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Abstract 

Since the new generation of the leadership of the Chinese Communist Party to take up the 

official post, women and homosexual community have been getting into a seemingly harder 

living situation due to the newly implemented policies and laws. In relation to this, there are 

rapidly changes in Chinese media coverage when it comes to manifest gender and the society. 

This makes studying the manifestations of men in Chinese media in a feminist perspective 

become more necessarily. This study utilizes Semiotic and ideological analysis for the 

purpose of analyzing governmental and commercial advertisements, and it represents social 

realities in a contemporary context. It is found that Chinese media, advertisements in this case, 

are delivering a rather patriarchal ideological message to the audience. 
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1    Introduction 
In regard to its disseminative nature, advertisements often have a forceful influence on the 

society, especially when it comes to producing images of social groups. Not just because it is 

a portrait that “perpetuate stereotypes”, but also a showcase to present “behavioural norms for 

males and females” (Paek, Nelson and Vilela 2011, P. 192). For instance, in Western context, 

the 2004 Superbowl commercial advertising campaign for Pepsi featured Beyoncé, Pink and 

Britney Spears as three gladiators, and Enrique Iglesias as the King. In the video, the three 

female gladiators are shown to be rebellions that sing the song “We Will Rock You” to call 

up the people to fight against the King; at the end, they did and the King is throw down in the 

Colosseum. Considering the development of the feminist movement at that point, this 

commercial is a very symbolic masterpiece of representing women’s power which is not just 

about one woman, but three different kinds of women that cover the majority: Pink as in 

brave and tough, Beyoncé as in mature and strong, and Britney as in young and sweet. This 

advertisement is a perfect example of how advertising reflects on the society. As a result, this 

2004 commercial is still considered as one of most successful and politically correct 

advertisements.  

 

Of course, such reflective and forming impacts from advertisements do not just work in 

Western context but also applies to China. Therefore, feminist studies have focused on 

manifestations of gender in mass media in China (e.g., Mann 2000; Louie 2002; Kong 2010; 

Song and Hird 2014; Zheng 2015) and they have demonstrated some facts of the 

manifestations of men in media in China. However, most media studies have other focuses 

such as lifestyle magazine, televisions and so on but there are not many emphases on 

advertising. Additionally, most researches are about heterosexual men in China. This limits 

the explanations of the differences among sexual orientations manifested in advertisements. 

 

Thus, the purpose of the thesis is to explore the manifestations on men in Chinese mass media 

coverage, specifically in advertisements from the governmental channels and gay bars to 

examine and add up some important concepts in men studies in Chinese media. To do so, I 

use the method of semiotic analysis developed by the semiotician Barthes, introduced by 

Chandler (2002) to separately analyse each advertisement with in the theoretical framework 

employed in previous studies that are focusing on other media platforms to examine if such 



 2 

theories are able to associate in advertisement or not and then possibly to develop some new 

discoveries among the selected cases by a comparative analysis between the results from the 

separate analysis. By adopting semiotic and ideological theories from the semiotician Barthes, 

this study may offer an image of the relation between Chinese society and the media’s 

manifestations on men; in the context, it is about how the manifestations of masculinities in 

Chinese mass media are represented in different publishing formats of which one is 

illustration and one is video advertising. 

 

2    Background 
Here in the background, I will bring in some general background theories about general men, 

masculinity, and media studies from a feminist perspective and introduce basic insights of the 

role that the Chinese government plays in mass media. I will also familiarize the reader with 

the living conditions of LGBTQ community in China, and the basic objectives of the media 

focus on Governmental advertisements and the major-used social media WeChat. 

 

2.1 About Men and the Media  
After decades of attempts, the feminist movement has made successful progress on 

withdrawing attention to the issues about how media contribute to forming the attitudes on 

gender and affects the reactions of such attitudes. There exist a varieties of studies dedicated 

to gender issues from media scholars. The approaches include “content analyses of gender 

portrayals, critical work grounded in psychoanalytic, economic, or cultural studies theory” 

(Craig 1992, P. 1). 

 

It is perhaps expectable that, “most of the former feminist researches on media have focused 

on women” (Craig 1992, P. 1). Craig cites the work of (Durkin 1985), explaining that the 

reason of such a focus is that, “men and masculinity have frequently been treated as the ‘norm’ 

and men’s portrayals in the media have often been seen as unproblematic or even exemplary” 

(cited in Craig 1992, P. 1). But feminist theory has “evolved as a rather important and 

advanced tool in social studies, and so nowadays it encourages thinking ‘out of box’ – the 
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equivalent to critical thinking” (Keeble, Tulloch et al. 2010) so that the examining and 

analysing on gender of media is more diverse and valuable. 

This has resulted in an increasing number of studies on male gendering, masculinity, and 

manhood on mass media in a critical way (Lagerkvist 2010).  

 

2.2 The Role of the Government in the Media Coverage in China 
Since the study is discussing Chinese media, it is essential to have a comprehension of the 

role that the Chinese government plays in the media coverage. A research from scholars 

Romano (2005) argues that in some certain Asian countries, including China, journalism 

places journalists in a position of serving the governors, not the public.  

“In the most prominent example, China, journalists are expected to buoy confidence in 
the state and the Chinese Communist Party (CCP); promote national cohesion, 
patriotism and collectivism; and counter bourgeois-liberal political thinking.”  

(Romano 2005, P. 6-7) 

 

In order to reach such “ideal”, the Chinese Communist Party (CCP) has set up the CCP’S 

Central Publicity Department (CPD) to regulate all the media in China. (Hassid 2008) 

Furthermore, China’s President Xi Jinping “paid a high-profile visit to the China Central 

Television (CCTV) and the news agency Xinhua”  (Forsythe 2016) and told them that they 

are belonging to the communist party and it is obliged for them to obey the government as 

propaganda tools in February 2016. These studies and facts could give a fundamental 

knowledge of CCP’s controlling role in the “traditional” way of delivering information and 

“propaganda” in broadcasting and press institutions.  

 

However, due to the technology development, it is now easier and more accessible for the 

citizens to obtain different sorts of voices, and to absorb diverse ideologies other than the 

values of socialism with Chinese characteristics from the rest of the world on the Internet. 

This forces the CCP to take action to complete and improve the online censorship, known as 

the Great Firewall of China. The censoring tool was launched in 1998 and came online about 

2003. (Global Times 2011) It is getting more unbreakable by the recent released “People’s 

Republic of China Cybersecurity Law (Draft)” (China Law Translate 2015), during the 15th 

meeting of the Standing Committee of the 12th National people’s Congress in June 2014. The 

aim is to urge foreign press institutions to register to be on the “white list” of the Chinese 



 4 

Internet. As of now, the state is just putting the “illegal” sites from different institutions such 

as Google and Wikipedia on the “black list” to block them so that the Chinese netizens cannot 

get access to them. Once the law is passed, it is expected that monitoring the Internet will be a 

lot easier for the Chinese government. 

 

This leads to a result where China’s reaches the bottom of the media freedom in the world, 

both when it comes to the press and the Internet. In the press sense, China was ranked at 176 

out of 180 countries in the annual World Press Freedom Index in 2016 (Linder 2016)1. When 

it comes to the Internet, the situation is not better. Based on the survey from 

freedomhouse.org; “China is regarded as the country with the least freedom of speech for its 

citizens among the 65 countries that were examined” (Freedom House 2016). Thus, the 

conclusion is that the state is using the mass media to deliver and build the “correct” 

ideologies to prevent cultural ideological infiltration(Lagerkvist 2010). Later on analysis, this 

will be reflected in the case study.  

 

2.3 Homosexual Men in China 
Considering the study includes analysing homosexual manifestations in Chinese media, 

necessary recognitions on the social statues and living conditions of Chinese gay men could 

help a Western reader better understand the analysis of the advertisements. 

 

A study from the United Nation on the living conditions of China’s LGBT community argues 

“social and cultural attitude towards homosexuality are changing gradually from traditional 

Confucian teachings and patriarchal restrictions to more tolerant ones” (UNDP, USAID 2014). 

Scholars like Li Yinhe (2008) share similar views. Noted by Zheng (2015) that in Li’s (2008) 

survey on the public in China, the results demonstrate the tolerance of homosexuals and 

shows that China is not doing too bad in a global context. This is due to the reasons such as 

“China’s homoerotic tradition” and “China’s not sharing the Western Christian Prejudice 

against homosexuality” (Zheng 2015, P. 47). Still, though, “discrimination towards and 

																																																													
1 World Press Freedom Index is a survey designed by Freedom house, “an independent watchdog organization” 
that “dedicated to the expansion of freedom and democracy around the world”(Freedom House 2016)The survey 
examines 105 countries in the world to explore the freedom in press, Internet and so on. 
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disapproval from family, relatives and acquaintances of LGBT people” largely exists due to 

the “deviation from traditional heteronormative family values” (UNDP, USAID 2014, P. 11). 

 

In addition, apart from the public, attitudes from the government on homosexuality are rather 

delicate, which can be “expressed in the Chinese idioms as not encouraging, not discouraging 

and not promoting” (Mountford 2009). This can be illustrated with the fact that there is no 

law fully disapproving homosexuality, yet there are no official papers dedicated to the 

protection (or anti-discrimination) of this group of people’s right either. Thus, the official’s 

remaining silence, together with the public’s mixed attitudes, leaves the homosexual 

population in an abnormally sensitive circumstance. 

 

2.4 Media Focus: Governmental ads and WeChat 
There are plenty of means from the CCP to “help” the public form the “correct” ideologies, 

among which, the public service advertising (PSA) is a relatively approachable practice to 

study. Accordingly, there are several forms of PSA such as painting contests, broadcasting 

advertisements on cable TV channels and on the Internet, and slogan banners on the street. 

Furthermore, all these ways cover different types of topics on national identity building, 

gender equalities, public health, and family. The present study focuses on the painting 

contests held by CCTV and broadcasting advertisements on national TV channels on the topic 

of family whereof the contests represent the society’s mentality and the advertisements reflect 

the propaganda intention, and the topic of family includes a lot of manifestations of men, 

masculinity in China, which quite relates to the study. 

 

Moreover, another media focus will be the widely used social media WeChat among Chinese. 

To make it easier to understand what is WeChat about, for Western readers, it can be regarded 

as a mobile application combined the functions of Facebook, WhatsApp, and Instagram. 

Whereof there is a function called WeChat official account, which is mainly for commercial 

used for bloggers and companies to promote the products and services. In this paper, my 

target is to study some of the commercial advertisements on WeChat from gay bars in China. 

An important fact is that the commercial advertisements can reach to the users only when do 

they subscribe on the accounts. 
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3    Literature Review  
In this section, I will present some relevant theories and concepts from previous studies on 

masculinity in China. 

 

Among the studies on gender in China, mostly they were about women, females, and 

femininity at an earlier stage, where even China’s scholars themselves haven’t realized “the 

importance of men’s studies to their own enterprise” (Mann 2000, P. 1600). Yet in recent 

years, Chinese researchers have started to transfer the work focus on analysing men to fill up 

the blank in the field. Especially, Kam Louie (2002) takes on the role to redress the rarely 

untouched field to “systematically conceptualize the theoretical underpinning of Chinese 

masculinities in general terms” (Louie 2002, P. 3) in his book Theorising Chinese Masculinity. 

In the book, he examines depictions from different periods of time to investigate the 

manifestations of Chinese masculinity, and claims that Chinese masculinity has been shifted 

from wu-male, a martial heroes type in the past, to wen-male, a gentle scholar type in the 

contemporary China. (Wu refers to the historical paradigmatic figure Guanyu, the God of war, 

and wen to Confucius the Confucian icon). He also argues that the changes in masculinity are 

just on the level of appearance but not mentality, which are both having very few sexual 

desires to women as in the western context. Because the masculinity in wu sense is normally 

about the resisting of men’s feminine wiles and the bonding of the homo-social brotherhood, 

and wen sense is more about self-restraint. (Louie 2002) 

 

In addition to the remarkable work from Louie (2002), Song and Hird (2014) contribute a 

more contemporary and detailed research, focusing on the construction of popular masculinity 

among middle-class ‘white-collar’ men in their book Men and masculinities in contemporary 

China. The study is quite interdisciplinary; it includes a variety of qualitative and quantitative 

research methods to evaluate the representations of Chinese masculinity on different media 

platforms such as lifestyle magazines, television and so on, which reflects the account of the 

“experience and navigate their social worlds, as well as how men construct themselves in 

relation to other men and women” (McArthur 2015, P. 185). In the study, the authors claim 
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there is “a crisis of Chinese masculinity” results from the “softening of men”, “the rise of 

women”, “the shift in gender power relations (which favours women)” (Song, Hird 2014, P. 

137-138) and the tide of being metrosexual as in the concept of the “new man” (also see in 

McArthur 2015, P. 185). To support the claim, they offer varieties of arguments based on the 

materials that they analyse. Based on the lifestyle magazines, they find out that the social 

status affects men’s behaviour, and that men from the “new man” class too much focus on 

appearance as a way to distinguish them from the other social class of labour workers. This as 

if their (the white collar) having healthily toned bodies is a symbol of being superior in 

relation to the other group (working class). The numerous amounts of luxury goods as a 

manifest of being metrosexual among the “new man” show that the masculinity is also about 

chasing after fine commodities, and it makes the linkage of material girls, which is regarded 

as one of the unimportant things for women to do in a rather “traditional” mind set. The fact 

that the “new man” likes to enjoy beauty products, spa, golfing, and eating fancily, supports 

the theory bought up by Louie (2002) that even in the white collar class, the masculinity has 

the homosocial “gene”.  

 

Considering the desires of the displays of fit male bodies in media, which is to satisfy the 

middle-class women and gay audiences, the authors refer it to the theory from Baranovitch 

(2003) to point out that this is a reversal of the “male gaze” that “for the first time in Chinese 

history, men became a commodity for female consumption.”  (Baranovitch 2003, cited in 

McArthur 2015, P. 187) On the other hand, a very important phenomenon even given what is 

mentioned above makes women seem like having more power, they still “remain 

marginalized and othered by their male counterparts” (McArthur 2015, P. 187). The authors 

make the conclusion that: 

[The] more prevalent … image of the sensitive father, the idea of egalitarian, power-
sharing, companionate marriage has come to have a presence in the media, especially in 
terms of white-collar, middle-class relationships … marital relationships that both 
husband and wife profess to be equal often turn out not to be so. In the practice of 
every-day life, relationships involve the enmeshment of many elements, including 
‘traditional’ notions of appropriate relations between husbands and wives and more 
recent socialist perspectives, as well as biomedical ideas of gender difference.  

(Song, Hird 2013, P. 216) 

 

In McArthur’s (2015) review of the book, he argues that the phenomenon is a practice of 

(Butler 1990) theory that “gender is performed through a normalized set of practices, socially 

constructed as either ‘ladylike’ or ‘manly’ – these gender norms are furthermore policed and 
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reinforced by various social institutions such as the family or even through marriage” 

(McArthur 2015, P. 187). 

 

What Louie (2002), Song and Hird (2014) have contributed to the Chinese masculinity studies 

is very appreciable. However these studies are mainly focusing on the manifestations of 

heterosexual masculinity on media. I found that the theories from scholars (Kong 2010) about 

homosexual masculinities in China are quite useful for my study, of which the most 

significant one is that “Chinese gay men as passive followers of Western gay culture”, just as 

concluded by Hird (2011): 

“They are, however, able to benefit from the British lesbian and gay movement’s 
successes, such as the Civil Partnership Act 2004, and the vibrant queer subcultures in 
London, although they are also subject to widespread sexual stereotyping within the 
British gay community as silent, feminine “golden boys,” in contrast to hegemonic 
white, middle-class bodies.” 

(Hird 2011, P. 185) 

 

Besides, he also argues “queer cultural production in the media and popular culture has 

created a significant space for challenging heterosexual norms, and has transformed the image 

of gay men from deviant to cosmopolitan subject” (Kong 2010, cited in Hird 2011, P. 184). 

 

Additionally, the study includes a comparative analysis between homosexual masculinities 

and heterosexual masculinities; I use the Role Theory to explain the relation. Martin and 

Wilson’s (2005) contribute a successively conclusive work of the former studies in the field; 

they point out that in the modern society, the role taken by a person is constructed by his or 

her “cultural narratives”, and the behavior that person is having is affected by what others’ 

expectations and the way he or she understands himself /herself. (Martin and Wilson 2005, P. 

5) This will apply to the case study on figure 5 in 7.1. 

 

4    Theoretical Framework 
In relation to the theories presented in the literature review section, my study is using some of 

the research methods that Song and Hird (2014) use in their studies of which textual readings 
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using semiotic analysis is the main tool for me to uncover the topic. Yet, due to the 

descriptive nature of the semiotics analysis, the analysis section would take over massive 

pages of the research paper. Additionally, the study is adopting ideological analysis as a 

complementary approach to complete the areas that semiotic analysis cannot reach. 

 

By analysing the samples from the media platforms mentioned in the background section such 

as WeChat with semiotics analysis, it enables me to examine the materials that I choose in 

detail. For the examination, as in research, semiology is not only about exploring whether the 

the manifestations in the materials reflect the theories brought up by Louie (2002), 

Baranovitch (2003), Song and Hird (2014), McArthur (2015), and Kong (2010) or not; but 

also, more importantly about identifying phenomenon that cannot fit in the theoretical 

framework to develop (a) new explanation (s) and concept (s) on Chinese masculinities. 

 

The methodology of semiotics is not simply a qualitative textual analysis method to just 

denote the signs but also connote what is hidden behind. As Chandler argued “semiotics can 

help to make us aware of what we take for granted in representing the world, reminding us 

that we are always dealing with signs… that it always involves ideological analysis” 

(Chandler 2002, P. 216)Therefore, the semiotics analysis makes it possible to see through if 

the manifest content of the signs in the samples are reflections of the Chinese social artefacts 

introduced in the background with the previous research, to find out what the ideologies 

behind, more importantly, to discover what has not been mentioned. Semiotics as an 

analytical tool is explained in Chapter 6. 

 

5    Research Purpose and Questions 
This thesis is a complementary work in relation to previous research to gain more insights 

about Chinese masculinities in the mass media in China, which are not presently covered in 

existing studies. The aim of this thesis is to explore a selection of Chinese mass media 

coverage to investigate the following questions:  

How is heterosexual masculinity represented in public service ads in (late) modern 

China? 
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How is homosexual masculinity presented in ads from gay bars in (late) modern China? 

In what ways do the representation of masculinity reproduce social norms and ideals?  

I would like to discuss my results in relation to prior research to see whether some of the 

arguments in these studies are still valid given what I find in my data. 

6    Methodologies and Research Design 
In section, I will discuss the reason why I choose semiotics methodology to analyse the 

materials, introduce what semiotics analysis is, and the research design of the study. 

 

6.1 Semiotics Analysis 
To address the essentials of semiotics analysis, it is important to be aware that this study is 

about qualitative textual analysis of advertisements (both in painting /poster and video forms). 

Yet it is not simply on the level of what you can see superficially which is interesting. More 

importantly, you examine the texts on a deeper, and more implicit level. This gives you an 

opportunity to reflect on the ideologies of masculinity in Chinese society. “Semiotics analysis 

is more than finding the hidden messages because it is systematic” (Chandler 2002, P. 214). 

As Robert Hodge and Gunther Kress (1988, P. 1) state that “semiotics offers the promise of a 

systematic, comprehensive and coherent study of communications phenomena as a whole, not 

just instances of it.” In addition, to support semiotic analysis’s being a methodology also 

studies “everything that is regarded to be a sign”, Chandler (2002) suggests in his study that: 

“Semiotics provides us with a potentially unifying conceptual framework and a set of 

methods and terms for use across the full range of signifying practices, which include 

gesture, posture, dress, writing, speech, photography, film, television and radio”. 

(Chandler 2002, P. 214) 

This attention to the meaning of signs makes semiotic analysis suitable to achieve the goal of 

the thesis. What is semiotics analysis then? To make it easier to understand at first, it is a sign 

study, but additionally it is an indispensable tool to examine beyond the “manifest content of 

texts.” (Chandler 2014, P. 7) Long and Wall (2009, P. 127-129) comment on this method that 

“in conversation or when apprehending mass media, we encounter a proliferation of signs 

combined together in creating meaningful texts.” The term of signs is one of the most 

important one to acquaint when it comes to semiotics. As Chandler quoting Peirce’s (1931) 

research, things can be regarded as a sign only when “it is interpreted by someone” (Peirce 
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1931, see in Chandler 2002, P. 17) as “signifying” something – “referring to or standing for 

something other than itself” (Chandler 2002, P. 17). Chandler argues in his book that 

(Saussure [1916] 1983) originally defined a sign as composed of a “signifier” (significant) 

and the “signified” (signifié) (cited in Chandler 2002, P. 18-19). Signifier can simply be 

considered as “the form which the sign takes”, and signified then is the “concept it represents” 

(Saussure [1916] 1983, see in Chandler 2002, P. 19). To understand these three core terms, I 

use the word – tree as a practice. Commonly, when one sees the word “tree” (signifier), 

immediately one will refer it to a tree in real life (signified), if he or she has ever seen trees. 

This is the level of denotation in semiotics, according to Wilden (1987), which is to study a 

sign with its “definitional, ‘literal’, ‘obvious’ or ‘common-sense’ meanings” (see in Chandler 

2002, P. 140). However, with the same signifier of “tree”, different people will have different 

concepts of what a tree is. Is it an apple tree, pear tree or the specific tree in someone’s 

backyard? Therefore, the conclusion is easily made that the same signifier would possibly be 

pointed to different kinds of signified based on people’s own experience. Here comes to 

another significant step of this methodology – connotation, which “is used to refer to the 

socio-cultural and personal associations (ideological, emotional and so on) of the 

sign”(Chandler 2002, P. 140) 

 

Another term to keep in mind when reading this thesis is ideology. As Fiske (2010, P. 157) 

suggests “there are a number of definitions of ideology” and he quotes Raymond Williams’s 

(1977) study to explain: 

1. A system of beliefs characteristic of a particular class or group. 

2. A system of illusory beliefs-false ideas or false consciousness-which can be contrasted 

with true or scientific knowledge. 

3. The general process of the production of meanings and ideas. 

(Cited in Fiske 2010, P. 157) 

In this paper, I mainly adopt use 1 and use 3 to demonstrate the results. According to Fiske 

(2010), use 1 is “closer to the psychologists’ use of word” which is “to refer to the way that 

attitudes are organized into a coherent pattern” (Fiske 2010, P. 157). Use 3 means ideology is 

“a term used to describe the social production of meanings” (Fiske 2010, P. 158) which is the 

key to connote the text from what it denotes. As Fiske (2010) explains: “connoted values are 

what they are because of the ideology of which they are the usable manifestations” (Fiske 

2010, P. 158). 



 12 

 

In relation to this thesis, semiotic analysis allows me to study the selected samples in a 

detailed way to explore what the manifestations of Chinese masculinities on the 

advertisements are and to evaluate what kind of ideological messages they convey behind 

their superficial meanings.  

6.2 Sample Texts 
A variety of different advertisements from different platforms have been investigated in the 

preparatory stage of the study. Eventually, out of this larger scan of materials, 6 

advertisements were chosen strategically for semiotics analysis. The main criterion for the 

strategic selection was that they were to be relatively contemporary/current, and furthermore 

target a specific audience. Two are for overall Chinese as a whole but mainly heterosexuals 

(will be discussed at the later-on session), whereof one is to on rural residents, and another is 

to urbanite citizens. Four others are for homosexual men published on the social media 

WeChat platform, where figure 3 and 4 are from the gay bar Lucca in Shanghai, figure 5 is 

from the gay bar AngelShanghai, and figure 6 is from the gay club Destination in Beijing. 

(The figures will be shown in the analysis session.) 

 

6.2.1 List of texts used in the analysis 

Advertisement 1     ‘XIAO’, composed by Zhigui Liu, and published on People’s Daily on        

September 16, (2014) 

Advertisement 2     ‘XIAOSHUN FUMU’, composed by CCTV, published on CCTV8 on          

February 05, (2016) 

Advertisement 3      ‘SUPER STAR’, composer unknown, published on April 07, (2016) 

Advertisement 4      ‘HEAT & BEAT’, composer unknown, published on April 06, (2016) 

Advertisement 5      ‘CANDY’, composer unknown, published on April 11, (2016) 

Advertisement 6      ‘BOOTY CALL’, composer unknown, published on April 06, (2016) 

 

6.3 Process of Analysis 
The analysis of the six sample texts, as described in 6.1, will be organized as follows: 
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1. Analysis of each advertisement separately at the denotative and connotative levels to 

explore the main characters in the texts (in this study, mainly men), their relationships 

to each other (if more than one), the signifiers such as colour and background, and the 

ideologies that the texts represent. This is to make a conclusion on what type of 

masculinity that each advertisement represents. 

2. Comparative analysis of the materials for the purpose to searching for the similarities 

and variations in-between the outcomes in the first research step. For the study, the 

work focus will be on relevance and irrelevance among different social classes and 

sexualities. 

 

7    Analysis and Results 

7.1  Denotative and Connotative Analysis 
7.1.1 Denotative and Connotative Analysis of Figure 1, Xiao 

Figure 1 is a winning painting of the advertisement contest held by CCTV for establishing a 

Chinese-characterized value system, and as noticed at the bottom right of the painting (in 

Chinese), the author Zhigui Liu (刘知贵) is from a village of Shanxi Province. It is published 

both on the CCTV official website and the newspaper People’s Daily. 

 

At a denotative level, we can see that three males in different generations are surrounded with 

a bunch of chicken in the middle of the advert: a big red Chinese character “孝 (xiao)” is 

placed above them, and some other Chinese words are placed on the two sides and on the 

rattan chair of the painting. First of all, about the three male characters, the oldest one is half 

bald, holding a cattail-leaf fan, wearing sleeveless t-shirt but with the button opened, and he is 

sitting on a rattan chair. He is getting his foot washed by the guy in the middle, who is 

younger than him. The man in the middle is shirtless but has a towel hanging on the neck, and 

he is squatting and looking back at the kid in a red bellyband who is standing to backrub his 

back. Apart from tthem, one of the cocks in the image is feeding some little chicken. The texts 

on the upper left side are “讲文明树新风 (jiang wenming shu xinfeng – Be Civilized and 

Establish a Positive Social Conduct)”, “中国文化，中国精神，中国表达，中国形象 
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(zhongguo wenhua – Chinese Culture, zhongguo jingshen – China’s Sprit, zhongguo biaoda – 

China’s Representation, zhongguo xingxiang – China’s Image)” (from top to bottom), beneath 

which is “中国梦 (zhongguo meng – the Chinese Dream)”. On the right side, there is “中华美

德 (zhonghua meide – Chinese Traditional Virtue)”, and on the chair, the word is “福, fu - 

Happiness”. 

 

 

Figure 1 Xiao 

 

At the level of connotation, we can associate to the Chinese family value – filial piety, 

referring to Confucius, and it is deeply rooted in China’s traditional culture. As one of the 

“virtues to be held above all else”, filial piety regulates Chinese “to care for, respect, and obey 

parents”,  (Chen 2011) which is exactly what “xiao” means. Within such context, we can 

simply assume that the relations in between the three males character are fathers and sons. 

Even though the advert is not entirely about man and masculinity but from the signifier of 

what they are doing to each other, the young “caring of” the old, I would interpret that the 

advert is supporting the ideology of what makes a real, mature, and masculine man is to 

follow the filial piety virtue. Not just because of the older ones’ giving the lives to and 

upbringing the young, but also the emphasis on the Chinese value to pass down, as indicated 

by the words on the right side, zhonghua meide.  

 

As mentioned before, CCTV is China’s national broadcasting agency. It is therefore a 

reasonable conclusion about this painting’s wining the contest is reasonable to make that it 

serves as propaganda from the government. All the words about Chinese tradition from the 

maker in figure 1 have also demonstrated this fact.  Furthermore, the chicken, the household 
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objects, and the men’s outfits and their strong legs indicate that this advert is a representation 

of the contemporary Chinese rural life. Even though it is about family life, there is very 

significant element is missing in the picture, women. The absence of female roles is not just 

presented among humans; it is even revealed among the animals where there are no hens; the 

one that is feeding the younger chicken is a rooster. Such signifiers possibly affirm the fact 

that women do not matter in the family in the mentality of men (at least the painter) in rural 

China. Accordingly, to sum, in the ad of figure 1, ‘Xiao’, a presence of three generations of 

rural men and two rosters, and the absence of women and hems manifest an ideological 

message inside the Chinese rural masculinity, which is that women are not being taken into 

consideration in the society; men are prioritized. As a conclusion, I would argue that this 

supports a patriarchal ideology where men are the norm. 

 

7.1.2 Denotative and Connotative Analysis of Figure 2, Xiaoshun Fumu 

Figure 2 shows a public service advertisement made and broadcasted by CCTV on the 

national channels in early 2016. 

 

At a denotative level, we could acknowledge that there are three parts of the video. The video 

starts from the set of a business meeting, and this is the first part. The camera is focusing on a 

middle-aged man who is wearing a suit at the office. He is sitting at the end of the desk, and 

during the meeting, he shuts the file binder loudly with his eyes frowning. He is often 

pointing at a woman when talking and she is not looking back into his eyes. Other people stop 

chitchatting when the man is around, and they have to stand still to show the respect to him. 

In the meantime, the voice-over says: “I am a serious person because I think you ought to be 

serious about your work. As times have gone by, being serious has imperceptibly become my 

habit.” 

 

With the voice-over of “even in front of my son, I am unconsciously showing him my long 

face all the time”, the video goes to the second part, and it shows that the man is picking his 

son up after work at school. He literally does not give the son a smile even though he is 

running towards him. The son, after seeing the man’s serious face, stops running and follows 

the man with his head hanging down. Suddenly, the background music turns merry, and the 

voice-over says: “but at home, I am a son like this.” Here comes the third part of the ad: the 
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little boy is sneak peaking at something. He opens the door and sees his dad, the man who 

was very serious before, amusing his grandmother by acting like the monkey king. In this 

scene, not only does he change the outfit (from a suit to a sweater), but also changes his 

attitude that he is doing a lot of funny facial expressions. The grandmother is knitting and 

watching the “show” at the same time. At some points she stops and laughs with a hand 

covering the mouth. The advertisement ends with the last voice-over “孝顺父母 - xiaoshun 

fumu (respect and take care of your parents), 笑顺父母 - xiaoshun fumu (amusing them is the 

best way to respect and take care of them). 

 

Figure 2 Xiaoshun Fumu 

 

Connotatively, we could deem that figure 2 shows some of the manifestations of the 

advertisement. The ad is primarily about those characters in the video, those who watch it, 

and those who can relate to it, so to say, everyone in China. Even though the obvious core 

value of the ad is, again, filial piety, but the ideology of being a real man is what this ad is 

really about. Throughout the entire story, only the man’s point of view is shown, which is 

about how to be a modern, successful businessman. First, in reflection of Song’s (2014) study, 
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dressing up as a white collar is a symbol of being wealthy. Second, you ought to be serious in 

front of everyone in your official, professional working life because it is what a man with 

power does. As his son and the employees are shown to be very afraid of him due to his bad 

temper but in the confinement of the home where no one else is around but family members, 

he is shown to act like any other person who is kind and amusing. Still, in between the 

manifested relationships of the character with his mother, and with his son, I would suggest 

that the filial piety to respect the old ones still exists in the urbanite family.    

 

Besides, even the ad is about urbanite life, women’s situation is not a lot better than the rural 

life because no women are shown in a position of power. First, the female subordinate is 

being told off at the office; second, the man’s mother is home knitting, which can reflect on 

the speech from Xi encouraging women should stay home in the background session; third, 

the absence of the wife in the family. All these signifiers indicate that the man’s power is 

unchallenged; he rules both the workspace and the home space. 

 

Furthermore, in regard with the governmental nature of the advertisement, it connotations are 

more than the ideas outlined above; obeying the power is the obligation for everyone, no 

matter the gender, the age, and the relationships. Considering all the connotations above, the 

ideological message represented by this masculinity is that a man’s power is all encompassing. 

The man takes responsibilities for both work life and home life but with different “faces”. 

Again, the manifestation of the urbanite masculinity supports the patriarchal ideologies where 

women are passive and men rule. 

 

7.1.3 Denotative and Connotative Analysis of Figure 3, Superstar 

Figure 3 shows some of the manifestations of masculinity on the event ads from the gay bar - 

Lucca 390 in Shanghai, China and the ads were posted on a Chinese social media WeChat. 

 

First, I will start the at the denotative level. A bald-headed, nearly naked white man with open 

mouth wearing a blindfold is standing in front of a black background and he is half covered 

by a golden text. The words Shanghai Studio is placed on the top. A few curls twine the 

heavy-set man, and he is standing, showing his front body to his own audiences, yet the part 
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under the knees of his legs and half of his left arm are cut out of the image. The massive veins 

on his head are thick and obvious and a black leather blindfold covers his eyes. His nose is 

widely expanded and his nasolabial folds deep. The mouth is completely open so that his 

lower teeth are fully exposed and the chin is tense. The muscles on his oiled, tanned body are 

pumped up. He has a wide and well-trained shoulder. The arms are sturdy, with thick solid 

veins all over from his deltoid muscles, biceps to his fists. On his left arm, there is a tattoo 

with a sign of a star, a Ying and Yang patent, and some Chinese characters “星男”. He is 

barrel-chested and has 8 packs of abs. His legs are built and slightly split-up. The photo is 

taken from a low angle. Moreover, he is wearing a blue high-cut with a shiny band. He is 

posing, with two arms wide opened. The glittery text says “超级巨星 SUPER STAR” and “星

期五 Fri 04/08” and there are some flames in the black background. 

 

Figure 3 – Superstar 

 

At the level of connotation, the poster shows us a typical manifestation of masculinity – the 

alpha man that perhaps connotes to hegemony and the king type of guy at the first sight, 
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which reminds us of the aggressive character – the King Leonidas of Sparta in the film 300 

(2006), the Hulk from the Marvel’s comic or the Gladiator. These characters stand for the 

idea of super heroes and immortals, i.e. the unbeatable ones. From how the man is placed in 

the poster and how the picture is shot, it signifies that he is the man we should look up to. His 

pose and facial expression - widely split-up arms, fist, pumped-up muscles, massive veins and 

tensioned mouth, we, as the viewers of the ad, would more or less have a horrifying feeling 

that the “king” is going to punish us angrily and aggressively. The connection and interaction 

between him and us is just in one direction, only from him to us. From the pose, the body 

language, as well as his blindfold signifies that there are no messages are delivered from us to 

him, because he is not looking back at us since his eyes are covered; he is not listening to us 

since he is rather combative. This as if we do not obey his order or we have doubts about what 

he says, he is ready to beat us up. These cantankerous, hegemonic and patriarchal types of 

characters associate to ancient emperors, especially in China, such as Qinshi Huangdi, the 

King Zhou of Shang, and Emperor Yang. Moreover, the nudity (such big man only wearing 

tight underwear), the blindfold, and the wires are signifying a kinky sexual preference, or 

erotic practice – BDSM when connoting them together with the beating and punishing 

connotations above, which is exactly about the dominant master (top) sexually controlling 

(often violently) the passive submissive (bottom). 

 

The glittery text in the front of him saying “SUPER STAR” is emphasising his statue and his 

owning the super power, as well as his tattoo – he is the star man who controls the “harmony” 

(of which in the Chinese culture, ying and yang represent) of the universe where 

controversially there will not be any harmony at all under his ruling. In addition, with some 

weak flames, the background’s being almost completely dark is just to emphasize the man, 

the super star as stated because nothing else should be shinier than him, not even the flames. 

In summary, all the signifiers together point to an aggressive kind of alpha man that 

reproduces an iconic sort of masculinity, which supports the hegemonic ideology that these 

kind of men in the gay community are the “real” men and they are superior to all the other 

kinds of gay men. 

 

7.1.4 Denotative and Connotative Analysis of Figure 4, Heat & Beat 

Figure 4 shows some of the manifestations of masculinity and it is also from the gay bar - 

Lucca 390 in Shanghai, China. This ad was posted on a Chinese social media WeChat as well. 
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In figure 4, another advertisement from the same gay bar as figure 1 is using another white 

man on their event poster dedicated to the weekly open bar night on every Thursday. At a 

denotation level, we see a good-looking young man in black and white color, only wearing a 

piece of brief, standing in front of the background with some spinning-motion, black and red 

square-like pattern, on which a text says what and when the event is about. The man is placed 

in the middle of the image with some words in red covering his lower torso. Further more, the 

picture shot is shown at a parallel angle in relation to the viewer.  

 

He is not entirely facing the front but showing the sideways of his face with squinting eyes 

and smiley pursing lips to his audiences. The man is only in a tight brief and a bowtie. The 

character, stated as the barman, is toned yet not having the exaggeratingly muscular sort of 

body. There are some tensions on the muscles in his arms, chests, and abs. His two hands are 

placed on his hips, and his fingers, except for the thumbs, are in the brief with the edge of the 

underwear slightly pulled up. Apart from the background and the man, on the very front of the 

poster is some texts, in the same colours of the background, saying “HEAT&BEAT”, “FREE 

ENTRY + OPEN BAR + TOPLESS BARMAN” and, of which the Chinese text “免费入场

＋畅饮夜＋无上衣肌肉调酒师” is the translation. 

 

	

Figure 4 - Heat & Beat 
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At a connotative level of the analysis of this ad, first, we could interpret that it is barman in 

the picture, with the winking look and the pursing mouth, is sending out the message of 

invitation. He is inviting his audience to come over to have a drink, and/or even something 

else. In the meantime, the bowtie on his neck makes him look like a sexy waiter, which can 

remind people of the popular service in the UK, hunkintrunks and it emphasizes the fact that 

he is hired to your order, to your specification – whatever you require him to do, he will 

satisfy your needs.2 Not only does he look like a hot waiter, but also his looks and pose can be 

connoted to be a model from the advertisement of Calvin Klein, Andrew Christian, and 

Charliez.3 These are all representing the ideas of how sexy and attractive men look like. Most 

importantly, what he is doing to his brief implicitly demonstrates a sexual fantasy to the 

viewers.  

 

Apart from the man’s facial expression and pose, the background is another important 

signifier or rhetoric indicating seduction. On one hand, the usage of the colors of red and 

black, especially on the background and the texts, emphasizes the sexual attraction, and red 

being the symbol of sex is commonly accepted(Francis 2013)As red is often linked with 

“passion and eroticism--just think of the Red Light District, red roses, red lipstick, red wine, 

the 'Lady in Red'….” (Shpancer 2013), it is likely that the on-lookers of the advert will 

associate it with sex together with the model, which is the certain affect that the makers have 

intended to construct.  On the other hand, the background itself looking like a maze sends out 

the idea of “come and get lost with me”. 

 

To sum up, this advert offers a lot of implicit on temptation because nowhere at all does the 

ad say “sex” directly to the audience. But what is presented on the poster tell it all; that the 

ones who have this type of masculinity are tempting, attractive and seductive to the majority 

in the gay world. Therefore, I argue that the signified from the advert supports an ideological 

message that homosexual men who look and act like the model in the ad is associated to a 

more “typical” norm. Notably, even though the poster was published in China, they still chose 

a white man over local men. The ideological message inherent in this ad is therefore probably 

																																																													
2 Hunkintrunks is an erotic service from half-naked men to women customers. 
3 All these are famous underwear brands. Though Andrew Christian and Charliez are focusing on gay 
community.	
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more valid in a Western context. Alternatively, it is relatable mostly to the popularity of white 

men in China, which I will discuss in the comparative analysis. 

7.1.5 Denotative and Connontative Analysis of Candy 

Figure 5 shows a poster of the beer festival event in the gay bar AngelShanghai. The event 

was mainly promoted through their website and the social media channel WeChat. 

 

At the denotative level of analysis, about the poster, there is a shirtless, oiled-body Asian guy 

in the upper middle part of the picture, surrounded by colourful bubbles and bottles in the 

background chequered with dark and light yellow. The man, as the purple circle introduces, is 

a go-go dancer of the event (we do not know if he would be the only one or he is just being 

featured for being one of the dancers of the event) whose name is Sean and he is holding a 

bottle of wine in his hands. The dancer is topless but wearing a black and white tie, thus, we 

can see that he has a toned body with broad shoulder, big chest muscles, pumped-up arms and 

six packs. Apart from his body, the text saying, “Eat me!” is clearly to been seen on the chest. 

Moving to the head from observing the torso, we can see the man has well-combed hair and 

he is looking at his audiences by showing his front face to the camera with a neutral facial 

expression. 

 

In front of the dancer, there are some vector graphics. The biggest one is combined with some 

texts and bottles. The colourful bottles are not just beers but vodka, whiskey, martini and so 

on which are surrounding the guy and the blue & white bar with the texts of “炫彩糖果” and 

“CANDY” is covering his legs.4 In the middle of the letter “C”, there are some other texts of 

“ICON” and “啤酒节”.5 Surrounding the man are not only the booze bottles but also some 

circles with contents. The closest one to him is the one on his left side; a singer called Yaoyao 

Liu is performing on the stage. Above the singer are two signs. The blue one on top is 

including the logo and the time of the event, which says “21:30 on Saturday, April 16”. A pair 

of an angel’s wings and the name of the gay club, “Angel” in gold, form the logo. The pink 

sign is full of texts in Chinese saying “全场创意鸡尾酒买 1送 1”.6 On his right side, it is a 

																																																													
4 “炫彩糖果” means colourful candy. 
5 “啤酒节” means beer festival. 
6 “全场创意鸡尾酒买 1送 1” means cocktails two for one.		
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DJ who is a glasses-wearing Asian man in a blue tank top called KUMA. On top of it are two 

other bubbles. In the light blue bubble, it is written “DRESSCODE” and “PINK/NEON 

CLOTHING” as well as in Chinese. While in the dark blue one, the texts are all in Chinese: 

“无上装”, “鲜肉酒保”, and “免费赠饮！”.7 At the very bottom of the poster, there are 

numbers for booking, the address of the gay bar and sponsors information there. 

 

Figure 5 - Candy 

 

At the level of connotation, we can make some very interesting observations from this Candy 

ad. With all the sexual figures on the man: being shirtless but in a bowtie, the body fully oiled, 

the tensions of his muscles and the “Eat Me!” text, it seems like the poster or the gay bar is 

trying to state that Sean as the go-go dancer is a sexy and seductive guy. However, I argue 

there is a conveyed contradictive message inscribed in the visual. Even though his fit body 

takes centre stage in the pic, his face is seemingly motionless, like a poker face, devoid of any 

feeling. From such facial expression, the association may be that this person is either forced to 

take the picture or he is just a cold one to approach.  

 

My argument on the model’s unnatural position is to connote that it is something to do with 

the general masculinity culture in China that is long-term influenced by its history. Not like in 

the western context, the main reason of being masculine is a manifestation of sexual desires 

																																																													
7 These words mean “topless”, “cute barman”, and “free drinks!” 
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for women like the knightly tradition in Europe. The popular Chinese masculinity culture is 

more about being outstanding in the homosocial network, so to say, beating the rest of the 

men, which can be referred to “the tough haohan (good man) and powerful yingxiong (hero) 

depicted in classical Chinese novels such as The Water Margin and The Three Kingdoms” 

(Song, Hird 2013, P. 5). Based on the Role Theory mentioned in Chapter 3, homosexual 

being a man itself has been forced to fulfil the duties of being a man, regardless the sexuality, 

do as what a man needs to do. Thus, reasonably, the homosexual masculinity culture in China, 

at least the kind of which is shown in the ad, has been imperceptibly infiltrated by the 

heterosexual (or historical and traditional) masculinity that being the masculine one in the gay 

world does not necessarily mean that he wants to attract the others but simply outshine them. 

The ideology behind it is that even though being homosexual is putting ones outside of the 

social “norms”, which might cause them troubles by just being the “aliens” in the society. 

And the society that we are talking about is the Chinese society where people are quite 

indifferent to individuals but care more about collectives so that being different here is not 

much acceptable. A great example is that left-handed children are often forced to become 

right-handed just because using the right hand is normal. Let alone the fact that procreation of 

the family line is one of the most common ideology in China, which will be affected by this 

sexual preference. Simply having the different sexual orientation is giving enough reasons for 

the social “norms” to have an opinion on them already. Therefore, by acting physically and 

psychologically as close as the “norms”, the “normal” man, either helps homosexual men to 

protect themselves from being discriminated, or even makes them feel superior, better, as a 

way to normalize a potential deviation. But also, to (in official context) “de-sexualize” 

homosexuality, again, is a strategy of cultural normalization.  

 

Further more, the gay club, AngelShanghai’s targeted audiences are mainly local Chinese, 

which might result from the advertisement to fit in its customers’ behaviors. Based on my 4-

year experience living in Shanghai and observation in the gay club, Asian, specifically 

Chinese customers are usually cold to each other and they rarely mingle. The most common 

thing for Chinese customers to do in the gay clubs in China is dressing up nicely, standing on 

the dance floor with crossed arms and checking others out. This is exactly what the poster of 

Figure 3 shows: a nice looking man with a sexy body but a cold face. There, conclusion can 

be made that the manifestation of homosexual masculinity of some ads from gay clubs is a 

representation of the audience. To sum up, denotations of figure 5 all point to a distant kind of 

good-looking man, which reproduces a Chinese characterized sort of masculinity and it is 
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supporting the ideology of being “normal” in the Chinese society, even if homosexual being 

homosexual has to “de-sexualize” its identity by conforming to (largely) heterosexual ideals. 

 

7.1.6 Denotative and Connotative Analysis of Booty Call 

Figure 6 comes from the gay bar called Destination, Beijing and the poster is published on all 

of its social media channels. It was posted on its official WeChat account. 

 

At the level of denotation, we can see five Asian men in Sumo outfit posing to us with a 

background full of Japanese elements. These five men (in order to make it easy to describe, I 

will refer them as A, B, C, D, E from the left to the right in your vision) are all wearing a 

Sumo thong, a headband with a Japanese flag and a sticker on the chests saying the name of 

the bar-Destination, of which the second and the third ones (from left to right) are the only 

two who have a rope on. They have similar hairstyle but different facial expressions. The one 

in the middle, man B, is smiling at the camera. He opens up the left side of the red rope, 

which shows half of his body, more accurately, the left chest. On the contrary, his right hand 

is pulling the rope to cover the thong so that only tiny bit of the string of the white thong is 

shown on the picture. Man B is in a black rope and he is just staring at his audience without 

an expression but leans his body to his right to show more of his body. Man A is crossing his 

arms and slight smiling. So is man D but what is different is that he is frowning at the mean 

time and tensioning the muscles of his left arm. Man E is pursing.  

 

The background of this poster is mainly in red and white. On the upper part of the as, there 

are some English and Mandarin texts “MID-WEEK”, “BOOTY CALL”, and “小周末约“泡”

（每周三）” surrounded by flowers, traditional Japanese fans, and a typical Japanese 

Buddhist temple. On top of it is a red circle with the bar’s name Destination. Moreover, what 

is underneath everything in this picture is the pattern of the Japanese traditional carp flag, 

which is called koinobori. 
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Figure 6 - Booty Call 

 

At the connotative level of analysis, we would assume that this is just another advertisement 

showing the sexy masculinity of the Chinese men when we look at the poster at the first 

glance. It is true that the poster is delivering a lot of sexual messages to its audiences through 

the model, the text, and the Japanese elements. Let us look at the ad from its most eyes-

catching part, the models, first. For what they are wearing or the fact that they are not wearing 

much, it is quite sexual already. Especially from man C’s posing and smiley face, I could 

interpret that he is opening up the rope to welcome whoever he is trying to interact with. 

Though his smile seems rather awkward as if he is uncomfortable of doing it even though 

what he is doing is exactly what he wants to do but doing it in the public is not what he used 

to. Man C is not the only one who is acting awkwardly in the picture.  

 

As a matter of fact, they all are. For instance, man A’s standard arm-cross, which is the most 

common body language that can be seen while people are exposed to a environment that they 

are not familiar with, for example, when giving presentations to the public and talking to 

strangers. It is a signifier that exposes his “defensiveness or negativity, an attempt to ‘hide’ 

from an unfavourable situation”(Lewis 2012, P. 114)I argue that the reason why he is shown 

to have such insecure feeling is because he as an “ordinary” homosexual person (as in 

comparison to Figure 1, 2, and 3) is being brought to the stage, to showcase, and to represent 

how the homosexual is like and how the homosexual masculinity is like in China. So does the 
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rest, man B, D, and E, they all have the unnatural and bluffing type of poses and facial 

expressions. But it is the kind of “ordinary” masculinity that makes the audiences feel they 

can identify with it, i.e. that not everyone is a superstar, a sexy erotic barman, or a good-

looking stylish go-go dancer but being yourself is enable for you to “get lucky” in the social 

environment, in the context, the bar Destination. Thus, Figure 4, Booty Call manifests a sort 

of “ordinary” masculinity that the majority of the homosexual men have in China. 

 

In addition, the information delivered from the title and background is supporting the being-

yourself ideology.8 From the event description, we know that this is a mid-week drinking 

activity taking place at the bar in a Japanese style, Izakaya. Izakaya is “often described as a 

Japanese gastropub”,  (Strenk 2015, P. 14) which you can relate to Irish Pub and Taverns in 

western culture. It is a place where people from the working class (so to say, the majority) to 

have casual drinks after a long day of work. The gay bar in Beijing imports such drinking 

culture to allow its audiences to social among others and what the bar is trying to suggest to 

the customers by placing five “ordinary” men is that you don’t have to super to be able to “约

炮(yue pao)”. So yue pao is a popular used term in China indicating to hook up (or as the 

poster suggested booty call) and it is combined with yue and pao where yue means invite or 

call, and pao can be directly translated into a shooting gun which is interpreted to ejaculating 

in the context. What is ingenious of the design of the poster is that it uses “泡” instead of “炮”. 

These two characters share the same pronunciation but pao as “泡” means the foam from the 

beer. By simply using one word, the term has given the customers the idea of “hey, let’s grab 

a beer and get some booty.” This signifies a dominant ideology that hook-up culture is 

symbolic among gay collectives and again, this sort of sexual culture is not exclusive for the 

specials but for all in the community. Besides, it is obvious that there is no relation, tension 

between these men in the pic, all oriented to the viewer, welcoming “him” into their 

community.

																																																													
8 For non-Chinese readers, given the reason that Japan is one of the countries that legalizes the porn industry, its 
porno products get around, which causes a sexual stereotype about Japan in a certain amount of people in China.  
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So in summary, the advertisement of Booty Call ideologically represents an inclusive kind of 

homosexuality among normal looking guys who are friendly, come-along, non-kinky and 

non-alienating; this supports the dominant ideology with in the Chinese society that gay 

community is a subject to a active sexual group, and those normal masculine-looking guys in 

the community are also sexually active.  

 

7.2 Comparative Analysis of the Manifestations of Chinese 
Masculinities 
Regarding to the governmental nature of Figure 1 and Figure 2, these two types of (mainly 

heterosexual) masculinities share the same core ideologies where a man plays a dominant role 

in the family. The absence, the passiveness of women in the texts demonstrate that these 

masculinities are still rather patriarchal, no matter what the social class the man /men is /are 

from. Ideologically, the rural masculinity shown Figure 1 represents the tradition, the old, 

while the urbanite masculinity displayed in Figure 2 stands for the upper class, the new. The 

major difference is that the white collar is caring more about the appearance than the labour 

class does, which reflects on the theory of the shift of Chinese masculinities is from wu-men 

to wen-men (see in Louie, 2002 and Song & Hird, 2014). However, I suggest the shift cannot 

be considered as “a crisis of masculinity” as Song and Hird (2014) claim. I would rather 

regard it as just an enhancing of tastes under the globalization circumstances for men in China 

because the patriarchal mind-set still exists. Moreover, the different formats of Figure 1 and 

Figure 2 affect the manifestations of these two types of masculinities because the video form 

(Figure 2) enables the author (s) to develop a more complete story than the illustration (Figure 

1). In the video, we as audiences can actually see the transformation of the main character, the 

man. While the man is outside, at the working space, in public life, he needs to keep his face 

and attitude strict. This seems more like a typical Chinese man’s act as mentioned before in a 

historical sense which makes it relatable to the first ad, the illustration. But when it comes to 

private life, the man in the video is shown to be able to act differently, more about himself. He 

doesn’t have to care about what people think about him that he is even willing to play fool to 

entertain his mother. It is sort of ambiguous that the modern man presents one masculinity, a 

traditional one, in the public and performs another form of masculinity in the private life 

(more caring) a very different from the public one, which is more connected to the idea of the 

modern man, the new man. Even though in the first ad, you can see the young is doing the 

caring move to the old as well, but in the video, it is not the same because the modern man is 

doing it to his mother. This can be regarded as a decline of patriarchy. 
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Among the four types of homosexual masculinities, the major similarity is that they all 

include lots of sexual meanings. I would suggest that various audiences cause the differences 

among the ads from different bars. Lucca, in comparison to ShanghaiAngel, is more 

cosmopolitan while ShanghaiAngel is more for local people. Moreover, cultural background 

is also a key reason for the variations of the manifestations, whereof white men on the ads 

tend to have more emotions to express while Chinese men are more ‘holding back’ types. 

Another fact about the four ads from gay bars is that they are all formatted in the same way as 

most of the gay bars around the world do. All these flyers are sort of conventional, 

stereotypical in a way which show the eroticism of male gay. Perhaps the reason why all these 

ads share some similarities by representing gay males is because they are built on the genre 

convention from somewhere else, in the context, gay bars from the rest of the world. 

 

The relation between the heterosexual masculinity and homosexual masculinity is delicate. 

First of all, obviously, the difference will be the amount of nudity, which the homosexual one 

contains a lot while the heterosexual one has none. More importantly, in the earlier analysis 

section, I argue one of the homosexual masculinities is influenced by the major heterosexual 

masculinity. (See in the analysis of Figure 5) 

 

8    Conclusion 
By studying the sample advertisement with the methodology of semiotics, together with the 

previous research on CCP’s propaganda, Chinese’s homosexual men’s living condition, new 

trends of utilising of social media, and Chinese masculinities, this thesis comes up with a 

result of a variety of masculinities manifested on selected Chinese mass media and the 

ideologies behind. At this stage of the study, I judge that the relation between (the selected) 

Chinese media and men in the real life in contemporary China is interactive. On one hand, no 

matter if it is governmental or commercial, advertisements from different types of platforms 

attempt to instil ideologies to the audience, as in the sense that the public service advertising 

tries to develop the finial piety to the society, and the commercial advertisements seek to 

present what attractiveness is for gay men. On the other hand, the manifestation of 

masculinities in Chinese media is driven by the audience; the majority, the norm, the more 
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popular the type (s) of masculinity is (are), the more it will be chosen to display in the media 

(the presence of powerful man, the absence of women in the governmental ads and the 

frequently shown white faces on ads of gay bars). Moreover, the representation of men is also 

a reflection on what the contemporary Chinese masculinities are and how Chinese men react 

in the global context and the “rising of women”. 

 

Last but not least, I argue that the “masculinity crisis” brought by Song and Hird (2014) does 

not exist; it is more precisely a patriarchy crisis. The Chinese patriarchy is weakened by 

several factors, the tide of being metrosexual among middle-class men, the rising awareness 

of fighting for rights from women, and the gradually louder voices from the homosexual 

community. The metrosexual trend enables men in China to develop a bigger diversity of 

masculinities, which are often more chic, appearance caring; this is against the value among 

men in the patriarchal world that men should be tough instead of caring about the look. 

However, even if there indeed is a decline of patriarchy, it is not enough to challenge the 

dominant patriarchal ideology, still firmly in place. No matter what sexuality one has; the 

manifestations of masculinities in (the selected) media are still marginalizing whomever is not 

belonging to the norm – men, in this study, women and the homosexual.  

 

There is “a clash of ideologies” with regards to what the government wants to portray that 

men ought to act like a man and feel superior to women; and the gay contexts portray an 

overall sexual ideology in gay men. The four gay ads are specifically for the audience who are 

interested in the three gay clubs, and the manifestations of the masculinities are reflections on 

what the customers into. The two public service announcements are to deliver the ideology of 

patriarchy. Even though the second one is more modern, the differences and similarities of the 

two ads can pretty much explain by the specific contexts. 
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