Many factors in the informants’ discourses were tio@ed as the reason for this confusion: (a)
the stigma attached to homosexuality; (b) the d&ee construction of gayness as abnormality and
deviance; (c) the lack of positive references alhmmosexuality. These factors are often descrilyed b
the informants as the strong and anedoccal askmdaheterosexuals make about theale gay
stereotype, which form very strong negative refeesnof how gays should act and consume: “then |
would have to dye my hair and wear high platforralseand | would not accept that” (Leonardo, 43).

The importance of goods to build and manage ordgstity becomes particularly important
when these goods become foci to the extensionlfofBssk 1988). As identity is related to differemc
(Woodward 2000), normal consumption decisions eelab clothing — as can be seen in the above
mentioned interview quotation — would be categatias belonging to the heterosexual world, and
conversely, the deviant and negatively stereotypeldfed to the gay cultural environment. It would
be important, at this point, to remember that tleedagays use to refer to heterosexuals in Brazilian
Portuguese isareta the same word that is used to refer to a perdumis/not under the influence of
drugs (sober, clearheaded).

The gay world

The feeling of denial in the informants’ discourdiest appeared when they began to feel the
need to go beyond, to face this fear and set oeipbore this other world — a world that was first
constructed in their lives as a marginal world,ald of sins and exclusion.
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The first search for information generally took qdain books, encyclopedias and on the
Internet; the second and more important was destrits going to gay-oriented consumer places like
bars, nightclubs, coffee shops, etc. It is impdrtanpoint out here the fundamental role the produc
world plays in the deconstruction of the stereotgp@abnormality and stigma. The members of the
group we studied emphatically stated that thesswoger settings are like sacred places for them. So,
a simple consumption place becomes a safe placeewag men are free from stigma and oppression,
which remains on the other side, in another syrohetirid.

Empirically, it has been detected that the stafumome objects and places is enhanced through
the sacralization process, by which the gay aneérbséxual symbolic worlds are divided by the
meanings attributed to things and, most importplaices (Belk, Wallendorf, & Sherry, 1989). Such
sacralization process will be described next.

From profane to sacred: gay-oriented consumer plase

For many informants, the first visit to a gay-otesh setting — like a bar, nightclub or beach —
was described in an intense and revealing way, menb often crucial for the acceptance of their
homosexual identity.

Alberto’s (36) description of the moment he haddicide whether or not to enter a gay
nightclub when he was 27 is quite illustrative:

“I had no experience in the gay world. One day s w&turning from a party with my girlfriend whenesh
said: ‘Look, that's a gay nightclub, Le Boy'. Thatevas! She had pressed the alarm button and i kep
thinking that, if | went in, there would be no camiback. Later | went back and stood in front af th
nightclub four times but did not go in. The dayecitled to enter, | was just amazed. What | sawt figh
front of me was not what | had imagined. It was paimiscuous or ugly. Everything was normal and
beautiful”.

Alberto’s statement clearly shows how going to u gightclub was connected to the beginning
of acceptance of his homosexual identity. He eveeduhe word “alarm” to show how risky the
decision was. In this sense, a gay-oriented consyhaee was first seen by many informants as a
profane place, a place of sin and temptation. Fanyminformants going to such places meant to
accept sin, to show lack of respect for their fasiland for society as a whole. On several
opportunities during the study we observed thatais in such bars and nightclubs that the informants
could fully experience what it was like to havearosexual identity, be able to belong to a group of
equals, and be able to express themselves freely.

Alberto was surprised at seeing that the placensagpromiscuous or profane. In fact, he only
saw gay male couples dancing together, groupsiefds and mainly a place where he could be
himself:

“Visually the nightclub was completely differentofn what | had imagined my entire life — it was a
normal place. Everything was very exciting. It vithe difference’ that attracted me. It was a platere

I was a hundred percent myself, where | could daineavay | wanted, look at whoever | wanted without
fear. Then | began to go there every weekend are rfingends”.

This statement shows how Alberto’s stereotype efgay nightclub was deconstructed after he
visited one — it was a normal place. More than it was also different; as opposed to the
heterosexual world he knew, it was a place wheredudd be authentic and free. At least there he
would not feel himself socially disqualified andgstatized. Numerous examples in our field notes
describe these two moments — before and after goirrggay bar or nightclub — as an extraordinary
experience of consumption, as a moment of strongadin the informants’ lives (Arnould & Price,
1993).

It is interesting to note that there was a chamgthé informants’ discourse. The gay places
formerly described as promiscuous, profane, matgiteces underwent a process of change of
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meaning for the gays and became sacred placesiatssbwith their home and friends, a place for
couples to meet, as Daniel (25) describes below:

“The nightclub ‘The Week’ became an extension of hgme, an extension of myself, because it is a
place where | meet my entire group. | simply love.i There | meet my brothers [referring to his

friends], who are facing problems and who | catk tal only on the phone during the week; on the
weekends we meet in the club, hug each othergkiss/one. It's a place where we can be ourselves”.

It is noteworthy how a true designation of meanitggsertain services happens in this process
of acceptance of homosexuality — just like it hapzkwith the nightclub, whose meaning went from
negative to positive, from profane to sacred. Tag wmightclub, like the gay beach in Rio de Janeiro,
was described by the informants as an extensitimeaf own subjectivity.

“The beach in front of the Farme de Amoedo Street gathering spot for everybody. On the gay béach
feel comfortable; | can hold hands with my boyfdeif the beach is not a gay one you obviously cann
do that. If | go to another beach | may even get @, which won’t happen on a gay beach” (Fab%), 3

For Fabio, being on a gay beach or in a gay-ortentgsumption place means being in a safe
place as well as in a place where he will be ablsdcialize with people like him. However, while
socializing, the informants also reported they un@at an intense process of cultural assimilatiash a
change. The symbolism of goods, services and pksssciated with the gay world serves as a textual
support in this process of assimilation and idgmgnstruction.

Assimilation and consumption

The socialization and cultural assimilation unceekin this research is a process of acquisition
of new meanings, beliefs and even new stereotyglated to the gay world. Consumption performs a
primary function in this process. It is almost aywa be followed as well as a textual basis the
individual must learn how to read and write (McGak2003). It is almost a rebirth, since some
informants reported they were required to learmgheng again. This process corresponds to a period
of transition, a rite of passage where the indigldeaves a pre-established status — the heteralsexu
identity — to construct his homosexual identity.this point, informants learn how to speak aboat th
threshold between the gay and heterosexual wo8dsh threshold, then gains meaning and full
existence.

This process of assimilation of gay cultural staddawas described by the informants as a
period of real grief and identity deconstructiorhere they went through an actual ritual of symbolic
disposal of the possessions connected to theirdseteual identity. The same observation was made
by Belk (1988) concerning self-extension. The dispaf these possessions and the incorporation of
new belongings are related to this time of soamabiguity gays go through, as they alternate between
the gay and straight world.

“When | started my gay life | used to dress moke & heterosexual: plain dress slacks and shirteenT
| began to change my style. | left behind the dtdhes and became more stylish; so much so thaytod
when | am invited to a heterosexual place, | dentw what to wear” (Fabio, 35).

Most informants reported having gone through thmesahange in their self-concept described
by Fabio. While the informants first described tisefaes with words depicting an image tied to a
reality that was not their own, afterward they stnemselves as new individuals, introspectively
recognizing themselves and seeing themselves inpbers’ eyes. The gay identity only exists when
affiliation within the world occurs (Cass, 1984;dHap et al, 1998). Clearly informants wear clothes
not only to show their homosexual identity, butoals create a symbolic boundary between the gay
and heterosexual worlds.

Although there was a considerable improvement ia ihformants’ self-image with the
acceptance of their homosexual identity, there alss a lot of pressure on them to adapt to the gay
group’s aesthetic standards, in particular regarttie body.
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The body as a cultural construct in the gay world

The strong aesthetic pressure put on the individuwdien they entered the gay world was
recurrently described in the informants’ discoursisis aesthetic pressure made many informants
engage in a process of reconstruction and manipnlaff their own bodies. This is consistent with
Giddens (2002, p. 76) conception of body as a wapuild a unique and integrated self: the body
experience is a way to socially say “this is whdree”.

The informants described the body as something ki@, something that can and must be
manipulated in order to adapt it to the standafdmyp culture, as reflected in the following commen

“I think there’'s a thing with acceptance. You wdatbe accepted by everyone there. Everyone was
exercising, taking steroids. And everyone would: gy ahead, take them.’ I'd do it and copy what is
good! So | joined the craziness of vanity. | undemtiposuction, abdominal liposuction, joined argy
started swimming, began to take anabolic steraidsl @rew larger, larger, larger” (Ricardo, 25).

As described by Ricardo, we commonly saw in thddfilhe various aesthetic services the
informants consume: plastic surgeries, cosmetidseagn steroids. This hedonistic body consumption
is seen positively by the informants, althoughesuits from pressure from the group for them to fit
into the aesthetic standards, as Paulo (36) stated:

“Today | look even better, not only in terms of lngdy, because... the environment changes you; there’s
really a cult to the body among gays. My body wasihle [laughing]. | was a mega-fat guy... | mean,
today | worship my body, I've built sculpted musglé go to the gym regularly. The gay environment
itself led me to that. If you're in a place whergegone has a body like this... these are their \walue
the value of what is beauty. So, you have to fib ithat or you'll be excluded. I've already beermlexed

y heterosexual society. It would be too much tekeuded from gay society as well”.

As made clear in the above recollections, when fbeay the gay world the individuals are
forced to transform their own bodies so as nota@kcluded. Many of them reported that they began
to look for gyms, use cosmetics and buy certaiesyqf clothes after they joined the gay world.

[...] “You can see it in gay nightclubs. The guys atronger. You think they look cool and say torgelf
‘| have to look like them.” So | exercise more foeqtly because of that too” (Luciano, 32).

There is a clear relationship between the aesthetisumption of the body and the proper ways
of covering this body, which is worshiped in gaytare by how to dress it. During the study we
verified that gays are very concerned about bugiothes that reveal the male body shape.

“The clothes for gays are stylish, tighter, thegsh your body. Here is the cult of the body, theityaof
keeping in good shape so you can show it off, fou yo look attractive [...] because gays like good
brands, they like to dress well, they are very V&@ristiano, 35).

So, what covers the body, which was built and sthapeist also enhance this shape, which, as
many informants joked, begins to have a valuepfi'tlwork out for free” (field note).

The hyper valorization of the body — one of the agmable features of the Carioca (residents of
Rio de Janeiro) identity (Goldenberg & Ramos, 208&gms to be reflected in the city’s gay culture.
However, this aesthetics of hyper valorizationle# male body seems to be one of the gay group’s
internal identification codes as well — using aesthconsumption standards to distinguish insiders
from outsiders (Schouten & McAlexander, 1996).

So, the symbolic meaning of the products, servipessessions and even of the body serves as
a textual basis on which they construct their ha@roal identity. Just as the informants sacralize ga
places like nightclubs, they begin to sacralizerging that is connected to the gay world, like th
network of friends, the group’s lifestyles, the gwots associated with this world. The sacralizatibn
all this gay symbolism seems to be the way therinémts found to face the social exclusion and
stigma this identity carries.
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Final Considerations

We could observe throughout the study how diffidui$ for the informants to live in these two
different worlds. For most of them, the gay world is asdedavith their private lives, their circle of
close friends, their new families, the homoaffeztielations, a style and consumption model that
makes them different from others, and mainly a sylinlworld built around a new identification with
gay culture. However, it is impossible to thinktthae group observed here is culturally apart fthen
heterosexual world.

The division between these two worlds is not cleat its boundaries have always been a reason
for tension and questionings for gays’ day-to-dagd. Knowing whether they are allowed to hold
their partner's hand, whether their clothes aregap or too hetero, or assessing the degree obfisk
new places are recurrent issues in our field ndes.one side, these questionings result from the
experience in a heteronormative society, which irequgays to adapt and negotiate the boundaries
between these two worlds in the different situagiohtheir day-to-day lives (which vary in relatitm
the acceptance of homosexuality), or even fromcitrestant changes currently taking place in big
cities in what we would call here gay and heteraakaesthetics.

The meanings given to objects, services and consoimplaces may undergo a process where
what was profane may eventually become sacred @ed#t, 1989). Some consumption places may
also take consumers to a state of displacementrewtiey experience a sensation of having
transcended their existence and reality. During ttiinscendental experience, consumers may escape
from all social pressure, routine and reality ftsey means of this extraordinary consumption
(Arnould & Price, 1993). The objects and placesoeissed with this transcendental experience
become sacred and begin to hold special meaningdosiduals (Belket al, 1989).

Thus, gays may engage in a process of sacralizatioartain gay consumption places because
these places are related to experiences thatetaircpoint in their lives were seen as extra@din
Many accounts show that going to a gay bar or night for the first time was something
extraordinary. Such a process of sacralizationaipsrby removing the venue from the heterosexual
world, or attributing to an originally gender-naltplace a collection of narratives and experiences
that transform it in a sort of ggylace of worship for the wellbeing and freedom it provides. In a
practical marketing point of view, such a procesdifficult to conduct strategically since mosttioé
narratives and stories concerning personal expergeielong to the gay groups and culture. Since
such places go through a process of sacralizatias extremely difficult for marketing managers to
succeed in attracting gay clients without a fullderstanding of their group culture. Successful
strategies may result in solid and long-lastingtiehships with its clients.

There is a strong potential for the use of knowdeddpout gay culture on segmentation of
markets. To believe that the gay market is a seginédtself it to grossly overlook the complex gamu
of lifestyles existing among gays. As this studg kadicated to a specific group, it was possible to
observe that, by making an effort to differ fromtdresexuals, this group also strives to build
differences from other gay groups. A suggestionfiibure research lies in the observation of these
identity management strategies between differepiggaups.

Issues related to identity and consumption are tofiogt importance to the analysis of
contemporary gay marketing. After all, most of whats been described in this work is related to
identity projects (Arnould & Thompson 2005), as exdp of individual and collective behavior
contribute to a better understand of how gay chnstithemselves and their relationships with others
(Pefnaloza & Price, 1993). This way, the presentkwmovides valuable information for marketing
management of business sectors directly relatemoucting such identity projects: fashion, travel,
leisure, media, architecture and real estate amngrthe most important areas of application fosg thi
knowledge.
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To manage marketing is much more than to satisfigwmers’ wants. Good marketing activates
complex networks of institutional relations, and sagch, has the potential for deeply activating
markets. The knowledge presented in this papemeanseful to trigger organizational relationships
which are indirectly connected to gay consumers.ifstance, the use of such knowledge by hotel
managers can enhance other business areas lilspdréation, health insurance, food and beverages,
not to mention place and city marketing. It is intpat that not only managers, but also people ptese
in the gay market network, be directly involveddgray close attention to cultural dispositionsha t
gay consumer groups.

As mentioned above, for future studies, we sugtest the same relationships that were the
focus of analysis in this work be investigated whitmosexual groups with different characteristics
from those of our informants. Older men, peoplemfrtower social classes or lesbians would be
interesting study targets. There are many diffegeotips of homosexuals with different charactarssti
and lifestyles, who probably think — and say — tthedy live in adifferent world from the ones
depicted in this study.
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